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The 


PATTERN 
makes the 
sale... 


The 
LOVELIEST 


PATTERNS 
of all 


are in... 


You will sell 


more silverplate 





more easily... 





more profitably 





by showing the 


HOLMES & EDWARDS 
COLLECTION 
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KEEP THIS COLLECTION. DISPLAY UNIT ON YOUR COUNTER ALWAYS 
EXTRA SALES. Designed for counter and window use for presentation of by 
Made of heavy acetate... providing dust, dirt, and tarnish proof display. Price >} 














f.o.b. Meriden including 5 teaspoons (this is less than the cost of teaspoons alone). \’ 
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Rings worn smooth and thin through 
long use .. . family heirlooms acciden- 
tally damaged . . . old-fashioned pieces 
that need modernizing . . . send them 
to us for restoring, remounting or 
refurbishing. 


Examine these “before and after” photos: 


A—A well worn fraternal ring — recarved, 
reenameled and fitted with new shank. 
Upper picture shows ring with lost metal 
restored before carving. 

B— Dinner ring, badly crushed — completely 
restored to original condition. 

C— Stones from this old-fashioned engagement 
ring were reset in modern mounting. Note 
how much larger the diamond appears. 

D— Tiffany ring of sentimental value restored 
after having been accidentally crushed. 


E — Platinum filigree brooch, badly mangled, 
rebuilt like new with no visible trace of 
damage or repair. 


These phoios have not been retouched. 


We have specialized in jewelry repair- 
ing for more than 25 years... plati- 
num, gold or silver . . large pieces as 
well as small. All work guaranteed. 
Charges are reasonable, service is fast. 


a 


KON-ITE BLDG. 
CINCINNATI 2, OHIO 
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Diamond-Studded Watch 
Case executed by 


For Spring Marce has created a 





noteworthy series of exquisite 
diamond-studded watches — 

i a : : =< Jf each a masterpiece of elegance 
and distinction, flawlessly 


executed with consummate 


WBO craftsmanship. 


WILLIAM B. OGUSH, INC. 


sf : CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
P : ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET W) NEW YORK 23, N. Y. 
BY/ 
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Another leader by Harwood. 
Full expansion, massive yet delicate and 


feminine. Available in yellow or white. 


Ilustrations actual size 


Sold through leading 
wholesalers only. 


auvootl MANUFACTURING CO. Providence, R. 
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ARLAN AND 
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MTG. 157/47021/35 
W.R. 44056/223 


THE LEADING RING FINDING MANUFACTURERS 
OFFICES IN LOS ANGELES 


\ All CHER a 


(nats Lh hing /ndbn Ij __ 188 WEST FOURIM STREET NEW YORK 14. TN 


TONE RINGS —IT’S 
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The lucky lady who gets one of these fabulous 
Mardi Gras Bracelets will celebrate, indeed. 





And the jewelers who stock them and show them 
will dance in the streets as sales mount! 





Fashioned in the Simmons manner with 
lasting style .. . crafted in the Simmons 
tradition of unsurpassed quality. 


Save time... start fast. . . order now. 


a 
R - muon Compeny ATTLEBORO, MASSACHUSETTS 


MAKERS OF QUALITY GOLD FILLED JEWELRY « SOLD ONLY THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 


Canadian Distributor: JACK W. LEES, 44 King Street West, Toronto, Ontario 
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NO. 431, EXPANSION BAND, $11.95 
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( - NO. 432, EXPANSION BAND $9.95 


fed. tax incl. 

















The perfection of a rose recalls the | 
exquisite styling of Gemex bands; i 
- ‘women, arid men too, appreciate their = 


_ superior quality. Display them proudly 





- your windows, on your counters. 


| * comparing all watch ieee. 








is supported with impressive 
national advertise —in the Saturday Evening 
Post, the New Yorker, and the Ladies’ Home 
Journal. The continuing promotional program 
also provides ample store assistance for you 
with idea bulletins, displays, TV films, mats, etc. 


Sold only through authorized wholesale distributors. Gemex Company, Union, N. J. 
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ELEGANT STYLING DISTINGUISHES 
BRISTOL DIAMOND RINGS , 


The old adage “Variety is the Spice of Life” aptly : OD. PRERER ERS tc, 

describes the extensive Bristol Line of quality Dia- se Se Nag? 
mond Wedding and Engagement Rings and 14K 
Seamless Gold Wedding Rings. Our assortments 

assure you the proper ring to fill any 

ene requirement ... and of course, 

PF LIS “economy priced”. 
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SEAMLESS GOLD WEDDING RINGS 


RINGS ENLARGED 


TO SHOW DETAIL A new selection of Extra Wide Diamond 


Wedding Rings, featuring dainty floral de- 
signs and modern motifs, set with 6 to 42 
diamonds all around. Supplied in Gold 
and Platinum. With diamonds all around 
Retail Priced from $60.00 up. 





BRISTOL SEAMLESS RING COMPANY «+ 71 NASSAU STREET, NEW YORK 7, N. Y. 
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Catamore 


In a Catamore religious medal . . . as in 
the finest old lace . . . one finds a rich perfection 


of detail. Here is a selection of new designs 
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THE CATAMORE COMPANY 


231 PINE STREET, PROVIDENCE 3, R. 
CHICAGO 


Contact your wholesaler and inspect this complete line. 


l. 
NEW YORK 


SAN FRANCISCO ee 


in 10K gold and Sterling Silver (many hand engraved). 
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MY MEDALS 
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our registered trade — 
mark, on request. _ . 


WORKMANSHIP > 


PROMPT DELIVERY > 
FROM STOCK 


~~ 


\ 


Series H 


Pot. No. 156712 


dwt. 11 gr. 


IU WHAULESALEKS ANU MANUFALIURCAD 


Seamless Wedding Rings at 
Lowest Pennyweight (dwt) Prices 


We are One of the - 
Largest Producers 
of Seamless Gold 
Wedding Rings 


Series FM 


PRECIOUS METALS SPECIALTIES CO., INC. 


11 Vincent St., Newark 5, N. J. Phone: MArket 2-4287 








RITE FOR CATALOG SHEET ILLUSTRATING THE COMPLETE LINE OF PREMESCO 





‘‘Fit-Rite’’ SOLID SHANKS. 
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5 del backs Plague is gold filled front 
$12.95 Retail FT! 











Same as 8009 w h gold filled top shells, non- 
_ corrosive stainiess steel backs, Available in yellow, 
hite $9.50 Retail FT! 


JACOBY-BENDER, INC. 
161 Avenue of Americas, New York 13, New York 
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Last Call! April 30 is the last day to get 


that extra profit opportunity that goes with any 
or all of the selected watches in Hamilton’s Plan 


for Action program. See your Hamilton wholesaler! 


- BUY... 
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The watch America wants...and the Smart Jeweler wants to sell! 
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Deal With Us 


and 


Be Secure 


FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SCRAP 


CONTAINING 


PLATINUM - IRIDIUM - GOLD - PALLADIUM 
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1 ACCURACY 





KARAT REFINERS & SMELTERS | JEWELERS 
SOLDS FOR HALF A CENTURY PALLADIUM 


JOSEPH B. COOPER & SON nc. 


25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
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Size of 
Vanity Display 
141,” high, 21 
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THE EARRING 
DISPLAY-DEAL THAT 
IS BREAKING 
ALL RECORDS 





NOW YOU CAN SELL WATCH BANDS THAT FIT! 


Ones he long and short’ 7 7 


This 


exclusive 


feat re Is No more delayed or lost sales! No need to send bands — 
back for re-sizing! Now, BRETTON brings you 
GS =lengs ¢ and shorts’’ in the exact BRETTON styles designed 
for every famous watch model. Assortments come in 
d must handsome plastic display trays personalized with watch 
names...and each assortment comes with 


ae Se 
Pe Srigcs wt 
2 


its own easy-to-use model reference chart. 
Or Ae ry For more sales, quicker sales, final sales, tell the 
‘long and short” story to your customers! Your wholesaler 
will be happy to suggest the watch band assortments 
you need for whatever watches you feature. 


leweler 


Bretton Bands are sold through leading wholesalers only 


BRUNER-RITTER, INC., 630 FIFTH AVENUE, NEW YORK 20 














for the 

modern way 

to merchandise 

wateh bands 

turn back 

one page q 
. 4 


Bretton 








Again—we are serving the Armed Forces by devoting our specialized skill and part of our production facilities to 





the making of precision defense materiel...items that meet the highest quality standards in the world. 


Set No. 2561-4837 
Fan and Sphere Motif 


Set No. 6302-4932 
Simulated Opals 
and Leaves 


She knows that any costume . . . for business, 
play or evening wear .. . becomes more lovely 
with the addition of Van Dell gold filled 
jewelry that has the look that lasts. 


AMERICA S FINEST GOLD FILLED 


Set No. 2539-4844 
Assorted Colored Stones 
and Rhinestones 
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rene teetelele exquisitely assembled into an 
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From 1 Carat to 50 Carats you will find color, 


faetalaarteremattandemsslcd an velel an selels exacting 


requirements — yet eereaemee defy competition. 


Now as never before, you can enjoy our complete diamond 


facilities as a valuable adjunct to your business. 


¢ om ple te selection shipped on memorandum 


IMPORTERS 


AMONDS 


CUTTERS 


AND 


ALL WORK DONE ON PREMISES 


DIAMOND 
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JEWELRY'S NAME FOR 








QUALITY 
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Something old... \ 


SOMETHING NEW 


* Perfection for single ring dis- 
play; plenty of room for two. 




















%# Handy fold-up wire stand at back 
of case for window or counter display 
— snaps out easily when not needed. 


* Sturdy spring-hinge cover. 


%* Rich shades of Blue, Coral or Ivory 
plastic. 


% Soft velvet pads and gleaming rayon 
satin cover cushions to reflect beauty 
of rings. 


% Gold embossed for extra richness. 
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and cases, findings, supplies. 

| , JEWELERS DIVISION 
FOR MANUFACTURERS: A wide range husetts 
of specially designed paper jewelry boxes Framingham, Massac 
and cases. 
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‘Daiqa! 


MAKES THE 
DIFFERENCE 


A diamond is just a dia- 
mond until it’s set in a 
K and P mounting ... 
then it’s alive with bril- 
liance and beauty un- 
matched anywhere! 


Our *patented setting 
#163,126 proves this 
statement to be an ac- 
complished fact. 


~, 
os Mee 
Z Pa ofa is 


ie 
¥ oS 
i Be 
ie es 
ees 


ee if 


Eee ee Ze 
: i See ee 
Bis ee Z ee: 


ee 
a 
Z, tee 


i, 
eg 


Bae Bs 
a fig 4 a 


ge oy 
Re, ee ie 


ION 


ot distinction 


NEW, DIFFERENT 
... DEFINITELY IN DEMAND 
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HE NEW PRESIDEN 


KEYED TO 


TODAY’S HEADLINES. 


BACKED BY 


THE GREATEST LANDSLIDE 
OF NATIONAL 
TV-RADIO ADVERTISING | 
IN ALL 
JEWELRY HISTORY 





T’S THE BIG 


WATCH NEWS! 
21-JEWEL 


BULOVA 
PRESIDENT 


with matching 


EXPANSION BAND 








$4950 
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MAKE YOUR STORE = 
PROFIT HEADQUARTERS = \J 
FOR THIS SENSATIONAL WATCH 4 








Picture of a success story 


THIS PLASTIC HEART, with the miniature 
mainspring inside, is the symbol of one 
of the most successful watch-selling 
themes in years—Elgin’s “Heart that 
never breaks.”’ 


It’s the new way that Elgin advertising 
describes the most exciting exclusive in 
the watch business—the DuraPower 


For what’s new in the watch business, watch 


Elgin National Watch Company e Elgin, Illinois 


Mainspring guaranteed to never break. 
You’ve seen this advertising in the maga- 
zines, in newspapers and on television. 


And if you’ve been featuring Elgins— 
you ve seen the results of this new selling 
theme. The “Heart that never breaks”’ is 
really breaking sales records. We hope 
some of those sales records are yours. 


ELGIN 
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with 






new... great... 
big-time 

Television 

Show! 


Starting April 16th and continuing 
throughout your important Spring selling season 





KATE SMITH FIRST LADY OF TELEVISION 


YOU'RE IN FOR BIG SPRING! 







PRE-SELLS ANSON FOR YOU! 








New York 
A NATION-WIDE COAST-TO-COAST HOOK-UP! Over 45 Boston 
stations of the NBC network reaching 45 important Providence 
markets across the nation. - semana 
yracuse 
A TREMENDOUS AUDIENCE! These 45 stations will reach 2 war tn 
ilmington 
over 40,000,000 people! Baltimore 
—— P Washington 
Pa AT A WONDERFUL TIME! The peak-viewing period of Richmond 
8:30-9:00 P. M. Wednesday.* Norfolk 
Johnstown 





Cleveland 
Erie 
Rochester 
Detroit 
Cincinnati 
Dayton 
Columbus 
Huntington 


Bloomington 


Chicago 


Milwaukee 
St. Louis 
Memphis 
Kalamazoo 
Greensboro 
Atlanta 


Birmingham 


Louisville 
Davenport 


St. Paul 


Grand Rapids Omaha 


Kansas City 
Albuquerque 
Salt Lake City 
Phoenix 

Los Angeles 
San Francisco 
New Orleans 
Oklahoma City 
Fort Worth 
Dallas 

San Antonio 





THE 


KATE SMITH 
EVENING HOUR 


IS A PROVEN, TESTED SHOW 
WITH 
APPEAL FOR EVERYONE! 


—with the voice and warm 
personality of Kate Smith! 


—with a top-flight comedian! 


Allie -1delelohazehaelare 
Hollywood personalities .. . 
with plenty of action, laughs 
Tialellale Mumelelilelile 
human interest! 


; 





LIFT 


And—unforgettable Anson 


commercials .. 


«Gem. 


. day out.. 


. that will speed up sales 


MeoliMislaeltiety 


your important season—when Father's 


Day, Graduation, Groom and Usher 


Gifts are in big demand! 


"A few cities will carry the show at 
other times—check your newspaper. 


THIS PAGE AND SEE HOW ANSON BRINGS YOU 








INTO THIS BRIGHT TELEVISION PICTURE... 
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sy) MERCHANT 











































Bae 





ANSON TELEVISION PACKAGE .. . UNIT f#TV-4 
STERLING SILVER DAD—GRAD DISPLAY TRAY 


. eC EEN | —A handsome group to catch the eyes of the many 





‘ Dad and Grad gift-seekers—set up in a beautiful 
ANSON TELEVISION PACKAGE .. . UNIT #TV-2 : Karess velvet, full-color display pad for your counter 
“HIS INITIALS”—Initials slide in and out at will! - or show-case . . . plus easy-to-attach, eye-catching 


reminder signs for Father’s day and Graduation Time! 


The ideal gift for dad, for the grad, for every man. 

With a luxurious, colorful permanent display lset $16.00 retail Sterling Silver Cuff Link & Tie 

that will be your silent salesman for years to come! ___ Slide Set 

Assortment of 30 doz. initials with each unit... FREE. 2 prs. $ 6.50 retail Sterling Silver Cuff Links | Matching 
1 doz. $2.50 retail B3985 Tie Slid 2 pcs. $ 6.00 retail Sterling Silver Tie Slides § Patterns 
1 Ym $2.50 wee 13995 Cuff Li; k. lpr. $ 7.50 retail Sterling Silver Cuff Links 

l, doz $250 ae C3344 Tie Chains 2 pes. $ 7.50 retail Sterling Silver Tie Slides 
1 doz. $3.50 retail K3499 Square Snake Key Chains I pr. $ 8.50 retail Sterling Silver Cuff Links 

V4, doz. $2.50 retail B3986 ‘“Shortee” Tie Slides YOUR TOTAL COST $36.00 


YOUR TOTAL SELLING PRICE $72.00, plus fed. tax 








YOUR TOTAL COST $66.00 
YOUR TOTAL SELLING PRICE $132.00, plus fed. tax 
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ANSON TELEVISION PACKAGE... UNIT #TV-5 
Sterling Silver 

SWEETHEART IDENT —the greatest innovation 
since the identification bracelet itself! With 
detachable heart charms with military insignia— 





ANSON TELEVISION PACKAGE... UNIT #TV-3 

and plain for civilian use. GOLD-FILLED DAD — GRAD DISPLAY TRAY — 
Beautifully and artfully gift-packaged boxes set in 
richly designed full-color tray. 

Plus easy-to-attach, eye-catching reminder signs 


Selection of: Sterling Silver Sweetheart Placques — 
Army, Navy, Air Corps, Marines and Plain 


2 pes. $ 5.00 retail $5012 Identification Bracelets for Father’s Day! 

3 pes. $ 7.50 retail $5013 Identification Bracelets Lset $17.50 retail Gold-Filled Cuff Link ) Mounted w. 

3 pcs. $10.00 retail S5014 Identification Bracelets ce ste td r Tie Slide Set , Riemande 

YOUR TOTAL COST $31.25 4 . ei . hi 
prs. $ 7.50 retail Gold-Filled Cuff Links (Matching | 

YOUR TOTAL SELLING PRICE $62.50, plus fed. tax 4 pes. $ 7.50 retail Gold-Filled Tie Slides § Patterns 


YOUR TOTAL COST $38.75 ) 
YOUR TOTAL SELLING PRICE $77.50, plus fed. tax | 
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| SMITH TV SHOW” YOUR SHOW 


GES 
Pa yea SPAE 


, aimed at your big potential market for DAD 
» & GRAD Gifts, GROOM and USHER Gifts 
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ANSON TELEVISION PACKAGE... UNIT #TV-1 
THE WEDDING GROUP!—with sparkling, beautiful three-dimensional 
._\' gaa full-color lighted heavy cardboard display ... displays a flattering array 
a. of Anson Jewelry. It’s a perfect reminder to gift-seekers for the groom... 
ee to the groom for his ushers and best man! 


A “ly y 6 prs. $3.75 retail H30030 Cuff Links 
Su . 6 pcs. $3.75 retail B30030 Tie Slides 
- “a 4 pcs. $3.75 retail K3361 Square Snake Key Chain 
4 pcs. $3.75 retail S3049 Black Morocco Brief Clip 
4 sets $5.00 retail X3814 — Cuff Link & Tie 
ide 
4 sets $7.50 retail X3769 — Set Cuff Link & Tie 
ide 


. | : YOUR TOTAL COST $63.00 
. ie YOUR TOTAL SELLING PRICE $125.00, plus fed. tax 


































ALL DISPLAY MATERIAL FREE 





ae 


Each one of these Anson units—both 
sy merchandise and display—will be fea-— 
| tured on ‘‘The Kate Smith Evening Hour”’ 





—— 


ee Dial you rself in on the profits that are 

bound to result from this major 

advertising and merchandising 
program! 


Put Anson Jewelry up front... Tie in with 


local Newspaper Ads...Order your Television 





Package Now... And be sure you have plenty 


of stock on hand to meet the demand! 


These units can be obtained from your authorized Anson distributor. For the name of your 
nearest distributor, write Anson, Inc., 24 Baker St., Providence, R. I. 
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“Not long ago,” you can tell your customers, “chain jewelry was a 


sign of wealth. Back in the year 1511, King Henry VIII paid more 
for a chain of handwrought gold links than many of his loyal subjects 
could earn in a lifetime. Today you can choose your chain jewelry 
from a selection of designs far greater than Henry’s goldsmith ever 


dreamed of .. . and you won’t pay a king’s ransom for it.” 


Skillfully engineered machines now produce finer jewelry 
chain than the world ever saw before. Literally thousands 
of designs are available, at prices anyone can afford. The 
membership of the Machine Chain Manufacturers Asso- 
ciation is dedicated to maintain the highest standards in 


chain-making and to ensure continuing progress. 


Free reprints of this advertisement are available to retailers ATTLEBORO, MASS. © PROVIDENCE, R. 1. © MAPLEWOOD, N. J 


for store-wide distribution. Please address: Machine Chain 
Manufacturers Association, Providence 5, R. I. 
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you get all the extras 


when you sell Deltah! 


— EXTRA VALUE IN QUALITY 
— EXTRA LUXURY IN PACKAGING 
— EXTRA POWER IN ADVERTISING 


So” 


4 


* AND 24.4% EXTRA PROFIT 


WHEN YOU FEATURE DELTAH’S 60th ANNIVERSARY GROUP 


— IR RR REGIS ES Hh aay <n "pe pan ome mien — 


YES — when you order the Anniversary Group you get — without 
extra cost — an additional Diamond Anniversary Necklace 

(plus an additional Souvenir Pin) that adds 24.4% net profit 

to the generous profit you make on the Group — a regular 
high-margin profit to which every jeweler is entitled! 


and here's the biggest sales-booster ever! 
Deltah’s striking souvenir pin— 

free to you—to give free to your customers 
who buy Deltah's 60th ‘Anniversary. necklaces .. 


and brilliantly thodi 
to in peer of the T I 
“Aeading <allonal 
NY Sascosines feature 
the souvenir 
pin offer and pre-sell 
Deltah necklaces for you! 














AT BETTER JEWELERS 


SIMULATED PEARLS 
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Ana OLD SILVER makes a new sale! 
It was a sign in the jeweler’s window that led to his coming in. It said, 
“We pay good prices for old silver.” He'd been wanting a 
new watch — so when he got more than he expected for the old silver 
and a few gold articles he brought in, he asked to see 
some wrist watches. He found one he liked very 
much and bought it. Another case of a new sale for 
a jeweler because he buys old silver. 






vy 
my. 
rn 






Let OLD SILVER 
make new business for you 


Yes, old silver as well as old gold and platinum buying 
can be profitable, particularly old silver, because 
prices now are high — the highest in 30 years — and 
because of the opportunity buying it creates to make new 
sales. But this is important — make sure of getting the most from 
your purchases by sending them to Handy & Harman — fabricators 
and refiners of precious metals since 1867. Our reputation is your guarantee 
of a full value return every time. Try us with your next lot and compare. 


























ee | | Br rousers NEW YORK: 15 WEST 46th STREET, NEW YORK 19,N. Y. 
QW 82 FULTON STREET, NEW YORK 38, N. Y. 
PROVIDENCE: 425 RICHMOND STREET, PROVIDENCE 3, R. I. 
CHICAGO: 55 EAST WASHINGTON STREET, CHICAGO 2, ILL. 
LOS ANGELES: 3625 MEDFORD STREET, LOS ANGELES 63, CALIF. 
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_ Recently we mailed letters to 20,000 — 





—the oldest and largest firm 
of its kind in the United States 
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retailers offering to buy their surplus 
stocks. If you received one and read 
it, no matter, a good story bears re- 
peating. If you didn’t, read now - -5 
quick facts that will turn unwanted 
surplus into cash for new wanted 


goods: 


1. Holding on to slow-selling mer- 
chandise creates dust rather than 
dollars. You will realize more cash 


for it NOW. 


2. Despite slow season, the scope of 
Gordons’ outlets makes us “open to 
buy” your stock no matter what its 
size and to pay you a top price for it. 


3. Take inventory, weed out the 
watches, diamonds, gold rings, other 
jewelry that shouldn’t be there. 


4. Ship it to us Railway Express 
collect. 


>. Our check (why delay with an of- 


- fer?) will be sent at once, your stock 


held intact until we get your O. K. 
Experience has shown (and we’ve 
had 50 years of it) that our offer 
is O. K’d nine times out of ten! 
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To irreproachable 





“ 


quality, we add the gracious 
styling that outlives the years. 3 


It’s been that way since 1gro. 


() UJ I 5 (; IR A T 7. 5 () N nae I N C 
Manufacturers of Gold and @latinum Watch Cases 
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At the Lowest Price 
Ever Quoted for 
This Fine Quality..._ 


I) 


PAIR 


Minimum Order 
12 Pairs 


A. COHEN & SONS CORP. 


YORK 10, 


27 WEST 23rd ST., NEW 


ATLANTA OFFICE 
© 47 W. 23rd ST., N. Y. C. 


23 BROAD ST., $.W., ATLANTA, GA. 
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ake Profits... without Sales 


There’s no doubt about it—this set of 
elegant Sterling Silver candlesticks has 
all that it takes to bring shoppers into 
your store—for extra sales, profits and 
prestige! Exquisitely graceful, with 
weighted bases, candlesticks are 

- 2-7/16" high, 2-1/2” in diameter. 
Never before such quality at this 
. astounding cost of $1.75 per pair— 
minimum order 12 pairs. |. 


’ 


RN 


- order on your firm order form or letterhead. 


A. COHEN & SONS CORPORATION 
27 West 23rd Street, New York 10, N. Y. | 


Please enter ovr order for..................pair of Sterling 
quantity | 


Silver Candlesticks (No. 4-244) @ $1.75 per pair. 


I GE LE LS TERE RE, ORG 


‘* 


N_Y. SP SS oa secaltibnacens 


Terms Net 30 Days—¥.0O.B. New York 


or eer eee eee wetter 
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1. SALES PROFITS! 


Every year, month in and month out, The 
Watchmakers of Switzerland back your sales 
effort by waging a carefully planned cam- 
paign on three important fronts: advertis- 
ing, merchandising and public relations. 

Like this May-June Graduation remind- 
er (right), each Watchmakers of Switzer- 
land advertisement is strategically planned. 
Readers in 4 out of 5 families right in your 
area will see this powerful advertising—not 
only at this national gift-giving time, but 
all year long. 

This is advertising that tells your story 
to your customers. It describes your unique 
and valuable services to the community. 
And it never fails to urge your customers to 
call upon you for advice and counsel in 
buying the perfect gift. 





step in closing a sale comes in your store. Vhat’s why 


the free Watchmakers of Switzerland selling aids you 
receive throughout the year (like this brochure: “The 
Inside Story of the Fine Swiss Watch’’) are designed 
for use by your own salespeople! 
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HOW QUALITY JEWELERS 


From The Watchmakers 








ote 
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Why the watches that make news 


come from Switzerland has set the world’s standards in the 
Sy " ] | perfection of ingenious new jeweled lever watches. 
nitzeriand: All the latest wonders—the self-winder, 


calendar, anti-magnetic, water- and shock- 
resistant watch, chronograph and chronometer— 
were developed in Switzerland. 

Swiss craftsmen take pride in the accuracy 

of fine Swiss watches, in the fact that they 

are 80 easy to service, in the knowledge that 

7 out of 10 jewelers wear fine Swiss watches. 


The Watchmakers of Switzerland 
e et Dee, 





bor the gifts youll give with pride, let your jeweler be your guide 


Dy : rss % 
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When you shop for a gift, ask your jeweler to show 
you “The inside Story of the Fine Swise Watch. 


: TIME 1S THE ART OF THE SWISS 





















Public Relations adds still more to your prestige— 
and profits! he Watchmakers of Switzerland create 


—and place—a constant flow of news about you, the 
Quality Jeweler, and your fine products. Your custom- 
ers read these items in local newspapers—hear and see 
them on radio, TV and in the newsreels! 
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~ PROFIT TWO BIG WAYS 


of Switzerland Campaign 





All Swiss-packaged parts come to you in these bright 
metallic containers—protected against moisture, dust 
or damage—and plainly identified on the label. And 
genuine Swiss-packaged parts not only cost no more— 
they save you any final fitting adjustments. Each part 
is machined to the exact specifications of the individual 
movements you service. 


“For the gifts you U give with pp 


> 
The WATCHMAKERS : 
% 
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2. SERVICE PROFITS! 


More and more Quality Jewel- 
ers report Service Department 
profits increased to as high as 
25% of their watch business— 
through use of The Official 
Swiss Watch Repair Parts Pro- 
gram! Ihe reason? Every phase 





of the Program is planned to 
bring you greater profits. 

‘Take Swiss-packaged parts... 

When you specify genuine 
Swiss-packaged parts you get 
the only watch parts packaged 
by Swiss watch factories. Every 
part 1s guaranteed to fit perfect- 
ly in the movement for which 
it was made. 





These handy parts packages make it easy for you to 
keep track of parts not needed immediately. Note that 
every package label is its own re-order form. And re- 


member, for prompt, professional recommendations on 
your Service Department problems, always write The 
Watchmakers of Switzerland Information Center, 730 
Fifth Ave., New York 19, N. Y. 


wde—let your jeweler be your guide” 
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26-PIECE SERVICE FOR 6 IN THE NORMANDY CHEST .. $42.75 


6 Teaspoons 6 Knives 1 Butter Knife 
6 Soup Spoons 6 Forks 1 Sugar Spoon 


34-PIECE SERVICE FOR S IN THE NORMANDY CHEST. .. $55.75 


8 Teaspoons 8 Knives 1 Butter Knife 
8 Soup Spoons 8 Forks 1 Sugar Spoon 


IMPERIAL CHEST 








61-PIECE SERVICE IN THE IMPERIAL CHEST 
Smartly stvled, modern, blonde, made of solid oak. The 
lining is marine green with white satin cover pleats. 


61-Piece Service for 8 in the Imperial Chest... . . . $92.50 
16 Teaspoons 8 Forks 1 Cold Meat Fork 
8 Soup Spoons 8 Salad Forks 1 Butter Knife 
8 Knives 8 Iced Drink Spoons 1 Sugar Spoon 


2 Serving Spoons 


DELUXE DRAWER CABINET 






















52-PIECE SERVICE IN THE VOGUE CHEST 


Finished in a brown antique mahogany color. Beautiful 
ruby red lining with white cover pleats. 


92-Piece Service for 8 in the Vogue Chest... . 2... $77.50 
16 Teaspoons 8 Forks 1 Butter Knife 
8 Soup Spoons 8 Salad Forks 1 Sugar Spoon 
8 Knives 2 Serving Spoons 





72-PIECE SERVICE FOR 8 IN THE DELUXE DRAWER CABINET 


Beautifully finished in burnished brown antique mahogany 


color. The lining is ruby red duvetyn........... $110.75 


16 Teaspoons 8 Salad Forks 1 Cold Meat Fork 
8 Soup Spoons 8 Iced Drink Spoons 1 Gravy Ladle 

8 Knives 8 Butter Spreaders 1 Butter Knife 

8 Forks 4 Serving Spoons 1 Sugar Spoon 


104 Pieces, for 12 in the DeLuxe Drawer Cabinet ...$158.50 
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No hard-to-sell sets in the Community line, 


because every one is just what certain cus- 





tomers want! The combination of pieces is 
varied—the price range is wide. And remem- 
ber, every Community service includes one 


of the distinctive chests shown, lined with 






COME ALONG WITH 





“7 
LARGE VOGUE CHEST 
4 
sd 
if 
4 6 
. 
| 
| 
: | 
bs 
76-PIECE SERVICE IN THE LARGE VOGUE CHEST 
A large chest, 18 inches in length, finished in a brown 
antique mahogany color. Beautiful ruby red lining with 
white cover pleats. 
76-Piece Service for 12 in the large Vogue Chest. .$112.50 
24 Teaspoons 12 Forks 1 Butter Knife 
12 Soup Spoons 12 Salad Forks 1 Sugar Spoon 
12 Knives 2 Serving Spoons 
E 
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Get ready for a busy Spring! This complete 
line lets you offer her just the right size 
service — at the right price for her! 


Kenized* fabric to prevent tarnish, at no extra 
cost. And that makes your selling job easier! 
During May and June especially, remember ) 
that there’s a Community service, as well as 
a Community pattern, to suit every customer 


—and every customer's budget! 


) 


THE FINEST SILVERPLATE 


Wj 


“TRADE MARKS OF ONEIDA LTD. 





POPULARITY CHEST 


42-PiECE SERVICE IN THE POPULARITY CHEST 


Strong wood construction with dark brown mahogany 
finish. Lined with soft gray duvetyn. 
42-Piece Service for 8 in the Popularity Chest... .. $67.50 


1 Butter Knife 
1 Sugar Spoon 


8 Knives 
8 Forks 
8 Salad Forks 


8 Teaspoons 
8 Soup Spoons 
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HOW 10 CHOOSE TH 


Za Z> Bring them into your store with thi 


= REED & BARTON FIVE: STAR 


itl 
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WEDDING GIFT PROMOTION 









it’s started for you with K a four-page magazine ad... 


Reed & Barton starts the ball rolling with a big 4-page insert containing 73 beautiful wedding 
gift suggestions. House Beautiful is the magazine, with a readership of 1,782,000. And Apri 
is the month, right at the start of the right season! 


continued for you with Ka complete publicity program... 


The editors of leading newspapers, as well as radio and television stations, will receive speci! 
and timely publicity releases featuring the appropriateness of Reed & Barton silver {0 
wedding gifts. You, too, will have a prepared release to place with your own home pape! 
during the period of your own promotion. 
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EREECT WEDDING (HiT 


you follow through with an imprinted folder by mail... 


| You give your prospects a chance to choose their gifts at home, from convenient budget 
| ; 





groupings ... serving pieces as low as $3.50... tea sets as much as $575.00... each piece 
illustrated and carefully described to make pre-selection easy ... all available at your store. 


| you then tie-in with pos a wedding gift newspaper ad... 


Your free mat will give you still wider identification as wedding gift headquarters in your 
trading area. Here’s a real attention-getter, high-spotting your stock of Reed & Barton 
sterling and silver plate, and all ready to run over your store name. 







_ and plan to install both XP window & counter displays 


It’s simple to be thorough with this promotional plan... right through to point-of-sale 
displays. Reed & Barton furnishes you with a special set of cards for eye-catching arrange- 
ments of merchandise in your windows and on your counters. 
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Ask your Reed & Barton salesman 
for complete details... 
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A fashionable array of the world’s finest jewelry 
designed with an eye towards styling 


and priced to meet the needs of everyone. 
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STERLING 





“Tables on Show’ 





—_ T TABLES ON sHow 

| AN MEAN ro You: 

TABLEs ON SHOW will } 
ea 


reputat} 
“Pulation-buildey d 
store, Tt wil] . ——— 







plan now to feature 


WALLACE 


STERLING 


IN TABLES ON SHOW e IN YOUR STORE 
IN APRIL AND MAY 
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WALLACE SILVERSMITHS, WALLINGFORD, CONN. . . . Since 1535 
A5 


FOR APRIL, 1952 








Clear the track! 








Waltham Presents its Wholesale Distributors— Every One A Winner! 


A. C. Becken Co., Inc. i. Alberts’ Sons, Inc. 

22 West Madison Street, Chicago, Illinois 373 Washington Street, Boston, Massachusetts 
also Syracuse, New York 

A. Hirsch 

22 West Madison Street, Chicago, Illinois M. S. Page Company 


373 Washington Street, Boston, Massachusetts 


Manheimer Watch Company 


55 East Washington Street, Chicago, Illinois D. C. Percival & Company 


373 Washington Street, Boston, Massachusetts 


National Railway Time Service Co. E. H. Saxton Company 

55 East Washington Street, Chicago, Illinois 387 Washington Street, Boston, Massachusetts 
Stein & Elibogen Co., Inc. Woodstock-Hoefer Watch & Jiry. Co. 

55 East Washington Street, Chicago, Illinois 18 East 11th Street, Kansas City, Missouri 


WALTHAM WATCH COMPANY 
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Waltham’s 
coming back 
a winner! 














The Waltham Watch Company is proud to present its list of authorized wholesale 
distributors. The names of these important and respected companies tell the story, 
quickly and to the point: Waltham is back! 


These firms were formerly Waltham Wholesale Distributors and know well the 
value of the consumer acceptance for Waltham Watches. Their decision to take 
part in The New Waltham Distribution was made only after careful consideration 
and exacting tests. 


The convenience of a quickly accessible supply of Waltham Watches, the benefit 
of frequent and helpful contact are advantages that Waltham is proud to offer 
you through its authorized Wholesale Distributors. 


Bauman-Massa Jewelry Co. H. O. Huriburt & Sons 

720 Olive Street, St. Louis, Missouri 817 ChestnutStreet, Philadelphia 7, Pennsylvania 
James J. Burke Co. also Pittsburgh, Pennsylvania 

9th & Olive Street, St. Louis, Missouri and Washington, D. C. 

A. Cohen & Sons M, Sickles & Sons 

29 West 23rd Street, New York, N. Y. 906 Chestnut Street, Philadelphia, Pennsylvania 
J. J. Schmukier & Son, Inc. The Samuel Weinhaus Co. 

630 Fifth Avenue, New York, N. Y. Weinhaus Building, 808 Liberty Avenue 
Hyman M. Cohen Pittsburgh 22, Pennsylvania 

5 St. Paul Street, Rochester, N. Y. Geo. Phillips Co., Inc. 

Lyles-Van-DeGrazier Co. Penn & Spruce Streets, Scranton 3, Pennsylvania 
Life of America Building, Dallas, Texas also Syracuse, New York and Richmond, Virginia 


WALTHAM, MASSACHUSETTS 
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AMERICA’S GREATEST DIAMOND| 


One of the most popular diamond ring styles today is the | 
Friendship...and the most popular Friendship rings are 
BERLAND! Only BERLAND offers you such a complete assort- 
ment of numbers. Only BERLAND Friendship Rings feature indi- 
vidually selected stones of a quality that is truly exceptional at 
the down-to-earth BERLAND prices. Feature BERLAND Friendship 
Rings now...and reap the extra sales that these low-priced 
beauties bring! 





All rings shown available in yellow and white gold. 
All rings enlarged for better detail. . 


Prices subject to change 















Use these tested mats “.,* +m. 
a d Wars (ug 

to bring in customers | “*@™—% a 

& RC sues Ke 

for BERLAND (44°) 1. = 

3 ; fo RLY acne! Crowning Value Achievement 
FRIENDSHIP, fag BO 

RINGS 5 





) OPPH 











STORE NAME'S 































SENSATIONAL 
PROMOTION 


SPECIAL! 


A SURE-FIRE SALES-MAKER 


FREE! S by BERLAN 


TRAFFIC-BUILDING DISPLAY New faceted 


| RING VALUE 


fishtail setting, 
ome loliitelalers 


=694/7 





This handsome, eye- 
catching display is 
yours FREE when you 
feature the BERLAND 
Friendship Rings shown 
here. For full details, 
see your BERLAND 
representative or write 





direct. 


Still Available: A limited number of valued 
BERLAND franchises. 


Write for complete information. 
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“Companion watches.” A popular 
his-hers gift combination at a 
special retail price of $59.50". 17- 
jewel sports models. Anti-magnetic, 
water- and shock-resistant 
(Incabloc ). Luminous dial with 
sweep second. Packed in 3-pair 
units with attractive point-of-sale 
display free of extra charge. 



























WE MEAN IT WHEN WE SAY: 


| eth { ‘Wee 


FoI is yo [If watch line” 





HERE’S WHY: 


Seth Thomas* automatic. 
The duplicate of a 
millionaire’s custom-made 
sports watch—and a mag- 
nificent gift. It’s automatic, 
water- and shock-resistant 
(Incabloc ). Anti-magnetic. 
Sweep-second hand,17 jewels. 
Retails for only $67.507. 


1. Available only through your stores. We 
believe fine jewelry should be sold only 
through fine jewelry and department stores, 
We intend to confine Seth Thomas watches to 
these legitimate retail channels. 


2. Distributed by carefully selected jewelry 
‘ wholesalers. This nationwide organization 
i ae means rapid “fill in” service when you need it 
... gives you fast turnover with a minimum of 
investment. 


3. Backed by a time-honored American name. 

s Generations of Americans have known the 

a ‘Te 4, Seth Thomas* name to mean accuracy-in-time. 
eS ey arr if @ Te ry = %,And now this huge pre-sold market is being 
Stade even larger through powerful advertising 


in watches. Features 17- 
jewel movement, 10K LIFE and THE SATURDAY EVENING Post. 


R.G.P. case with stainless- 
steel back. Bracelet is 


d for the vast middle market . . . styled to 
st the tastes of this market. Seth Thomas, 


at eg “ : 4vith P 139 years of time-keeping experience, 
$49,501. brings you a line styled for sales . . . priced for 


profit. Typical are the four models shown here. 


| ‘ | , Ask your Seth Thomas Distributor’s salesman 


7 vy... v/ *Reg. U.S. Pat. Off. 
> ws tIncludes Fed. Tax 
(Prices subject to 


change without notice) 


eth Thomas of Thomaston, Connecticut 


the newest in fine watches 
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How to put your jewelry 
business in the sales spotlight 


HEN YOU ADVERTISE in the ‘yellow under the headings that cover all prod- 
W aves of the telephone directory, ucts and services you offer. 

you're turning the sales spotlight on 
your business. 


The Classified helps you reach out for 
new prospects . .. to remind old ones. 
Survey after survey throughout the en- It’s the ideal way to put your business 
tire nation has proved that 9 xu in the sales spotlight. 


Petia, 
Bg See Ras Sia a 
GR a ee SAE cs 

SS eee a 
Peie > 2 ey: 


——T 


a 
out of 10 shoppers use the ‘yellow 25 ae 


pages’ for buying information. Sie For further information call 
That’s why it’s smart business — = the directory representative at 
to advertise in the ‘yellow pages’ \ je, =your telephone business office. 
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Worla’s only specialist 
in “Worry-free” watches 


—the world’s only complete line 


of watches with all 4 “Worry-free” features 


1. SELF-WINDING 
2. WATERPROOF® 

3. SHOCK-RESISTANT 

4. ANTI-MAGNETIC 


more volume 


for you in’ 47 


LTIFORT 
C0AAULOIMALC 


LOUIS AISENSTEIN & BROS., INC. 


*Mido remains waterproof after cleaning ond adjustment, if serviced by Mido jeweler using genuine Mido parts. 
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o Ahead, Lady- 


resist the EXTRA advantages 
of FEATURE-LUCK RINGS... 





*FEATURE LOCK RINGS Are Nationally Advertised — 
Nationally Known——Nationally Accepted . . . And 
Sold Through Authorized Distributors Only. 
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}1—Lock 


from 


piace 


Sound boastful? 


If you've ever shown FEATURE 
LOCK sets and noticed the way 
women react to them, youd call 
this illustration the understate- 
ment of the year! 


But don't take our word for it! 


Ask any progressive retailer 
who sells them... hell tell you 
how the extra advantages of FEA- 
TURE LOCK INTERLOCKING 
rings clinch every sale—yes, the 
tiny secret lock that you cant see 
or feel — the interlocking feature 
that eliminates outdated twisting 
and shifting of either ring — the 
fashion-wise magnificence — the 
superb finish. 

Yet FEATURE LOCK Diamona 
Bridal Sets cost no more than ordi 
atone apatelers 


TEST CONSUMER REACTION IN 
YOUR OWN STORE... TODAY! 


swings Out 2—Interlock: 3—Keeps rings to 
secret anienyar? gether in perfect po 
sition! 


Feature Ring Company, Ine 


126 West 46th Street New York 19. N. Yi 
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New V-Pad 
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not plastic, not an imitation 
but a new miracle product Be ae. la bie aml) ae) 
of the world famous BR aac uma) eet ae 8 ae 


Goodyear laboratories ® Flexible—long wearing 


* WATERPROOF 





Sn 


P Snap-on 









NEET MAKES NEOLITE STRAPS 
IN 3 STYLES... 










Again NEET is FIRST with something new, 


Neet’s NEOLITE straps 
are supplied in assorted 
new colors on attractive 
sales-making displays! 


different and handsome. These rich 
straps certainly deserve consideration, 
especially for water-resistant and sports 


watches that get out-of-the-ordinary wear. 


These NEET NEOLITE STRAPS are featured on the 
“GOODYEAR PLAYHOUSE” TV Show — in 57 cities 
show them and you'll sell them! 


ARISTOCRAT OF 
ee Se ee a 


LASKO STRAP COMPANY No 

200 Hudson St., New York 13 ! 
1-piece V-Pad 

‘CHICAGO: 29 East Madison « LOS ANGELES: 220 West 5th Street Guardette 
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Sickles service tickles 





Sickles’ service reaches out and does just about everything for retailers but 
sweep up the floors! Each Sickles salesman is steeped in jewelry know-how .. . 
he knows his territory . . . knows his dealers and their individual 

problems ... can help them with merchandising schemes or take care of 
special orders with speed and dependability. Yes, it’s Sickles complete 
.» » down-to-the-last-detail service and personalized interest that keeps 


Sickles’ clients smiling .. . and coming back for more! 


— 






Put your reservation in NOW for 

Sickles’ sensational new catalog . . . 
* the most complete, up-to-date — 

publication of its kind in existence! 


ao 


M. SICKLES & SONS, Ine. 


906 CHESTNUT STREET © PHILADELPHIA 7, PA. © WHOLESALE JEWELERS FOR NEARLY 100 YEARS 


complete in-stock inventory of special Richmond office for 
every nationally advertised brand speedy service to the South 
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LATHIN WATCHES 
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LATHIN WATCH COMPANY 
580 FIFTH AVENUE NEW YORK 36, N. Y. 
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This lovely Eastern Star Ring, featuring a genuine cut center diamond 
. complimented by the surrounding hand enameled 
points in authentic colors ... is fast moving 
merchandise and will show the jeweler a good profit. 


Order today. 
$ 74 95 
MADE TO RETAIL FOR 












GOODMAN C 


Makes of Clive Jewelry Since 1904 
42 W. WASHINGTON ST., INDIANAPOLIS 4, IND. 


Diamond enlarged to stow de?ail. 








MATS AVAILABLE 
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hmneucas Geatest 
While Fircon Ring Values 
G Sales-and-Profit Producers by Kimberly 


Radiant eye-and-dollar catchers to draw 
passers-by to your window...and into your store. 


® dazzling white zircons 


© 10 and 14K gold mountings, 
the exact same styles into 





which diamonds are set, 1631 L635/3 L916 

desig ned and manuf actured 14K white gold with 2’, 14K white gold with 1/4, 14K white gold with LY, 

by Kimberly. carat emerald cut white carat center zircon and carat center zircon and 
zircon and 2 side bag- 2 melee zircons—$7.50 10 side melee zircons— 
uettes—$ 10.00 $11.00 


FOR EXTRA SALES AND GREATER PROFITS 
, : y ) a "bie, ~ y ° 
KIMBERLY We fii eC Qtwor Tr gy) 





L943 

Exquisite twin ring set with 2 
white zircons, total weight 4 
carat, 6 side baguettes—$22.50 


OP's L710/14 
ee ease 14K white gold, 3 carat center 
ao, 5 a zircon, and 2 baguettes—$12.75 
: 1G see 

L943 L710/14 S88 © 10K yellow or white gold engage- 
ment and wedding ring duet. Cen- 
ter zircon—I//, carat. 9 melee 
zircons—$8.50 complete 





P9 

10K gold, 1 carat white zircon 
—$5.50 

M335 


Massive 10K gold mounting set 
with 1 carat white zircon—$7.50 


M306 
@ Massive 10K gold mounting, 3 
white zircon stones, total weight 


—I', carat—$11.50 


Prices shown are cost. 





ORDER TODAY FROM 


NOMOEOEY GAY ~. ~. 





America’s largest Zircon importers 
62 WEST 47th ST.. NEW YORK 36, N. Y. 
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od Short Line for LONG PROFITS 


SPECIAL OFFERING — 18 GENUINE MINED WHITE ZIRCON RINGS 
10K GOLD MOUNTINGS 
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_ The genuine Zircon is | 
he nearest approach to | 

> diamond. Its unusual 

- bustre compares with the 
diamond in splendor of 
brilliance and in display 
of fire. It is mined in 

| Siam, cut and polished by 
hand, and is mounted 
|. into hand made 14Kt. 
gold and platinum | 
settings. | 


NR ne 
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YOUR COST | _ YOUR RETURN Dd ») 


© Trade up your sales with this attractive self-selling display tray. Comes complete with |4 
engagement rings and 2 bridal sets—a total of 18 rings. 


9? Weights of center stones from 34 to 2 carats. Many with 2, 4, and 6 side melee Zircons. 


€ A glittering, gleaming display with the impressive story of Zircons printed right on it. 
All ready to win new customers... ready for immediate show window display. 
ORDER TODAY FROM 


DOMOEOEY Ga. ».. 


America’s largest Zircon importers 
62 WEST 47th ST.. NEW YORK 36, N. Y. 
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ooiey persona “Love Bird” Rings. 
nuous flow of new business is vinueteacee 


‘this masterful aan pe which ena 


ab e : window — 
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One important result of the purchase of The Hadley Company by 

® the Elgin National Watch Company, is that we’re moving our general 
offices to Elgin, Illinois. From now on, all correspondence about the 
Hadley line of high-quality watch attachments and men’s jewelry 
should be mailed to our new address: 


THE HADLEY COMPANY 
GENERAL OFFICES, ELGIN, ILLINOIS 


(Our manufacturing facilities will remain at Providence, 
R. I.. where we will also maintain a service office. Please 
address all inquiries about repair work only, to: The Hadley 
Company, Service Office, Providence, Rhode Island.) 


Another important result of this merger is that we’re moving ahead, 
too! The Hadley line is now one of the Elgin family of quality prod- 
ucts. Now that we have combined the design, production and mer- 
chandising “know-how” of Hadley and Elgin, big new developments 
are in the making. They’re coming soon. Why not watch for them ? 


THE HADLEY COMPANY 
General Offices 
ELGIN, ILLINOIS 


(A subsidiary of the Elgin National Watch Company - Elgin, Illinois) 





Branch Sales Offices: New York «+ Chicago « Los Angeles 
Service Office: (for service work only) Providence, R. I. 
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ore and more jewelers are selling 


extra excitement 


cal tie-ins bring 4 extra trattic 


extra sales 


Silverware Customers of 
Norman’s Jewelers, Chicago, 
Illinois, see attractive ads from 
LIFE right at point of sale. Local 
tie-ins like this can increase 
your silverware sales. 


; 


i ’ 


* 
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more and more silverware with 


/ We over the country, more and more jewelers are 
dramatizing their silverware with ‘‘Advertised-in- 
LIFE” promotions. 

And with spectacular results! 


As Alfred B. Morgan, of Morgan’s Diamond Shop, 
Minneapolis, Minnesota, writes: 


“We carried our ‘ Advertised-in-LIFE’ promotion in 
all mediums of local advertising: newspapers, radio, 
and television. This— plus our* Advertised-in-LIFE’ 
window displays—tended to cause customer-stimu- 
lation we have never experienced before!” 


Cyma Watches 
Dason Rings 


Deltah Pearls 
Doxa Watches 
Elgin Watches 
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ADVERTISED IN 


LIFE 


Most of your customers are LIFE readers, too! Each 
week 23,950,000 Americans read LIFE. In the course 
of 13 issues, this audience grows to a total of 62,- 
600,000 different people— more than half of America.* 








And LIFE reaches the right audience for silver- 
ware advertising. 69.4% of the people in the highest 
economic group are LIFE readers. 25,150,000 women 
(20 years of age and over) are LIFE readers.* 


So let LIFE bring eztra excitement, extra traffic, 
extra silverware sales to you. Do it now, during the 
peak spring season. 


Feature these products advertised in LIFE in April: 


JEWELRY, CLOCKS & Libbey Glassware 
WATCHES 1847 Rogers Bros. Silverplate 


1881 (R) Rogers (R) Silverplate 


Artcarved Diamond & Wedding Rings Royal China—Colonial Homestead 


DeBeers Diamonds STATIONERY & CAMERA 


SUPPLIES 


Ansco 
Eastman Kodak 


G-E Clocks 
Keepsake Diamond Rings Parker Pen 
Le Coultre Watches & Atmos Clocks Sawyer’s View Master 
Seth Thomas Watches Sheaffer Pen 
Wadsworth Watches Wearever Pen 
Watchmakers of Switzerland 
Westclox 
OTHER 
SILVER, GLASS & 
Rolls Razor 
CHINAWARE Ronson Lighter & Accessories 

International Sterling Schick Shaver 





9 Rockefeller Plaza, New York 20, N. Y. 


First in circulation First in readership 


First with retailers 


*From A Study of the Accumulative Audience of LIFE, by Alfred Politz Research, Inc. 


Hear Robert Montgomery, “‘A Citizen Views the News”— 


weekday evenings on most NBC radio stations. 
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Take a look at your 
1952 Carvel Hall 
PROFIT PICTURE. 














..-and what 
goes into it! 


=... 





New, Unique 
Gift Promotions 


All through the year, Carvel 

Hall helps you build extra 
profits at every major gift season. 
Mother’s Day, Father’s Day, June 
Bride Season, Thanksgiving, Christ- 
mas. Carvel Hall Cutlery, the gift that 
will become a treasured heirloom, is the 
perfect gift...the perfect sales star for 
each of these retail peaks! 


All Ads In Full Color 


Big pages and half pages in full color 
bring the beauty of Carvel Hall to your 
customers’ buying attention . . . turn 
it into buying intention! And each ad 
ties in with one of your biggest gift 
selling seasons to make timely sales all 
through your store. 


28,652,672 Consumer 
Impressions 


15 ads in the nation’s top magazines 
reach deep into your market. Better 
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Homes & Gardens, Ladies’ Home 
Journal, House Beautiful, Good House- 
keeping, House and Garden, Living, 
Guide for the Bride. Carvel Hall offers 
the greatest advertising coverage ever! 


New, Compact, Colorful Displays 


Multiply your Carvel Hall sales with a 
handsome new display, cleverly de- 
signed to offer your customers a 
demanding suggestion to buy. Holds 
your best-selling sets, yet occupies a 
minimum of counter or window space. 
Ask your supplier for details. 


Matchless Product Quality 


Your best guarantee of customer good- 
will is built into every Carvel Hall 
blade Carvel Hall’s exclusive 
Microned® process. That’s why Carvel 
Hall Cutlery is unconditionally guaran- 
teed against defective craftsmanship 
or materials. This quality protects 
your reputation. 


Lifetime Service Guarantee 


Carvel Hall assumes responsibility for 
perpetual satisfaction when your cus- 
tomers buy Carvel Hall Sets. Any 
piece may be returned direct to the 





factory at any time for reconditioning 
or replacement for a negligible hand- 
ling charge of twenty-five cents. 


World’s Finest Endorsements 


For correctness, by Emily Post. For 
carving efficiency, by Duncan Hines. 
For guaranteed quality, by Good House- 
keeping. For satisfaction, by thousands 
of Carvel Hall Set owners who fill our 
files with praise. For profits, by Carvel 
Hall dealers across the nation. Join 
their prosperous ranks. 


FINE CUTLERY 
by Briddell 


, 
y 
/] j \ 4 \ 
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CHAS. D. BRIDDELL, INC., CRISFIELD, MO. 





ni studios 
GOLD SMITHS 


i 


AA 
SA 


CALIFORNIA 


NTA BARBARA 


A 


4p) 

















TELEPHONE 2-9815 






» A y 


WoeS ~ | lyn 1 StudioOS_ surrei25 ELPASEO SANTA BARBARA CALIFORNIA 


SSS” ~~ GOLD SMITHS | 


HE ELEPHANTS 
RE COMIN 


«. 








> 








America is a big country-- 

It is full of big cities, big factories--big--big--all big because 
they serve public interest. Good prospscts for new business--yours- 
Here! NOW is your opportunity to win hundreds of drop-in potential 
new customers for your store. They will come eavcerly, too. 

the official emblems of the 


Look at the ELEPHANTS! You know they are 
new business. We, after 








Khepublican Party. 


They point the way to 


consulting with Party leaders from coast 








to coast came up with 





THE DESIGN THAT IS SWHEPING THE COUNTRY! 
The original Ivory model for this emblem was exclusively carved in 


China by master artisans for 


the CHLLINI 


STUDIOS of Santa Barbara, 





California. 


The "JUMBO" head button devised by the superb sculptors 





is a replica of the famed 200-year-old large carving by Chinese 
masters and is unsurpassed in workmanship. 


CELLINI STUDIOS reproduced this fine ELEPHANT head in 10 Karat gold, 








and plated with 2) Karat gold to highlight its splendid detail. It is 
mounted with screwback lapel button for men's wear and with special 


clasp in for ladies. Republican party leaders and prominent members 
of the National Comnittee highly acclaim its quality and beauty. 


REPUBLICAN PARTY WILL SPEND $3,000,000 THIS YEAR 








Here's the 
your store. 
and votes. 
sensational 


sensational Special Offer you need to lure new customers to 
Nearly everybody in the Republican party wears an emblem- 

They will crowd your store when you display--advertise the 
"JUMBO" 10K gold lapel button or ladies clasp. Why? 














REACH FOR YOUR TELEPHONE RIGHT NOW AND SEE! 











Call up the nearest Republican District Chairman. Ask him to come in 
and see this CAMPAIGN ELEPHANT. Tell him CHLLINI STUDIOS and you will 








make a very special offer to start the rush. On his headquarters 
bulletin board and printed matter he can offer this emblem free to one 
lucky voter in the district who comes to your store, looks at this 
emblem, and signs his name and address on the Committee's numbered card. 


SPECIAL OFFER 








'o the first 100 jewelers wno telephone, wire or write us to rush the 
special campaign carton of twelve emblems we will give one emblem FREE. : 


= 



































RETAILS $12 KEVSTONE--2% 10 DAYS--30 DAYS NET--EACH EMBLEM. 





“Ww. RH. Kelley 
President 
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UNRIVALLED FOR BEAUTY 


UNEXCELLED FOR CRAFTSMANSHIP 
UNSURPASSED FOR VALUE 





Hand Carved 


a0CL 
Vitel 


Matched Wedding Ring Sets 

















Designer Fred Barel has added to his ex- _ 
tensive line several new hand carved origina- 4 

tions that are more beautiful than ever... more — 4 
exciting than ever ... more irresistible than ever. —_ 


Brilliantly conceived and creafed in the re- - 
nowned Fred Barel tradition, BAREL BRIDAL : 
Matched Wedding Ring Sets are outstand- 

ing for their exceptional quality and av- 
thentic originality...the exclusive choice of : 
discriminating people from Coast to Coast. 23 


exclusively 





sestanie Sold Directly To The Retailer By The Manufactur 
Mats Available Free Upon Request 





Grek / arf | 24-Hour Service On All Special Orders 


= 
Saha Be 


BRIDAL RING CO., Inc. * 87 Nassau Street * New York 38, New York 
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CATCH THE 
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From this Bride Bauguet/ 


Illustrated is our newest Princess Diamond Ring Display. 





Remember the sood luck that comes to the sirl catching the 
bouquet? There is “TJuck’’ for you too with Princess assured prolits 
and rapid turnover. 

Our nearest distributor will tell you about attention compelling 
displays, newspaper mats, and radio spots that sell, beautiful ivory 


boxes and impressive certificates of quality. 


The Princess PLaNn will sell diamond rings and make Profits 


for you. . 


PRINCESS DIAMOND RING CORP. 











EXCLUSIVELY 
DISTRIBUTED BY 


I. ALBERTS’ SONS, Inc. 
Boston - Syracuse 


BALDWIN-MILLER CO. 
Indianapolis 


S. H. CLAUSIN & CO., INC. 


Minneapolis - Spokane 
Salt Lake City 


EDWARDS & CO. 
Kansas City, Missouri 


J. ENGEL & CO., INC. 
Baltimore 


THE GERWE BROWN CO. 
Cincinnati - Dallas 


A. C. POSSIN CO. 
Milwaukee 


E. W. REYNOLDS CO. 
Los Angeles - Phoenix 
San Francisco 
Honolulu 





681 FIFTH AVENUE NEW YORK 22, N.Y. 
66 
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No other watch 
gives so much 


for so little— 


Par, 
amount Technicolor Picture 


Cecil B DeMille’ 
7 . le 
The Greatest Show On owe 


[This Ad will Reach 
9 Million Readers 
to Build More Sales | zeae 

for you! WW ae 


timepiece jin 
Here’s another important reason why , thodum finish. 
you'll profit handsomely by featuring wht 
Medana Watches. Now Medana offers 
you the added prestige of being nation- 
ally advertised. This full page ad breaks Ke 
in QUICK Magazine April 21, timed to Van ays 
help you do a bigger selling job this mpi Ss 
spring gift season, quickly and easily. . 
So tie-in! You‘ll be money ahead pro- Z, 
moting Medana, the only complete watch | IM 
line in America retailing under $20. 


LOUIS AISENSTEIN & BROS., Inc. 


16 EAST 40TH STREET NEW YORK 16, N.Y. 
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ren A universal recognition and acceptance—the 
result of years of consistent, confidence. 
building, nation-wide advertising. 


ie A product, competitively priced in its qual. 
ity field. 


Bee Smartly styled to capture the broadest pos. 


sible market. 





Weigh these 
advantages! 


Substantially made and beautifully finished 
by top craftsmen. 


> Held toa consistent high standard of quality. 


One price, one policy, with a full and fair 
profit for all. 


Sold only through ethical dealers of highest 
integrity. 


A complete and effective program of dealer 
merchandising helps. 


These advantages make Orange Blossom a hard- 


hitting, sales-stimulating force. 


There are some desirable franchises available to alert, 
ethical dealers. Please direct your inquiry, ‘‘attention 


of sales manager.”’ 


I \ 


TRAUB MANUFACTURING COMPANY 


1934 McGraw Ave., Detroit 8, Mich. 
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onsecutive Time 


. In 1932 at Los Angeles ...in 1936 at Berlin...in 1948 at London... 
"and now, once again this year at Helsinki, Omega has been selected 











i | official timekeeper of the Olympic Games. 
; a Only: Omega has received so impressive a tribute. For Omega, winner 
5 . of the most coveted awards for accuracy at the three leading inter- 
a national observatories — Kew Teddington, Geneva, and Neuchatel — 
a stands alone among the world’s great watches. | 
: ‘Omega is proud of the part it has played in the illustrious history of 
| the Olympic Games... proud, also, of the Olympic accuracy every 
‘Omega watch assures its owner. 3 


WORLD RENOWNED SYMBOL 
OF ACCURACY 
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PRESENTS 
this NEW 


Sterling: Silver 
Identification Bracelet 


, 
~ 
é 


EVERYBODY WANTS AN &éo ‘IDENT’ 
866K1350—STERLING SILVER 
IDENTIFICATION BRACELET 
Better plan to push sterling “Idents” now and 
throughout the year. This newest creation is 
sure to be a favorite with customers every- 
where. For Servicemen . . . Civilians . . . 
Young Folks . . . Old Folks. 

Extra Heavy Sterling Silver Name Plate 
Extra Heavy Rhodium Finish 
Double Safety Lock Clasp 
Easily Shortened or Lengthened 
Individually Gift Boxed 
Suggested Retail Price .......$17.95 
867K 1320—As above but with slightly smaller 
name plate. Suggested Retail Price . . . $17.50 


See Your Wholesaler 
MILGLO JEWELRY MFG. COMPANY 


302 FIFTH AVENUE © NEW YORK 1, N.Y. 
CHICAGO: H. Charmack, 36 South State St., Chicago, Ill. 
PACIFIC COAST: M. J. Newman, 57 Post St., San Francisco, Calif. 
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Wyler's record of past achieve- 
ment and present leadership ts 


your best assurance of future 
profits and progress. 


STEPS TO LEADERSHIP FOR 


Wyler 


DEALERS 


Wyler’s exclusive Incaflex balance wheel — most 


ingenious and effective shock-absorbing device in the industry. 


Wyler’s patented water-sealed ‘case — ultimate 
0] 40le 10 [an ae) M101 -1- 1 6-©) iN @-3-1-1- 1 001g E- 1010 > 401-14 1081-10) Geen 81-101. 10 


by a 1004 guarantee. 


Wyler Dynawind presented in an all-inclusive selection 
of self-winding models...the result of a quarter-century of 


pioneering by Wyler craftsmen. 


Wyler’s national advertising late mu er- 1-000) 1 hme 910-191-1818 


dealer helps give ciose support to your own selling efforts 


Wyler’s service and merchandising policies have inspired 
dalommote]ahatel-)alel-mr- Tale mm le)'s-186 me) m- 1am -'4-1e0°400) 2101 °anae)-00-1 ane) am 9100) 


making dealers 


WYLER WATCH AGENCY, INC., ...630 FIFTH AVENUE... NEW YORK 20, N. Y. 


*Remains waterproof as long as crystal is intact or watch is serviced by competent watch dealers using genuine Wyler parts, 
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FOR MOTHER'S DAY...OR ANY GIFT OCCASION... 


a 





Removable 
passcase 





Hid-N-Fold 
Secret Pocket 










THE BILLFOLD THAT 
@ / / 


/ / a | 
BEGAUSE,T ee 
Special pock- Spare key \ 
8-way see- vel _ stamps, pocket Wide range 
through win- enemas of leathers, 
dows colors 
Seamless con- Sussateod 


“Floating Ac- struction change purse 
° sé 
tion” exclu- 


sive stay-flat =" 
construction She. Wark of. 
hes _- 



































Lady Citation, fashion-styled in costume 


colors—red, blue, green, tan. In natural 
pigskin, saddle cowhide, calfskin, goatskin, 
pinseal. Starting at $5 retail. 
Other Craftsman Billfolds for men and 2 
women, $2.50 to $20. . 
Sold through Craftsman Distributors 














Means Pine Lather Cilla 





1. SMALLMAN & SONS CO., MFRS « SHOWROOMS: 47 WEST 34TH ST., NEW YORK 1, N.Y. 
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Sold through 
Wholesalers Only! 


All Watches 
Produced at the 
RODANIA Factory 
in Switzerland. 


Soon RODANIA will announce an extensive advertising 
program in LIFE magazine — seen by over 22 million that RODANIA advertising will create. Write or wire 


people every week. Identify yourself with the demand for complete information. 


RODANA WATCH COMPANY, INC. e¢ 745 FIFTH AVENUE, NEW YORK 22,N. Y. ¢ Telephone: Plaza 





— 
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ented 





for mothers for brides for bridesmaids for graduates 





Sy nae Sa 


simulated pearls with the famous AJUSTA™ clasp 


Give the traditional gift cherished by all women...give Coro’s 
beautiful “Americana” simulated pearls. Never too snug, never too loose 
because the adjustable clasp, glistening with baguettes, assures 
perfect fit. Available in one to five lustrous strands, uniform or 
graduated. Popularly priced from about $2 to $6. Matching 
earrings about $1 to $6. Bracelets about $2 to $5. 
All prices plus tax. At all stores or write: Coro Inc., N. Y. 1 











*® © 1952, Coro Inc. 
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More popular CARL-ART IDENTS 
in Gold-Filled and Sterling Silver 


for Men, Women and Children 


_—~ Every operation in the 
manufacture of CARL-ART 


idents is rigidly inspected 
to insure the finest work-. 
manship and finish. 
All CARL-ART idents 
are fully guaranteed. 


When you order thru your wholesaler... specify CARL-ART 


Pe OVI DENCE © RHO DE S L AND 
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ANNOUNCES b1¢, big advertising program this Spring 





-- the new Combination 
Jewel Box 

_ (for home and travel) 
the DUETTE Style 900 
* Suggested Retail: $6.98 
Your Cost: $4.00 


-. Musical Jewel Box 
the RHAPSODY Styte 54 
_ Suggested Retail: $10.98 
|... Your Cost: $6.25 


A Man's 
Leather Jewel Box 


the WINDSOR Style 90 
Suggested Retail: $5.98 
Your Cost: $3.40 


[his program is for you... 
make the most of it... 


feature jewel boxes by ET a ae 
366 FIFTH AVENUE 
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K AMERIC AN M ADE a skilled crafts- 
cision machinery and techniques. Large scale 


en using the most modern American pre 
ains, year after year, the high standards of quality and performance which 


aler in the finest American products. 






m 
production maint 
builds your reputation as 4 de 


Kf FULLY GUARANTEED _. , for pet 


d excellence of material and workmanship. In case your customer damages his 
s always at your disposal. 














formance an 


AIRGUIDE glass, our Service Department i 


K NATIONALLY ADVERTISED 


tly in powerful, high-circulation magazines. For years, AIRGUIDE's National 
rogram has been building ever-increasing public acceptance, and pre-selling 












_ consisten 
Advertising P 


AIRGUIDE products for you. 


40 P 0 P U L A a P # 4 C E te _, . that provide “a | 


public with a choice of fine, optical quality glasses. 






















every class of the buying 





NO. 37 



























W rite today for complete details of the American-made, a ‘Si; fy. 0, i 

, - adverti d / “ced Cu 2-POWER | ; 

fully guaranteed, nationally advertiser popular prices GLASS With SPORT. 
14 CASE $3.40 











ALL PRICES SH 
ARE RETAI 
ent NOT IN : 
T, 

i 






iva 00m » M case 6 
ND GUARANTEED BY FEE AND STEMWEDEL, INC., 2210 WABANSIA “ 
dosniatebée BANSIA AVE., CHICA 
, CHICAGO 47, ILL. 
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New Satintone rayon _ 
Ribbonette *—flat, crimped, — 
and. now in the new _ Beecae 
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~To make the most of the big potential in gift wrapping—to build 
: aay traffic, to build store prestige, to build customer loyalty as well 
fuk 2 aS increased profit—you must go at it scientifically . . and here 


C.P.S. offers you the whole of the science of gift wrapping. 


ee Here, ‘in one package, is everything from brilliant new mer- 
a - chandise to the design of the right wrapping station for your 
= needs . . from the new curling Satintone® rayon Ribbonette® 
so © (including the handsome new “‘brocade”’ finish and new 1%” 

| _width)..and the long-popular Ribbonette made of fine, strong 


~_.» cotton yarns—ail with the same finish both sides. .to the popular 






counter roll papers . . to tested promotion suggestions . . on i -your-store 


pecks age sty and 








BS down to your tailor-made gift wrapping station. . all backed by 


the C.P.S. Experience of Leadership in gift wrapping. 


Go after gift wrapping profits scientifically! Get the whole 


package now—mail the coupon! 







CHI CAGO 1 PRIN N 
DEPT. F-2300 LOGAN BLy 


GENTLEMEN: At no 
Cost o 
O Samples r obligation to me please send me: 


-CHICAGO PRINTED STRING COQ., 2300 Logan Bivd., Chicago 47, Ill. 
NEW YORK: 225 Fifth Ave. 


f * 
to start gift wrapping profits 
coming your way. Mail coupon 


“for big new brochure 
on Gift Wrapping Service 


TED STRING Co, 
D., CHICAGO 47. 1) 
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® Reg. U. S. Pat. Off. 
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CLASSIQUE 


EXPANSION WATCH BANDS 


and 
IDENTIFICATION BRACELETS 


Jor men and women _ s 
ica oy |. ee 





jewelry craftsmanship 


and creative ingenuity 







Re a ad ered , 
- . 


i ROSOSE. 


RRP 
. = 
~~ 


E *. — a) Gharkes the Great ee e A brand new concept in watch band design, 


created “with a man in mind”. The surest way 
ah, to a profitable sale is to show the gentleman a 
band that appears to have been made “just for 
him.” That is the reaction to our “Charles The 
Great” masterpiece. It’s 94” width has that distinc- 
tive “he man” look and yet is so smart and rich look- 
ing. Expensive watches take on new beauty, 
iu inexpensive watches are elevated to richer planes. A 
\ iB full expansion band yet the stretch is hardly percepti- 
nx ble. Springs are graduated for durability and improved 
ih appearance at the sides of the watch. 
LN 


pi 


ets 
























a No. 223 — 1/20 10 Kt. Gold Filled Top, stainless steel back. 
esse Available in yellow and pink. 
a 7 -, 7 - No. 105 — Similar to above but in stainless steel. 
clea ah COMPETITIVE BRANDS 
os. EXCLUSIVE — Special TUBE END con- ONE LINK 2 
-., * struction in %”, %4” and '\,” that fits _" 
= every standard watch case made. Our TUBE 
* sl END design fits cases either with the SPRING BLOCKED 
‘ . WONT FIT every standard 
BAR close in or towards the end. watch case. 


CLASSIQUE WAY 
Sketch shows the principle of Classique‘s New Tube End design. = a, 
Note how the watch blends into the band as if made for each other. 


Sold through wholesalers only 


CLASSIQUE JEWELRY I es 


WILL FIT any standard 


MANUFACTURING CORP. “*“ 


117 36th Street, Union City, N. J. 
Export Dept., 15 Moore Street, New York 4, N. Y. 
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Just off the Press! 






Byard F. Brogan’s new catalog on his 
complete new line of palladium jewelry 


This new catalog illustrates the completely new line of 


palladium jewelry designed and manufactured by Byard Byard F. Brogan 


F. Brogan. SOs Sansom Street 
Philadelphia 7, Penna. 
Wedding Rings—Engagement Rings—Guard Rings— 


. é‘ Please send me your price list, your 
Pearl Rings—Pearl Earrings. Every design is new, ex- —s Y 


brochure illustrating many of your 








citing, sparkling! : latest palladium mountings and the 
Byard F. Brogan has fashioned this durable white : sales promotion kit. 
precious jewelry metal into a real trade-builder line that : 41. 
has already had enthusiastic acceptance. 
Company 


Use the handy coupon to ask for the Brogan catalog 
and price list of palladium jewelry. A diversified sales : Stree! 
— kit if also available. Don’t put it off. Write; City Shane 
today! S cinnaneneonseneenepnisennnannnes onensneincimemmenenntinnanewninniibink 











Platinum Metals Division e THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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“Perpetua UNITED'S Ney 


ANNIVERSARY 
TYPE 


ELECTRIC CLOCK 





Retails at J 995 





ITS ELECTRIC 
IT OSCILLATES 


ITS QUIET 
ITS DEPENDABLE 
































ea a By: 


A. COHEN & SONS CORP. 
NEW YORK 
and leading Jewelry, Hollowware 


and Novelty Jobbers throughout 
the U. S. and Canada 














+980 
GOLD ELECTRO FLASH PLATED—EXPOSED ROTOR TWO-WAY OSCIL- 
LATING PENDULUM—12!/," HIGH 734"" DIAMETER BASE 


UNITED CLOCK CORPORATION 


Division of 
UNITED METAL GOODS MFG. CO., INC. 


379 DE KALB AVE. BROOKLYN 5, N. Y. 
Established 1905 
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People seem to have long memories when it 
comes to advertising. One oldtimer told me he 
can even remember our first ad—the one up on 
the right—which appeared in 1894! Maybe you 
didn’t realize it, but Parker has been advertising 
with clocklike regularity ever since. These 58 
years, capped by recent ad campaigns, have made 
“the streamlined pen in the lifelike hand”’ as 
familiar to most Americans as Babe Ruth or 
Orphan Annie. 


Actually, we've spent 36% more dollars on 
advertising than the next guy in the pen business. 
Wonder why? 

Well, for one thing, we’ve always felt we had 
good products to sell—the old Lucky Curve, the 
Duofold, Vacumatic and “‘51”—all loaded with 
news value and benefits people like to hear about. 


FOR APRIL, 1952 


David Watrous, Advertising Manager 
THE PARKER PEN COMPANY 
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From “Lucky Curve’ to ‘'51”’ 


...@ glimpse imside Parker advertising 


Too, judging from the comments many of you 
have made, our ads apparently have made Parkers 
easier to sell. 


‘Spending a million or more a year on adver- 


tising doesn’t end it. We also try to make our 
national advertising work locally, for you per- 
sonally. Every time a new campaign breaks, we 
supply you with point-of-sale and other mer- 
chandising material to help you turn advertising 
into sales. A new Spring campaign, coming up 
in April, is pretty potent stuff, too... kind of 
keep it in mind to take a look. 


Dewe. Warne 


Copr. 1952 by The Parker Pen Company 
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What with increased costs, higher taxes, it’s 
not easy for the jeweler to make any kind of 
a profit these days. 

In the face of this, does it make sense for you to sell 
watchbands on a short mark-up — even if they’re nationally- 
advertised P 

On the contrary! While Kreisler gives you one of 
America’s most exciting TV national network shows — 
Kreisler also presents you with a ful/ mark-up. How can 
Kreisler do this? Very simply: there’s no one in the middle 
to meddle with your profit! 

Think about that, Mr. Jeweler, and remember, you’re 
in business for your own benefit, not for the benefit of any 
manufacturer. 

Some of that gold must stick to your fingers! And it 
will, when you concentrate on Kreisler. 





Kreisler is on TELEVISION year-round with “TALES OF TOMORROW” 
the thrilling adult science-fiction show. 





Krister 








9015 Bergenline Ave., North Bergen, N. J. Sales Office: 630 Fifth Ave., New York 
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DIAMOND DIGEST 


A TIME FOR ACTION 
(Part II) 


In the last Diamond Digest, we 
pointed out that jewelers must concen— 
trate more on diamonds, because of a 
great change in retail distribution. 
Massive outlets, which might be called 
"Super super-markets", are vending 
everything from pots to overalls. 

Thus far, diamond selling is mostly in 
the jeweler's hands. He should take 
advantage of this priority. For dia- 
monds show the jeweler the best profit 
with less overhead percentage-wise. 

It does not follow, however, that 
his present customers are going to be 
those in the decade ahead. Our popu- 
lation is constantly changing. By 
1960, it will have grown to about 180 
million —— a rise of 28 million. The 
largest increase will be in the group 
that can be called World War II babies 
—— the 10 to 19-year olds. 

What does this mean to the jeweler? 
He will have a much larger group of 
"about—to—be-—marrieds" than he has 
now, more people who will want diamond 
engagement and wedding rings. 

Another significant statistic: our 
white collar, or skilled workers, are 
going to be more in demand during the 
next decade than the labor class. To 
develop these needed skilled workers, 
more educational background will be 
required. Education breeds a taste 
and appreciation for all luxuries —- 
diamonds included. 

Last but not least, the longevity of 
our population is increasing. There 
will be a much larger group of older 
people. True, at present, most of 
them retire at 65. But with medical 
science making such great strides 
toward prolonging life, this older 
group will be healthier and more pro- 
ductive as wage earners. A whole new 
group of potential customers will bs 
| awaiting the jeweler. 
| These changes in our population ar2 

far from remote. The jeweler with | 
| . vision —-— the long range planner —- 
will see that at once. We proudly | 
| count many such men, some of them th2 } 
country's leading jewelers, among our 
| accounts. 
We at Arnstein Bros. & Co. also plan 
| with one eye on the past and the other 
| on the future. It is responsible for ) 
our long and successful career, and 
| our being a firm on whom merchants can 
| always rely for dependable qualities 
at the right price. 


Nmatics. Vdun, 6 ~C, 


DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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THE JEWELER S' 


E are all aware of the growing 

trend in double ring cere- 
monies. However, there are still a 
few male diehards who refuse to ac- 
cept this trend. A few cynical men 
say “Nay,” while practically all the 
ladies say “Yea.” 

Views on the double ring cere- 
mony were given prominence re- 
cently by the Chicago Tribune’s In- 
quiring Camera Girl. The gal button- 
holed several people and asked, “Do 
you think men should wear wedding 
rings?” 

Said one carefree chap, “No, be- 
cause it might penalize the poor man 
by always waving a red flag. It’s 
nice to be able to travel and enjoy 
the company of the opposite sex. 
I'm a dutiful husband. But I’ve 
many deficiencies, so why make it 
worse? I need every bit of help.” 

One young lady answered enthusi- 
astically, “Oh, definitely! Thev 
should wear them so girls will know 
the man is married. When I see a 
man with a ring, it always makes me 
think he is married and he isn’t try- 
ing to make girls think he’s single.” 

One cynic remarked, “If they wear 
a wedding ring, why shouldn’t they 
have an engagement ring, too?” 

If any campaigning ladies are look- 
ing for a battle slogan, we offer the 
following: “Grin and Wear It!” 


© © 


6¢—.N the January issue,” writes 
Edward Bliwise, Newark whole- 


sale jeweler, “I read with interest 
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about the maternity 


case.” 

“I, too, experienced a similar case 
several months ago. I was awakened 
out of a sound sleep at 2:00 in the 
morning by the telephone’s persis- 
tent ringing. At the other end an 
excited customer explained that his 
wife was suffering from hives and 
her fingers were swollen to twice their 
natural size. She was extremely un- 
comfortable with her diamond en- 
gagement and wedding rings which 
she could not remove because of her 
swollen fingers.” 

Half awake, “Doc” Bliwise stum- 
bled out of bed, dressed, and gath- 
ered together his jeweler’s saw, side 
cutters and nose pliers. The ring- 
removing operation took a half hour. 

Patient and husband expressed 
their gratitude, “Doc” reached for 
his equipment and headed for home. 


© © 


HE traditional “trial of the 

coins” was held last month at the 
U. S. Mint in Philadelphia. Here the 
Annual Assay Commission convened 
under the supervision of Nellie T. 
Ross, Director of the Mint. 

The commission, we are told, is 
one of the oldest and most dignified 
institutions of the Government, hav- 
ing been provided for, at the sug- 
gestion of Alexander Hamilton, in 
the same statute that established the 
Mint on April 2, 1792. 

The purpose of the commission is 
to make tests of new coins, taken at 


emergency 
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random from the three coinage mints 
during the preceding year, to deter- 
mine whether they conform in weight 
and fineness to legal requirements. 
One silver coin from every delivery 
of 10,000 made at all the mints is 
carefully examined and tested by the 
commission. 

Under the 1792 law setting up the 
commission as an annual body, it 
was provided that any mint officer 
or employee found to have debased 
coins with fraudulent intent should 
be put to death. But today the pen- 
alty as well as the purchasing power 
of the coins is lighter. 


> © 
PEAKING of the Mint, Leland 


Howard, assistant director of the 
U. S. Mint, recently told a House Ap- 
propriations Subcommittee that the 
biggest demand for silver dollars is 
in the western states. 

‘Montana uses quite a few of them. 
A lot of them are in use around 
Reno,” and he added, “for specific 
purposes.” 

Letting the chips fall where they 
may, Howard revealed, “To be per- 
fectly frank, they make a very good 
poker chip because you cannot coun- 
terfeit them very easily, and they are 
used extensively out through the 
rocky mountain region.” 

Even this demand, however, is not 
great enough to warrant making any 
more silver dollars, the assistant di- 
rector stated. None has been manu- 
factured since 1935, and some 300,- 
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__ UNITED STATES ie COMMITTEE 


1952 U.S. OLYMPIC TEAM 


HIGHEST. 


10 WORLD'S FAIR | 

GRAND PRIZES OBSERVATORY 

28 GOLD MEDAL HONORS FOR 
AWARDS 


ACCURACY . 








OFFICIAL WATCH FOR GREAT INTERNATIONAL SPORTS EVENTS 


Vinier Games 


OSLO, NORWAY. FEB. 1952 


CARACAS. VENEZUELA. DEC. 195! 


BUENOS AIRES, ARGENTINA. MARCH I95iI 
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000,000 are in storage in Treasury 
Department vaults. 

Well, for those who look for the 
silver lining in everything, they will 
be pleased to know that if a silver 
dollar does not buy much any more, 
it apparently makes a fine poker chip. 


o 


_— was a time in the not-too- 
distant past when many people 
strongly believed that the increasing 
popularity of automobiles would 
force American families to spend 
more and more time out of the home. 
A neglected home, many said, would 
be the end result. 

Today, with the advent of tele- 
vision, the pendulum has swung in 
the opposite direction. Empty seats 
in theaters and night clubs attest to 
the extent of this movement back 
to the hearth. 

Of what significance is the present 
television craze and its impact on the 
American home to the retail jeweler? 
First of all, as we see it, “home con- 
sciousness affords the jeweler an ex- 
cellent opportunity to promote home 
fashion items. Such items as, for 
example, silver flatware and _ hollow- 
ware. The duality of hollowware has 
always intrigued us—that is, it is a 
beautiful display piece as well as a 


practical item for the serving of 
food. 

American women, generally speak- 
ing, were unprepared for the sudden 
transition in living. Their homes to- 
day lack many desirable homemak- 
ing accessories which the jeweler 
sells. Consequently, they are in a 
frame of mind where they are open 
to suggestions—suggestions that will 
help them to beautify their homes 
and impress their friends. 
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HE results of an unusual research 

survey were brought to our atten- 
tion recently. Seems that John Falk- 
ner Arndt & Co., Inc., Philadelphia 
advertising agency, sponsored a sur- 
vey to determine the public’s aware- 
ness of product names. 

The survey covered a five-city area 
and included interviews of more than 
2400 men and women in the $4,000 
and over income bracket in Philadel- 
phia, Chicago, St. Louis, Dallas, and 
San Fvancisco. 

The survey revealed that both men 
and women are more brand con- 
scious than ever before. The results 
also indicated that consumers closely 
associate many brand names with 
allied products not actually made by 
the brand name manufacturer. 











"Will you kindly move along madam? When you stopped here yesterday | had to 
start every single clock in this window again!" 
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Heading the list of consumer 
brand consciousness of 39 products 
is watches; 98 per cent of both sexes 
were able to name one or more 
watch brands. The same figure holds 
true for electric irons. Ninety-five 
per cent of the women queried were 
able to name one of more silverware 
brands and electric toaster brands. 
Men topped women on cigarette 
lighters: 87 per cent of the men 
named several brands while only 84 
per cent of the women could do like 
wise. 

For dinnerware and china 66 per 
cent of the ladies were familiar with 
several brands. For men’s costume 
jewelry, 57 per cent of the men and 
55 per cent of women were able to 
recall one or more brands. And for 
wallets, 47 per cent of the men and 
45 per cent of women were up on 
their brands. Though the ladies may 
not be up on wallet brands, no male 
can ever say that they don’t know 
what and how much is in the wallets. 
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Q* April 16, at the Waldorf- 
Astoria Hotel in New York, the 


Brand Names Foundation will make 
its annual awards to retailers who 
did the most outstanding jobs in the 
profitable promotion of brand name 
merchandise. 

The “Jewelry Store Brand Name 
Retailer for 1951” is B. C. Helzberg, 
president of Helzberg’s Diamond 
Shops, Inc., Kansas City, Missouri, 
who was recently elected president of 
the Diamond Council of America. 
The four stores awarded the “Jewelry 
Store Brand Name Certificate of Dis- 
tinction” are Schindler’s, Sioux City, 
lowa; Hillman’s Jewelry Store, Can- 
ton, Ohio; Pinsker’s Jewelry Store, 
Middletown, Conn.; and Martinek 
Jewelry Store, Traverse City. Michi- 
gan. 

Each of the winners, as was also 
the case in last year’s awards, is a 
subscriber to THE JEWELERS CIRCU- 
LAR-KEYSTONE. This would seem to 
indicate that either subscribers are 
made alert by reading the editorial 
contents of JC-K or alert jewelers are 
attracted by the editorial contents. 
Whatever the case may be, we are 
proud of the quality of our sub- 
scribers and their outstanding pro- 
motion achievements. 
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You know how important the “Silver Parade’’ can be for 
your Spring sales. And this year, 1847 Rogers Bros. is going 
‘all out”? to make YOUR Silver Parade the greatest ever! 

For the first time! A smashing DOUBLE-PAGE Silver Parade 
advertisement in the biggest magazine of all—LIFE! (Appears 
on newsstands April 11.) 


It spotlights “1847” silverware in EVERY price range, from 


wh the 52-piece service for 8 at $74.50 to the luxurious 90-piece 
service for 12 at $129.95. A service for every prospect and 
purse! 
New “Silver Parade” in-store display rack , -_ , 
halidie S cnmnglete-dhects; Mack, comelete Plan NOW to put this powerful advertising behind your 
with one 52-piece service for 8, one 66- 1952 Parade! Feature ‘‘1847” best-sellers in your Silver Pa- 
piece service for 8 and one 90-piece ser- : Daal , a 
idee Oir $0 conte wus BOON Ob. ack ea rade windows, inside your store (see hot new display-stand 
separately: $9.00. Order yours now! offer at left) , and in your own advertising. 


I847 ROGERS BROS. 


AMERICAS FINEST SILVERPLATE 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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APRIL 24—MAY 3 


Good Silver is Good Fashion 
Theme of 1952 Promotion 


Tan S year the Jewelry Industry Council has added another selling 
tool to the annual Silver Parade—Fashion. Recognizing the importance of 
fashion as a spotlight to direct the public’s attention to the inherent values 
of good silverware, the Council headlines the 1952 silver promotion the 
“Silver Fashion Parade.” This nationwide promotion will be featured by 
jewelers during the period April 24 to May 3. 

This “fashion” theme is not designed to merely direct attention to the 
new designs in silver but rather to emphasize to the public the importance 
of fine tableware as a “fashionable” essential in the modern home. 

The emblem of the promotion has also been changed from that of former 
years to conform to the new theme. This year’s symbol has as its focal point 
an engraver’s lettering of the initials $.F.P.—Silver Fashion Parade. 

The idea book furnished by the Council for use by retailers has also been 
improved. It has been prepared in the form of a loose-leaf kit, with news- 
paper ads, radio commercials, direct mail suggestions, and suggestions for 
building store traffic presented on single sheets which the retailer may pull 
out singly and readily use. 

There will be four newspaper ad layouts with suggested copy; four radio 
commercials; two direct mail customer letters; a series of suggestions for 
building store traffic during the promotion; two window cards; and four 
different suggestions for window displays. The fashion theme of the promotion 
will be reflected in the art work and copy suggestions in the material supplied 
in this kit. 

An added feature this year in the promotional ammunition supplied by 
the Council for the 52 Silver Fashion Parade is a 16-page booklet, three by 
five inches in size, titled “How to Choose and Use Your Silver.” Copies of 
this booklet are available to jewelers at a fraction of the cost of their pro- 
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° e duction from the Council. Space is provided on the back cover for the 
; r jeweler’s store imprint. While the booklets are made available as a sales- 
+ + builder during the time of the Parade, they are so written that they may 
+ + be used throughout the year as a consumer promotional piece. 


To help jewelers capitalize upon the sales possibilities of this nationwide 
emphasis on silver during the time of the Parade and to follow through on 
a year-round program of promotion, Jewelers Circular-Keystone presents on 
the following pages examples of tried and proven silver merchandising ideas. 
In addition there is an article on window and in-store display ideas for 
silver by Virginia Dixon, JC-K’s display consultant, as well as a “Blueprint 
for Selling,” designed to help the retail jeweler and his sales personnel better 
their point-of-sale technique. 
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The importance of fine silver to modern living sets the theme for this display. 





Coser on the heels of the Easter Fashion 
Parade down the avenue this year comes the Silver 
Fashion Parade—the JIC-sponsored promotion planned 
for April 24th to May 3rd. Silver truly is a fashion essen- 
tial in the home and every jeweler’s participation in such 
a promotion is bound to show gratifying results in silver 
sales and silver consciousness on the part of the public. 

A giant blueprint of a home plan forms the background 
for this suggested Silver Fashion Parade window dis- 
play. Small silhouette fashion figures enliven the setting 
and an enlargement of the JIC Silver Parade emblem 
and appropriate copy appear on the large card against 
the window background. A spring flower arrangement 
and matching candies add a gracious touch. 

Your showcard writer should be able to reproduce 
the blueprint for you—or if you have an architect friend, 
possibly you can borrow some real blueprints. Other- 
wise select a simple plan from one of the home maya- 
zines—they are all tull these days of plans for new homes 
—and have an artist or lettering man reproduce it in 
enlarged size on heavy paper in white on a blue back- 
ground . . . simulating the blueprint idea as closely as 
possible. The blue panel incidentally will give you an 
excellent background color for the silver merchandise. 
Extend the blueprint panel up against the background 
and across the window floor. If you use real blueprints, 
they will probably be smaller and can be scattered across 
the background and floor. 

Yellow daffodils in a silver bowl and yellow candles 
will spark the color scheme. Almost any neutral back- 
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Silver in the Window 





MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Showeard writer or borrow from 
architect 

Cut-out fashion figures Make as directed 

Flowers Florist or Department Store for 
artificial ones 

Showcard writer or use J.I.C. dis- 
play cards 


Blueprint 


Copy poster 





eround color may he used—light gray or beige—or pale 
yellow or even white. 

To make the little fashion silhouettes, choose appro- 
priate figures from newspaper ads or the fashion pages 
of a magazine, trace the outline of the figures on paper 
and either have an artist enlarge them all to about twelve 
or fourteen inches in height or have photostat negatives 
made to that size. Cut out the silhouettes and mount on 
heavy cardboard. If you have an artist do them for you. 
the silhouettes can be filled in with a color—or several 
colors. The colored figures would be gayer, of course, 
but black silhouettes would serve the purpose very well. 
In choosing the figures for your patterns, select those 
that will make the most interesting silhouettes—arms, 
feet and heads in animated pose. 

You may wish to use the window display cards sup- 
plied by the JIC instead of having an enlargement made. 
The poster makes the emblem a bit more dramatic and 
attention getting, but is not essential. If you are planning 

(Please turn to page 133) 
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Follow Through 
With 
In-Store Displays 





For a circular shadowbox. 


by VIRGINIA DIXON 


— displays of silver in every jewel- 
ers window should gain real attention for the Silver 
Fashion Parade from April 24th to May 3rd. Such 
displays will bring people to—and into—the jewelry 
store . . . and here begins another display job . . . the 
counter, case and table displays inside the store which 
must cinch the selling job begun in the window. 

While the window displays are dramatic attention-get- 
ters with only “samplings” of the merchandise on view, 
{. the interior displays must present the complete selection. 

_ This should be done with drama, and the “stock” displays 

For the counter top. should be supplemented by “spot” displays to emphasize 

the selling story. For such a promotion as the Silver 

Fashion Parade every available “spot” should be utilized 
to direct attention to the promotion. 

The accompanying sketches illustrate four different 
types of such “spot” displays for your store interior. The 
first is a “bull’s eye” display featuring silver for Mother’s 
Day gifts. Many stores have such circular shadow boxes 
designed for special feature displays. If you do not have, 
look around and see if there is not some wall space where 
such a unit could be installed. The circular design is not 
essential, but it does serve to focus attention on the dis- 
play. Shadow boxes can be constructed and installed on 
vacant wall areas, against columns, near cashier and 
repair counters; or already existing wall cases can be 
revamped for the purpose. Shelves can be removed and 
the case lined with plain painted or fabric-covered panels 
with a spotlight installed in place of strip lighting. Some- 

(Please turn to page 132) 









































For the wall case. 

















For the counter case. 
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Experience-Tested * 





“] HAVE taken all knowledge to be my 

province,” said Francis Bacon. 

By the same token, knowledge of successful jewelry 
store operations is the province of every jeweler. 

Throughout the country certain jewelry stores have 
become recognized as headquarters for silverware. These 
“Silverware Headquarters” tags were earned by years of 
well-planned, highly integrated merchandising and pro- 
motion programs. THE JEWELERS’ CIRCULAR-KEYSTONE 
has carried hundreds of stories during the past years 
spotlighting these programs. What follows is a condensa- 
tion of outstandingly successful promotions proved in 
actual operation by jewelers throughout the country. 


HIGH SCHOOL SENIORS 

















“Today's high school senior is tomorrow’s silverware 
customer” is the long range view held by many jewelers. 
Their efforts therefore are directed toward being the 
jeweler preferred by these students. 

A popular method used by many jewelers to attract 
these students is the sending of invitations to each of the 
senior high school girls; invitations to visit the store and 
accept the gift of a sterling teaspoon of their own choice. 
Generally speaking, these young ladies are making their 
first independent contact with the jeweler and his offer 
permits them to examine and become familiar with his 
complete stock of silverware patterns, as well as other 
items in the store. 

Cultivation of the teen-agers’ interest in silverware has 
proven to be a successful silver sales-builder for numer- 
ous jewelers. Here the educational approach is used to 
instill a fine appreciation of silverware. The procedure 
is simple but effective: a store lecturer cooperates closely 
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Successful Promotion Ideas 


with domestic science classes in local high schools. Lee. 
tures are centered around the origin and history of silver. 
ware and an explanation of the various types of patterns, 
Many lecturers supply the students with manufacturer. 
printed literature on the various phases of silver use and 
table settings. 

To supplement the lecturer’s visit to the classroom, 
teachers are most willing to bring their classes to the 
jewelry store where the students can view correct and 
attractively appointed table settings. In addition, the 
lecturer can adequately cover the topic of selecting silver- 
ware, as well as china and crystal. 

How does a jeweler go about gaining admittance to 
the domestic science class? It is by no means a very 
difficult thing to achieve. Some jewelers either write or 
contact school officials offering their services free of 
charge. On the other hand, many school teachers have 
visited jewelers to ask if it were possible to get someone 
to address their classes on silverware. 

Following the basic groundwork of stimulating the high 
school senior’s interest in silverware, it is necessary for 
the jeweler to cooperate with the young lady in starting 
her silver service. One feasible method, economically 
speaking, is the “Lay-Away” plan; another is getting 
parental consent for the student to join the store’s silver 


club. 
WINDOW DISPLAYS 


Display windows are often referred to as “the eyes of a 
store.” It is at this point that potential customers receive 
their first impressions of the store, the quality and variety 
of merchandise they can expect to find. 

For many jewelers, window displays keyed to silver 
merchandise are sure eye-catchers. They have found it 
prudent to set aside a permanent area in the window 
for a daily rotating parade of silver flatware patterns. 
Such displays invariably attract a steady audience of 
passers-by and, at the same time, serve as constant re- 
minders that the store is well-stocked in a wide selection 
of patterns. For this purpose panel displays for silver 
are excellent. 

Another popular display idea is to exhibit a table set- 
ting in the window. To arouse further interest, place 4 
sign on the table stating that additional table settings can 
be seen inside the store. 

An effective means of tying-in with manufacturers 
promotion is through window displays. Here the pros- 
pective customer may see the merchandise he has been 
reading about in national consumer magazines. New sil- 
verware patterns lend themselves to dramatic displays. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











That Will Build Silver Sales 





“= ‘The selling ideas on these pages have been and are currently being used by many 


jewelers throughout the country who have earned well-deserved reputations as Silver 


Headquarters in their communities. These ideas will help you sell more silver. 


THE BRIDAL MARKET 
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To attract prospective: brides, jewelers offer a variety 
of services. Perhaps the most popular service performed 
is the maintenance of Bridal Registry systems. Here a 
bride-to-be is invited to visit the store and list her mer- 
chandise preferences. This permits her friends and family 
to consult the list as a guide toward making suitable gift 
purchases, and eliminating duplication and necessary ex- 
changes. The ultimate result is that cooperative pur- 
chases of silver pieces gets the bride off on a good start 
and results in the jeweler selling the bulk of the gift 
silver she receives. In addition, it establishes the thought 
of additional silver as a suitable gift on future gift-giving 
occasions such as anniversaries, birthdays, holidays, etc. 

Once the prospective bride has made her pattern selec- 
tions, some jewelers set up a table display featuring 
silverware selected by the bride. When a friend visits 
the store and is undecided as to what to buy, she can be 
persuaded—most willingly—to contribute to the pur- 
chase of the set. 

A staff bridal consultant is another service offered to 
brides-to-be. Personally assisting the bride with her many 
problems, the bridal consultant creates an intimate rela- 
tionship between bride and jewelry store. 
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TABLE SETTING CONTESTS 


A well-planned, dramatically executed table setting con- 
test often creates an area-wide interest in proper and 
luxurious tablewares. Rival ladies’ clubs in town are 
more than cooperative in such enterprises. Not only are 
they willing to enter their clubs but they also see to it 
that all their friends attend the show. 

Visitors to the show are usually impressed with the 
extent of silver, china, and crystal that their jeweler keeps 
in stock. In addition, they are offered an ideal oppor- 
tunity to view these items as they would appear in their 
own homes. 

Apart from this, a table setting contest can implant in 
the minds of people an association of silver, as well as 
china and crystal, with your store. As to the scope of the 
table setting contest, it can be best determined by you. 
(In this issue read an account of Deuble’s recent Festival 
of Table Settings, page 100.) 


EXTRA PIECES 




















If there is a woman who is not interested in extra or 
accessory silver pieces, she hasn't been born yet. But 
jewelers, for the most part, have failed to cash in on 
women’s interest in extra-piece silver flatware and hollow- 
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ware. Many women are completely unaware of the extent 
of additional pieces which may be added to their pattern; 
for example, gravy ladles, sugar and ice tongs, cold-cut 
servers, corn picks, jelly servers, cake servers, steak set, 
salad set, and many more unpublicized extra pieces. 

It is customary for jewelers to exhibit teaspoons of 
various patterns to customers interested in buying a silver 
service. However, we have heard cases where a jeweler 
will show his fancy pieces as a means of exhibiting dif- 
ferent patterns. Thus, fancy pieces are implanted in the 
customer's mind, implanted to the extent that she will 
realize that her service needs additional pieces. 

Having a special display of extra piece items can be 
instrumental in creating extra-piece interest. A customer’s 
attention can be directed to the display and the jeweler 
can point out that “These extra pieces mav be added to 
your set at a later date.” . 

Extra silver pieces can mean extra sales and greater 
store traffic, but they require emphasis—emphasis in 
window displays, in floor displays, and in newspaper ad- 
vertising. Let your customers know the extent of extra 
pieces; they will do the rest. 


MANUFACTURER TIE-INS 


Cooperation with a manufacturer on an unusual pro- 
motion of a new pattern is always worthwhile. Take the 
case of E. J. Scheer, Inc., Rochester, New York (see 
January issue of JC-K, page 134). This jewelry firm 
cooperated closely with Gorham on the introduction of 
the new “Rondo” pattern. A dramatic affair was staged: 
a pianist performed classical music in the store prior to 
the “unveiling” of the silver pattern. The results of this 
unique concert were most gratifying to store officials. 

In October, 1951, Reed & Barton introduced a new 
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pierced sterling pattern: “Florentine Lace.” The exquisite 
pattern was inspired by the beautiful treasures of 
Catherine de Medici—a fact which offered an opportunity 
for jewelers to use dramatic window displays. 

The pattern was backed in 14 national consumer publi- 
cations by full-page four-color ads. To enable dealer 
tie-in campaigns, the manufacturer offered a wide variety 
of free promotion aids: pattern folders, newspaper mats, 
display pieces, radio scripts, etc. 

Here, and in many other instances, jewelry stores were 
offered excellent opportunities to capitalize on a manu- 
facturer’s promotion. 


OUTSIDE LECTURES 


We all know that good-will means good business. It is 
a trite expression but nonetheless a valid one. An excel- 
lent method for creating good-will and stimulating inter- 
est in silverware is through outside lectures by a store 
representative. 

Anything pertaining to the home is a popular topic 
among the different ladies’ clubs in town. Letters from 
the jewelry store to the women’s organizations in your 
area offering the lecturer’s services will usually bring an 
immediate response. 

With proper efforts bookings can be made for social 
functions, meetings, and YWCA talks. These lectures are 
very popular and usually set a precedent calling for 
repeat visits by the store lecturer. 


SILVERWARE AS GIFTS 


People are always interested in gift ideas. We are, 
certainly, a gift-giving nation. Many jewelers maintaiu 
that people will spend more for a gift item than thev 
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would if they were purchasing the same item for them- 
selves. In line with this, you will recall that in “Mrs. 
America’s Silverware 1950” it was revealed that the 
majority of women’s hollowware was received as gilts! 

During holidays, particularly. window displays and 
advertising can be keyed to the theme of silverware mer- 
chandise as appropriate, gifts that keep giving. Many 
jewelers use the Easter season, for example, as an oppor- 
tunity to stress silverware as gifts. “Show them a bright 
Easter with silver.” was the slogan of one store. Another 
used the following, “Easter belongs to your little one. 
Gifts for litthe men and women in sterling silver—lasting 
reminders of aunts, uncles. grandparents. and god- 
parents!” This jewelry firm featured a row of silver flat- 
ware patterns along the top of its display window. In the 
center, fastened to the glass. was a variety of serving 
pieces. Hollowware, silver baby spoons, and other silver 
merchandise completed the window display. 

Speaking of the “little ones.” keep in mind the present 
increase in the nation’s birth rate. Baby silver gifts can. 
with effective merchandising, constitute a regular portion 
of your annual sales volume. Varied lines of silver items 
—including the traditional silver baby spoon—are at 
your disposal. But. carrying these lines is not enough: 
they must be brought to the public’s attention at regular 
intervals. 


SILVER CLUB PLANS 


An additional means of promoting silverware—and also 
building store traffic—is through a “Silver Club Plan.” 
Silver clubs usually offer customers the privilege of pur- 
chasing silverware for as little as $1.00 down and weekly 
payments of $1 to $5. 

Because most customers personally come into the store 
to make their weekly payments. they usually become 
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Consistently, month-in and month-out, JC-K has articles that will help you sell silver. 
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friendly with the store staff and familiar with the firm’s 
merchandise as well. 

To attract silver club members, jewelers often set up 
and operate a club plan sale. This requires window dis- 
plays, newspaper ads, radio scripts, clerk training and 
credit arrangements. A direct-mail campaign is often 
successful in attracting people to the store’s silver club. 


SILVER REPAIRS 


Families take pride in old silver which has passed from 
generation to generation. Many a store has capitalized 
on this fact by stressing their silver repair department. 
They constantly advertise their services in replating, re- 
finishing and polishing old silverware. 

In the course of estimating on repairs to old silver, it 
frequently becomes evident that the repair costs are 
higher than justified by the value of the piece. When 
this is explained to customers they_often respond to this 
knowledge by ordering something new and discarding the 
worn out merchandise. 

Promotion of the store’s maintenance service can give 
a boost to silverware sales, adding profits from repairs. 


CONSUMER MAGAZINE TIE-INS 


Today both men and women are more brand conscious 
than ever before. Being avid magazine enthusiasts, they 
are quite familiar with many brand names advertised iu 
leading consumer magazines. 

Publications like House Beautiful, Life and Seventeen 
offer jewelers an opportunity to tie-in with national adver- 
tising by furnishing materials designed to direct the maga- 
zines’ readers to the store displaying reproductions of 
the advertiser's message in the magazine. 

Such displays add a good deal of prestige and selling 
power to your store’s silver promotion. 
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2 Kasy Steps... 


_, Toward More Silver Sales 
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The recommended procedure for personal selling of silverware presented 
here follows a pattern offered in a comprehensive volume "How to Operate 
the Silverware Department’, published by and available from The International 
Silver Co. It is consistent with proven principles and is worthy of study, by all 
salespeople interested in improving their performance—and position. 


on who sell silverware know that your 

customer visualizes her table as a unit. She does not 
see silverware as one piece or one place setting as you 
present it to her. The candelabra are not in your 
display case but on her dining room table and the 
candle-light is casting a soft glow over the linens, 
silver, china, and crystal. The coffee set is not on 
your showcase but on her coffee table in front of her 
fireplace in her home and she is serving her guests. 

Therefore, the more quickly you mentally leave 
your department and travel with your customer to 
her home, sensing her requirements, the more satis- 
factory will be the sales’ results. So: 

Il. Forget yourself 

2. Take time to be friendly 

3. Become interested in your customer’s needs 

4. Listen carefully while she states her request 

5. Know all about your merchandise 

6. Sell enthusiastically 


You can be friendly and interested in each cus- 
tomer, but you cannot sell a product like silverware 
intelligently unless you are acquainted with all the 
merchandise in the department, know the features of 
each line, why there are price differences, the correct 
use or uses of each piece, and are able to answer your 
customers questions. 

This, because the better your knowledge, the more 
effectively you can apply the five silver-selling steps 
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which will lead to more and easier sales. Those steps 
are: 
1. Find out and Contribute to: 
Your Customer’s Kind and Quality 
Preference 
2. Find out and Contribute to: 
Your Customer’s Pattern Preference 
3. Find out and Contribute to: 
Your Customer’s Assortment and Quantity 


Needs 
4. Find out and Contribute to: 

Your Customer’s Additional Requirements 
5. Find out and Contribute to: 

Your Customer’s Final Decision 


As you know, the first thing you must determine 
about anyone who comes to your silverware counter 
is what quality tableware she is prepared (or able) 
to buy. 


1. Find out Your Customer's Kind and Quality 

Preference 

That is why your first step is to find out your cus- 
tomer’s preference in kind (plated or sterling) and 
quality (price) and contribute, when possible, in- 
formation which will help them decide. 

Therefore, your first act should be (lacking the 
customer’s specific request for a certain pattern) to 
display before your customer a representative selec- 
tion of the store’s complete flatware assortment— 
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Suggestion selling via the table setting usually 
means selling additional pieces. First you must 
know the various pieces available and their uses. 
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sterling and plated—one sample piece of each. This 
will permit the customer to express her present inten- 
tions from the standpoint of quality. She will first 
express herself as to sterling or plate—then on the 
quality (price). 

On hollowware, whether the request is for a special 
piece or for a gift, with no definite preference, again 
display the assortment of items and determine 
whether she prefers sterling or plated and the quality. 

Help the customer make the best decision possible 
by discussing with her the merits of sterling and 
plated. This will he very easy to do if you know the 
silverware metals and the features. 

Listen to the customer. Do not have any precon- 
ceived ideas of the quality she will purchase. You 
cannot tell by looking at her. You may think she is 
a customer for lower-priced silverware, but she may 
want sterling for a twenty-fifth wedding anniversary 
present. You may be sure she is a customer for a 
sterling dinner set, but she may be looking for mod- 
erately- or low-priced silverplate for her employee’s 
dining room. 

Aside from these extremes, the great mass of silver- 
ware customers can be swayed from one price line to 
a higher one, particularly in those stores that have 
charge accounts and convenient payment plans. She 
may expect to spend a limited amount, but your 
expert salesmanship convinces her she should save 
in something else and spend more for silverware that 
is used in the home for so many years. 

Many customers want sterling and find the price 
prohibitive. They need a complete service and are 
not interested in taking months and years to buy 
sterling, place setting by place setting. These women 
should be told the merits of high-quality silverplate 
that contributes exquisite beauty to a table and re- 
mains bright and shining for many years. 

(Please turn to page 160) 
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The festival was staged in Canton's new Memorial Auditorium and was the second event to be held there. 


Tableware Festival’ 
Attracts 30,000 to City-Wide Event 


Imagine a table setting contest in Madison Square Garden or the Hollywood 
Bowl—that was about the scope of the affair staged by Deuble’s in Canton, Ohio. 


which required an auditorium to house the contest and care for the visitors. 


A DASH OF DRAMA combined with a good Considered one of the highlights of the contest and 
helping of color are some basic ingredients to include one which removed the event from the realm of strictly 
in any large scale promotion. You know, Hollywood and feminine interest was the presentation of tables by na- 
Broadway do not have an exclusive monopoly on these tionality groups built around traditional native feasts 
ingredients! At least, not as far as Deuble’s Jewelers are 
concerned because drama and color were some of the 
highlights of the firm’s recent table setting contest. 

Perhaps, overall showmanship is the right word to use 
in connection with this 118-year-old Canton, Ohio, jewelry 
store's handling of its “Festival of Table Settings.” 
Every aspect of this promotion was done on a grand 
style. And the months of preparation and planning were 
evident during the show which took place in Canton’s 
newly opened Memorial Auditorium on October 12, 13, 
and 14. 

Attendance was originally expected to reach the 10,000 
mark, but this turned out to be a pessimistic prediction 
since the figure ultimately soared to 30,000. Forty-five 
local and regional women’s and garden clubs entered 
the contest but so much color and drama surrounded the 


affair that a good number of curious males beat a path "English Tea Party" is the title of this table 
to the auditorium’s doors. setting created by members of Alpha Xi Delta. 
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or customs. Among the groups thus represented were 
tables set for an Italian family dinner, a Spanish supper, 
, Greek dinner and Passover Seder. These tables were 
dramatically attended by women garbed in native cos- 
umes whose color and distinctiveness lent much to the 
festivals atmosphere. 

The scope of the festival itself is indicated by the num- 
ber of table settings entered. The 45 entrants were 
divided into five table setting categories: breakfast, 
luncheon, family dinner, buffet and special occasions. 
All crystal, china, silver, and decorative accessories for 
the table settings were furnished by Deuble’s. 


In addition to the entrants, more than 20 booths were 
presented by manufacturers of silver, china, crystal and 
related lines. This proved to be a great source of inter- 
est to the public. 

Prizes were offered to stimulate the competitive spirit 
of the ladies. With each table setting category, three 
prizes were awarded: $50 and $25 war bonds for first 
and second awards and ten dollars in cash for third prize. 
Each entrant, however, not winning a major award was 
given a sterling and crystal tray by Deuble’s. 

The overall impact of the show was tremendous. It 
was indeed, comparable to a movie premier on Broadway. 
Outside the auditorium people formed lines. Inside. 
there were lines waiting to pass by the tables themselves. 

The promotion of the festival was comprehensive and 
quite unique. Participating and non-participating clubs 
actually promoted the festival themselves several weeks 
before the event began. The clubs were stirred by the 
crand prize offer at the conclusion of the festival for the 
club responsible for bringing the largest number of visit- 
ors to the auditorium. To determine the winner, each 
festival visitor was asked to write the name of the club 
by whom he was invited on a card presented at the door. 
This card was also used for drawing of the ten door 
prizes awarded each day of the festival—door prizes that 
included silver coffee service, china place settings and 
other gifts, 

In addition, radio and newspaper advertising was be- 
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gun a week before the festival’s opening day, and news- 
papers within a 30-mile radius were used for advertising. 
Then, a press party and preview showing was held on 
the evening before the festival was to open. Local press 
as well as out-of-town newspapers were very cooperative 
in giving the festival thorough editorial coverage. 

According to Albert B. Gill, Deuble’s staff member, 
“The prestige and stature of the store have increased 
vastly because of this venture. Too, we have definitely 
noted more interest in sterling, china and crystal since 
the show.” He also observed that it is a little too soon to 
expect any marked increases in such lines. “It’s like 
any other good promotion since it requires not only the 
strongest initial effort but an effective follow-up.” 

In line with this reasoning, Deuble’s is planning for 
this spring about two months of intensive promotional 
weeks such as Gorham Week, Wedgewood Week, Towle 
Week, Castleton Week, etc. 

Favorable opinons and comments from the public have 
and are still being heard. “We have heard so many en- 
thusiastic opinions expressed from those who were present 
that we honestly do not believe that there could be a 
person within a 30-mile radius who has not heard about 
the Festival of Table Settings,” Mr. Gill remarked. 





Above—an attractive table 
set for a Golden Wedding An- 
niversary dinner, just one of 
45 tables entered in Deuble's 
vast table setting festival. 


"Candlelight and Wine" is the name of 
this setting created by the charming 
senoritas of Canton's Spanish-American 
club. Note the European costumes used 
by the ladies, which added a good deal 
of color to the festival's atmosphere. 
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If the Customer Asks... 


= the right answers to your cus- 
tomer’s questions is one of the most important parts of 
the silver selling job. Being able to answer the customer 
positively and understandably will instill confidence in 
your sales presentation and the merchandise you are offer- 
ing. Some of the following information was supplied 
from literature provided by Oneida, Ltd. 


W hat is Sterling? 


This is silver that is as pure as practical for tableware use. 
Pure silver would be too soft to be practical so it is alloyed 
with copper to make it harder and tougher. By law, sterling 
must be of a minimum of 92.5 per cent pure silver, or in 
silver terms, 925 thousandths fine; the remainder is copper. 


W hat is Plated Ware? 


Flat or hollowware of a base metal over which pure silver 
is deposited by the electro-plating process. In this the pieces 
are held in a plating solution and an electric current is run 
through bars of pure silver. The silver is carried off the 
bars, through the solution and deposited on the pieces being 
plated which are connected to the opposite terminus of the 
electric current, 


What is the Base Metal of Plated Flatware? 


Nickel silver. This is generally 18% nickel silver, an alloy 
consisting of 64% copper. 18% zinc, and 18% nickel. This is 
the finest base for silverplating because it is hard and tough 
and is nearest to silver in color. 


What is the Base Metal Used in Plated Hollowware? 


Nickel silver is used on the highest quality hollowware 
but copper and “white metal” or “Brittania metal,” an alloy 
of copper, tin and antimony, is sometimes used. Brittania 
metal is used also to cast the fittings on nickel silver hollow- 
ware—the feet, spouts, handles and borders. 


W hat is Sheffield Silver? 


Before the invention of electro-plating, thin sheets of silver 
were fused on each side of a sheet of copper. This process 
was used at Sheffield, England. The silver-fused sheets were 
then formed. This was used only on hollowware where the 
edge could be rolled over to conceal the copper core. Prac- 
tically no Sheffield Plate as originally manufactured is on the 
market today except as antiques. 


W hat is Stainless Steel? 


A special steel alloyed with chromium and usually nickel 
which will not rust or stain. Used for the blades of knives 
in both plated and sterling tableware. 


What Causes Silver to Tarnish? 


Sulphur which is the particular enemy of silver. This is 
present in the air in gaseous form causing silver to tarnish 
when not in use, and also many foods contain sulphur, notably 
eggs. mayonnaise and mustard, which causes tarnish. Recom- 
mend that silver be constantly used and pieces rotated to 
prevent tarnishing. Also that silver be washed as soon as 
possible after using to prevent food tarnishing. Air-tight 
chests with specially treated linings will minimize the problem. 


W hat is “Overlay” and “Inlay” on Plated Flatware? 


All reliable silverware manufacturers recognize the need 
of extra silver at the wearing points of plated flatware. By 
the Overlay process, this extra silver is applied in a second 
“spot” plating after the piece is plated overall. You can 
usually see this overlay. By the Inlay process, pieces of 
silver are inlaid at the wear points before the piece is plated 
overall. Knife handles receive an extra heavy overall plate. 
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What About Period Designs? 


Silverware patterns must have good taste and good desi 
Each must be an expression of the times and must ap a 
; peal 
to the taste of the customer at the time she selects her patter 
So, silverware designers have learned through years of ro 
perience not to copy too closely any of the famous periods 
such as Grecian, Empire, Victorian, etc. The pattern des; n 
might take its inspiration from the period, Colonial for = 
ample, but the final design must have a modern feeling. 

It is therefore thoroughly proper to say to the customer 
who raises the question of period design: “Not many women 
worry about period, because it is perfectly correct to selec 
any silver you really love to see on your table.” 

It will pay you to know where each design gets its inspira. 
tion or its motif. This makes excellent sales conversation, 
In general, you will find that Colonial designs are simple and 
delicate in line and decoration; the French influence jg 
toward the ornate; the English tends toward the semi-ornate, 
Modern covers a wide field but stresses a striking use of line. 
both in form and ornamentation. Manufacturers supply much 
of this information in their literature. 


What Are the Quality Points of Fine Silverware? 


The following points can be pointed out as being associated 
with fine silverware: 


1. Are the pieces heavy enough to feel substantial—but 
are not clumsy? 

2. Are the pieces stiff enough to resist bending—especially 
the fork tines? 

3. Is the ornamentation delicate—yet clear-cut? 

4. Does the finish have the true, deep silvery luster? 

5. Are the edges carefully finished and polished—especially 
between the fork tines and on the edges of hollow handle 
knives ? 

6. Are there any small holes—look at the back of the piece? 

7. Look at the knives. Have they hollow handles? Does 
the blade fit accurately and is all excess solder removed? 
Are the blades sharp——and thin so they can be easily kept 
sharp. 


What Are the Different Finishes Used on Silverware? 


Bright Finish—Highly Polished on fast-rotating, covered buff 
wheels. 

Butler Finish—Has the appearance of old silver rubbed by 
the butler’s hand. Produced by first buffing the piece bright 
and then slightly dulling it. 

Gray Finish—A dull or silver-gray finish, whiter than a butler 
finish and particularly suited to ornate designs. 

Patina Finish—A soft lustrous finish with a multitude of fine 
scratches enhancing the silverware and imitating silver’s ap- 
pearance after using and polishing over a period of years. 
Commercially it is really a light butler finish. 


Ornamentation Terms. 


Chasing—A highly skilled art of decorating metal with figures 
or ornamental patterns, which may be either raised or in- 
dented. The work is done entirely by hand, the only tools 
used being hammers and punches of various sizes and types. 
Embossing—Art of producing figures or ornamentation in re- 
lief, by means of punches and hammers used on the back of 
metal or with a special tool called a snarling iron and hammer, 
used on the inside of a piece of hollowware. The ornamenta- 
tion is thus worked out from the back of the piece and stands 
out in relief from the outside surface. 

Engraving—Cutting the ornamentation or initials into the 
piece with a sharp tool. 

Etching—Eroding the surface of the piece with acid to pro- 
duce the ornament, 

Oxidizing—A harmless material is used to stain the silver 
and leaves a shadow around the ornamentation when the high- 
light surfaces are polished. 
Repousse—A method of ornamentation in which the design 
is either pushed or punched out from the inside of a vessel 
or from the back of the metal. 
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exira sales appeal! Handsome styling! Rich 
new finishes! They’ll be among your best- 
sellers in 1952. Ideal for gifts—and self- 
purchases, too, Display and promote these 
and other new Ronsons. See how they’ll 
bring you extra store traffic—extra sales 
and profits. 
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A window display 
suggests watches 
as groom's gift 
to his bride "to 
time a_ lifetime 
of happy hours’ 
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Sets Mood for Store-Wide Bridal Promotion 


The cherished words “I Do,” symbolic of marriage, were taken by Everts Co. 


to set the theme for a store-wide wedding promotion aimed at assisting the 


bride and groom with every detail concerned with their prospective marriage. 


iM PRACTICALLY all Americans the phrase 
“I Do” has a special meaning; it brings forth images, 
ideas, and associations. These words by themselves form 
a story, one with clearly defined illustrations. And, about 
these highly cherished words hovers a festive, gay air. 

From the jeweler’s perspective, “I Do” means addi- 
tional sales in diamonds, in silverware, and, perhaps, in 
other lines. To gain these additional sales some jewelers 
offer varying degrees of assistance to prospective brides 
and grooms. Some have bridal consultants; some provide 
bridal registers; others offer special services of one sort 
or another. 

But, down in Dallas last spring, Arthur A. Everts Co. 
used these precious words as a theme to set the mood of 
the entire store. Never before, perhaps, has one jewelry 
store offered such a completely integrated, well planned 
wedding promotion. Every aspect, every need implied 
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by the uttering of “I Do” was carefully attended to by 
Everts. “Let us,” the store asked, “wave a magic wand 
behind the scenes and whisk away many pesky details.” 

During the entire month of April the Everts store was 
entirely devoted to brides-to-be and their families. To the 
brides, Everts ceased to be ostensibly a jewelry store; 
rather, to them it became a confidant a friend to guide 
them during a period of need. In short, the store was 
their store. 

Simplifying things for the prospective bride and groom 
was the purpose of the store-wide “I Do” promotion. 
Everts prudently realized that brides-to-be are forever 
burdened with scores of problems; furnishing their new 
homes, providing apt gifts for their bridesmaids, selecting 
and ordering all the necessary announcement cards, etc. 

Consequently, instead of the engaged couples visiting 
each store department to select their silver, china and 
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important facts about diamonds, invite customers into 
your store. 
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name and address. Order 1000, free. Enclose 75¢ for 
each additional thousand. . . . Order from Diamond 
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305 E. 45th Street, New York 17, N. Y. 
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crystal patterns, Everts assembled in one part of the 
store representative selections and combinations of these 
items. And while the couples were viewing the carefully 
arranged table settings, they were aptly serenaded by 


recorded music from Wagner’s Lohengrin. 

After making their pattern selections the couple viewed 
in another part of the “I DO” display, groups of brides- 
maids’ and groomsmen’s gift suggestions. This eliminated 
another typical headache for the busy couple. A little 
later, they were treated to a wide assortment of significant 
and lasting wedding gifts for the bride and groom to give 
each other. 

As an extra service for the brides-to-be, Everts gathered 
together correctly engraved wedding announcements, in- 
vitations, “at homes,” and “Thank You’s” to enable 
brides to make quick and intelligent selections. 

Furthermore, as another service to brides, a purse-size 
“I Do” booklet was distributed throughout the store. 
Written in a light and airy vein and fully illustrated, the 
booklet gave the bride many time-saving suggestions. It 
also briefed her on many important phases of her wed- 
ding plans. 

The extent of the “I Do” promotion did not stop with 
the bride’s problems. Displays were also offered of popu- 
lar and desirable wedding gift suggestions from the 
parents of the couple, towit, after dinner coffee services, 
fine mantel clocks and sterling silver tea services. These 
gifts, the store informed the parents, were of heirloom 
quality and something their children would cherish 
through the years. 

The firm’s 14 windows carried the “I Do” theme and 
showed various phases of the promotion. One window, 
for example, was devoted to diamonds, “For those most 
cherished words, ‘I Do,’ the most treasured name in 
diamonds—Everts.” Another window was dedicated to 
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Silverware, china and 
crystal for the girl 
who will be saying "| 
Do" is the theme of 
this display counter. 


the bride’s gift to the groom, “The proud, lasting symbol 
of your love.” 

As another service, Everts’ bridal consultant. Ann 
Sterling, was available to discuss plans with the brides, 
grooms and their families. An executive at Everts, Miss 
Nadine Heiden, remarked, “Miss Sterling has a charm- 
ing and contagious personality. She has excellent taste 
and a thorough knowledge of proper and correct wedding 
procedures. Her time is spent in making brides and their 
mothers, and sometimes grooms and in-laws, happy. She 
aids them in agreeing on and coordinating their china, 
crystal, and silver, as well as announcements and invita- 
tions.” 

However, Miss Sterling does not actually sell. Her time 
is spent in dispensing tact and good-will. During the 
“IT Do” promotion she assisted couples in every problem 
that confronted them. 

(Please turn to page 143) 


To enable brides to make quick and intelligent selections, 
Everts offered a large display of correctly engraved cards. 
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New Jewelry Accents 
tive Sparkling Emphasis to Spring Fashions 


FASHION NOTES 


Big return to scatter pins—promoted as pin 
corsages. 


Pins are smaller in'size than last season. 
Button-type earrings are fashion’s favorite. 
Bracelets continue .to be big business. 
Lavish necklaces fill-in scoop necklines. 


Lovely compacts and carry-alls emphasize 
“pretty lady”? fashions. 





Jewelry designs continue to stress delicacy. 


Blue jewelry is outstanding in entire shade 
spectrum. 


White jewelry is making headlines — stark 
white; white with gold; white combined 
with bright colors. 





by WINIFRED PARKER 


Illustrations: Dorothy Burke 





Baguette-cut rhinestone en- 
semble enhances this brides- 
maid's gown. Pastel enamel 
wedding-ring compact makes 
a perfect bridal gift for the 
bride or for the bridesmaid. 





| is an important part of the fashion ™ 

news for spring and summer of 1952 and gives sparkling” 

emphasis to the various changes that are taking place in” 

general fashions. Not that these changes are extreme in | 

any way, but there are enough sharp differences in style’ 

details to stimulate a new buying wave among your’ 

jewelry customers. 

Jewelry continues to be important with color, with de- = 

Gold pins and matching ear- Sign delicacy, texture variation, and with lavish style” 
rings edged with rhinestones ways of wearing it. It continues to be the most important 
dramatize this coat-dress. A point of glamour in every smart woman’s wardrobe. : 

gold-colored ‘'Carry-All' in . ; ; . 

a black silk bag completes Among the style trends influencing the ways in which — 

“gold-look" in the accessories. jewelry is being worn this season is a concentration of in | 
terest in the midriff area of the silhouette. Some leading — 
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designers favor a lowered waistline, an off-shoot of the 
middy look; some favor a very high waistline, an Empire 
look; and others stress both a lowered waistline effect and 
a natural nipped-in waistline in the same garment. You’ve 
probably been reading in Life magazine about this wan- 
dering waistline, or vagabond waistline, as it is sometimes 
called, but whatever style term is applied to it, it should 
be dramatized with pins, pins, and more pins! The new- 
est way of wearing pins is to group several together in 
one small area to heighten their importance, and newest 
looking ones are slightly smaller in size than they were 
last season. 

Sleeves are providing us with another area of interesi 
to decorate with pins. There are billowy balloon sleeves, 
reminiscent of the Gibson girl, which look well with 
bright pins at the cuffs; there are striking cuffs on more 
moderate sleeves to be pin sparkled; dramatic cape 
sleeves to be adorned at shoulder level; and intriguing in- 
verted pleats in new type sleeves which will get all the 
hoped-for attention when highlighted with pins. 

Sleeve lengths ar> again favorable to the bracelet end 
of our jewelry business, not only in dresses, but also in 
coats and suits which have bracelet length or even shorter 
sleeves. It is still considered chic to pile bracelets on the 
arms by the armloaa! 

Necklines in both suits and dresses are sometimes high 
as a baby’s Christening dress, or scooped out and so low 
they need to be filled in with guimpes, scarfs, or jewelry. 
These will help sell pins, chokers, elaborate necklaces and 
jeweled collars. : 

Hair-styles in all versions leave the ears bare for ear- 
rings, and especially influential are the “poodle-cuts.” 















Iridescent butterfly compact 
makes an ideal gift and acces- 
sory for the June graduates. 
White gold and diamond watch, 
cultured pearl necklace with a 
diamond clasp accent the white 
look in this frothy prom dress. 
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"Sweetberry" pin corsage with matching earrings emphasizes 
the importance of jewelry glamour in spring's style story, 


While there are still many short pendant drops and 
shower earrings, the newest trend is for the button-type 
in big designs. 

Gay colorful corsages of artificial flowers are strongly 
in the fashion picture for spring and summer, and jewelers 
can capitalize on this fad by selling corsages of jeweled 
pins. 

White is writing a new headline in costume jewelry, 
and is offered at higher price levels by every important 
and trend-setting jewelry house. White jewelry is no 
longer just somethirg to sell to get quick summer busi- 
ness, but has developed into an important fashion theme 
in its own right. Blue also is booming, and ranges in 
jewelry from delicate moonstone shades through crystal 
blue tones to deepest sapphire. 

Trifari’s spring and summer line includes many new 
features. They consider contour to be one of this season’s 
important style factors and every earring is designed to 
give a close-to-the-head look, every necklace fits fluidly 
about the throat, and bracelets have new flexible cuffs. 
The neckline doesn’t exist which cannot find its perfect 
complement in their new collection of pins—all delicate 
in design, and slightly minimized in size from last year. 

This spring Trifari have the greatest white collection 
they have ever shown including chalk beads and fragile 
flower petals, and many combinations of white with gold. 
Outstanding is their Camellia series of snowy white 
flowers, in such an unadulterated white that they shine, 
and come in exquisite arrangements from tiny blossoms 
up to full-blown flowers and opulent cluster corsages. 

A rich interpretation of gold with white is featured in 
a pin ensemble called, Golden Threads, and includes 
matching earrings. In this design, three circles of gold 
colored threads are outlined in brilliants and centered by 
a large, simulated criental pearl. 

A very new and beautiful trend is evident in a rhine- 
stone ensemble of choker, bracelet and earrings and which 

(Please turn to page 140) 
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yeRiCA’S FASTEST-GROWING ’ 
~ DIAMOND HOUSE 













Like nectar for the gods is the 


sweet hum of an active diamond department. 






lt means profit. It means prestige. 





it means business! 


Ni Bh KY & fH AT | } | And: its benefits are not confined to 
: diamond sales alone. Its very momentum 


DIAMOND IMPORTERS 
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attracts new friends to every other 
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CHICAGO 2, ILLINOIS We have learned some simple, sure and 
|. _ 35 East Washington Street . — : | iF 
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Follow Through .. . oa 


o RINGS 


In the March issue of JEWELER’S CIRCULAR-KEYSTONE some 
40 pages were devoted exclusively to the merchandising of rings and colored 
stones. This “book” in the March JC-K provides all the fundamental 
information necessary to get a ring department off on the right path toward 
increased profits. Why rings are popular, why their popularity can be 
extended, how rings can be romanticized, how style can be used to sell rings 
—these and many other important aspects of ring merchandising are 
fully covered. 

But, you ask, why all the commotion about rings? In fact, why rings? 
The reason is because you can start immediately, this very day, to increase 
your profits from this too-often neglected department. Ring prospects enter 
your store constantly but they usually leave without purchasing a ring. 

Well then, what is a ring prospect? A ring prospect is anyone with 
whom you come into personal contact in or out of your store! This is no 
extravagant exaggeration either. Every day an opportunity presents itself 
to make a ring sale. For instance, how often does a woman customer say 
to you, “I am looking for a gift for a man who has everything”? How 
many times have you witnessed the induction of a new member into your 
lodge or society? How many times a week are you confronted by an 
undecided customer who says, “I just don’t know what type of gift to get 
for a baby”? The woman, the new lodge member, the undecided customer 
—all are willing, potential customers. These are only a few examples of 
prospects for colored stone, emblem and signet rings. 
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(Please turn to page 134) 
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Ow to capitalize on the stone of the month 
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The sale of rings and colored 
stones can be increased— 
but only through consistent 
effort. To help you do a bet- 
ter merchandising and pro- 
motion job, copies of JC-K’s 
ring merchandising ‘book’, 
published in the March issue, 
are available for 35 cents 
or four copies for a dollar. 

This book is in the form of 
a 36-page, 2-color, 8!/, x |! 
inch book. You and every 
one of your clerks should have 
a copy. Address Jewelers 
Circular-Keystone, 100. East 
42nd Street, New York 17, 
N. Y. 
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iy 4 the jewelers most valuable asset 
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As your customer's confidence in you increases so does the value of every- 
thing you sell. In no other business does confidence play so important a 
part. You can create this confidence or increase the confidence you already 
have created by featuring the diamond that is KNOWN throughout the 
country for its uncompromising value . . . the diamond that has earned the 
confidence of all. 
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311 South Akard St. F oe The diamond with the signature no other can copy 
Los Angeles B A t \4 é () | |) 
220 West Sth St. : 

62 WEST 47th STREET, NEW YORK CITY, N. Y. 
tal Brothers, Ine. 
Melee Plant: Diamond Tool Research Co., 304 East 45th Street, N. Y. C. 


305 East 45th Street, N. Y. C. 
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OW to capitalize on 


Color: 


The highest standard of color for the emerald 
is a clear, sharp green. Tones range from a light to 
dark velvety green. Unlike some other green stones, 


emeralds retain their purity of color under artificial 
light. 


Visual Characteristics: 


Clear, transparent stone. In most cases emeralds 
are usually flawed and flawless stones of good color 
are extremely unusual and therefore extremely valu- 
able. The feathered inclusions which are characteristic 
with most emeralds sometimes give the stone a mossy 
appearance. Synthetic emeralds are being produced 
and are so like the natural stones that they are difficult 
to detect except with instruments and the know-how. 


Wearability: 

Emerald is a hard stone but a little softer than 
its sister gems in the beryl family, aquamarine, ete. 
While its hardness make it resistant to surface mar- 
ring, it is susceptible to fracture and reasonable care 
in wearing it is advisable. 


The EMERALD 


Usual Cuts: 


The cut which bears its name, the emerald cut, 
is the most usual cutting for this stone although it js 
often brilliant cut. Stones with many flaws are fre. 
quently cabochon cut and sometimes engraved. 


Astrological Significance: 


Love and Success are attributed to the wearer of 
the emerald, the birthstone for May; the zodiacal sign 
is Gemini or the Twins. The emerald in early lore 
was believed to forshadow future events. To it also 
was attributed the power of revealing the truth and 
being the enemy of all enchantments and conjura- 
tions. The stone also was believed endowed with the 
power of strengthening the memory of its possessor 
as well as fostering his eloquence. It worked not solely 
for the ambitious but for lovers as well, revealing the 
truth or falsity of their troths. The green of the 
emerald was believed to be especially beneficial to 
the eyes and perhaps the best known proponent of this 
was the Roman emperor Nero who used one as a 
monocle in viewing the shows he “produced” at the 
Coliseum. 
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NEWSPAPER AD 


ANNOUNCER: 


This suggested newspaper ad is a reproduction of an 
ad mat prepared especially by Metro Jewelry and 
Optical Service, 80 Madison Ave., New York, producers 
of a syndicated service providing ads for jewelers. 


RADIO COPY 


City Jewelers have diamonds for $550.00; or you may want 
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been checking up on a glamorous glamour 
girl .. . her name? ... Cleopatra! And 
they find that this famous lovely was so 
fond of emeralds, the jewel for May, that 
she owned not one ... but entire mines 
of them. City Jewelers are headquarters 
for the very newest styles in birthstone 
rings, and they invite you to come in and 
look over their magnificent collection. 
This month they are featuring emeralds, 
the birthstone for May, and offer an un- 
usually wide choice in a complete range 
of prices. You may be interested in a 
genuine emerald, set in a platinum band, 
and encircled with 10 large and full-cut 


to buy a 14K gold costume ring, set with 
a jewel cluster of simulated emeralds, 
white zircons, and simulated pearls for less 
than $50.00. Whatever price you pay, 
you are sure of top fashion at City Jew- 
elers! And most women, you know, have 
a lot in common with Cleopatra when it 
comes to emeralds. Whether or not May 
is the birthmonth, women love to wear 
emeralds because the green jewel radi- 
ance is so flattering to all types of color- 
ing and beauty. Plan to visit the emerald 
collection now on display at City Jewelers. 
City Jewelers are at...... Main St. 
ee in your City! 
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Birthstone for May 


Romantic Background: 


The history of the emerald goes far back in an- 


tiquity; in Rabbinical legend it was one of the four 
stones bestowed by God on King Solomon, possession 


of which was said to have endowed the wise king with 
power over all creation. History relates that. the 
emerald was a favorite stone of Cleopatra.:afid her 
mines near the shores of the Red Sea were the earliest 
source of the stones. These mines were completely lost 
until their rediscovery in 1868 when they were found 
with the tools and mining appliances just as the miners 
left them centuries ago. 

While emeralds have been found in several dif- 
ferent parts of the world—Siberia, Australia and some 
in the U. S., in North Carolina—the most notable 
discovery of fine emeralds was’in South America. 
When the Spaniards in the early 16th century set 
about the conquest of the Incas in Colombia, it was 
found that the Indians possessed many fine stones 
which they used for self-adornment as well as in their 
temples. The location of the mines was a carefully 
guarded secret of the natives and it was only by chance 
that the Spaniards learned where they could be found. 


the stone of the month 


In 1588 the “lost” mine at Muzo in Colombia was 


rediscovered. It is this mine from which many of the 
world’s famous emeralds have come. 


Mexican history tells of a golden throne in the 
palace of Texcuco, one of the Indian kings which was 
surmounted by a human skull covered by a large 
pyramidal emerald. The base of the stene was so 
large that it covered the palm of a hand. Cortez took 
the stone and sent it to Spain but the ship bearing it 
was captured by the French and the stone wound up 
in the possession of the French king Francis I. 

One of the large Colomisian emeralds was carved 
into an unguent jar by Dionysio Miseroni, famous 
Italian gem engraver of Milan. Cut from a single 
large crystal, the completed jar weighs 2,680 carats 
(nearly a pound and a half). It is now owned by the 
Austrian government. 

Many of the Colombian emeralds were lost by 
the Spaniards to pirates who found the Spanish plate 
ships rich prey. Undoubtedly many such stones are 
part of the buried treasures of these buccaneers along 
the coast line of the United States which was a favorite 
“burying ground” for the sea marauders. 

Today fine emeralds are a rare item. 
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WINDOW DISPLAY 


A tiny reproduction of a statue of Venus is sug- 
gested for this setting, since it was to Venus that 
the ancients dedicated the Emerald. A tiny classic 
column can hold the handsomest of your Emerald 
collection. A bunch of purple violets nestle beside 
a copy card carrying such a message as—"'Emerald 
—Birthstone for May—Dedicated by the ancients 
to Venus, Goddess of Love. Today a gift truly 
symbolizing love and regard for those born in 
May." The little figure and column can probably 
be purchased from an art material shop or possibly 
they can be borrowed. 
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Camden, N. J., dealer reports 


‘‘in strongest possible selling 
position with Keepsake in store.” 






ee . 
vor h 
oo Can nnw 91° 
goo ott - Keepsake Jeweler Sy 
me Diamond helps another 


Camden couple to make 
the perfect choice. 








Rings enlarged 
to show details 
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Sy Diamond Jewelers Attributes Success 
to Volume Built by Famous Keepsake Line 
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DIAMOND RINGS 
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Only Keepsake Offers You All These Big Selling Advantages 


Saleability — Nationally Advertised by the biggest campaign in brand-name rings. 











The strongest Guarantee in the trade . . . gives every Keepsake customer written proof 
of quality. 


The words ‘“‘guaranteed registered perfect gem” appear on the Keepsake Tag. 
Keepsake prices are nationally established. 


Exchange privilege is assured if turned in later on a Keepsake of greater value. 
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Guaranteed by the Good Housekeeping Institute. 


gut OR REFUND 
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© Guaranteed by @ 
Good Housekeeping 
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For the Consumer: 


"Romance of Rings and Birthstones," a full-color booklet, 
is keyed to stimulate consumer interest in rings and 
colored stones. The various stones are portrayed in color, 
with accompanying text, to create a ring-conscious public, 
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Wn all jts~ammunition in hand, the tive Committee, under which manufacturers and whole. 
Jewelry Industry “Council fires the first gun of its salers may participate in distribution, so that every retail 
year-round sales program for rings and colored stones jewelry store in the country may have an opportunity 
this month. Coinciding with the announcement of the to make use of the booklet. Each one will be imprinted 
ring selling program, the Council also has announced the with the retail jeweler’s store name and address, in the 
availability of two important selling tools to help the style preferred by him. 
jeweler in increasing his ring volume. ‘The first is an 
impressive and attractive full-color booklet entitled “Ro- PLAN BOOK FOR JEWELERS 
mance of Rings and Birthstones.” Samples of these The second selling tool provided by the Council is 
booklets have already been sent out to jewelers through- designed to provide the jeweler with a plannéd yesr- 
out the country and additional copies are available to the ‘round program of promotion for rings and colored 
jeweler at only a fraction of their production cost. stones. This is the Plan Book which goes deeply into 

Purpose of the booklets is to create consumer interest the fundamentals of the ring and colored stone market 
in rings and colored stones. The various stones are por- and tells the jeweler what to do to stimulate interest in 
trayed in full color; each is so compellingly described in this profitable end of his business. 
its accompanying text as to create a vivid and lasting In its introductory pages this plan book, in a special 
impression of the stone’s intrinsic interest, its desirability message from the Council’s president, A. EK. Haase, points 
and true significance to the wearer. up the opportunity that is presented to retailers, under 

the heading “Rings Respond to Selling Effort’ and the 
MANY USES FOR BOOKLETS sub-heading “The Old Law of Cause and Effect Still 

The booklet is to be given to customers at the counter, Works for Rings—Do Nothing; Nothing Happens! Do 
to be used as mailing pieces, to be shown invitingly in Something; Something Happens!” 
window displays along with a special display card from “As your own store records may reveal,” it is pointed 
the Council, or used as “silent salesmen” in attractive out, “stone, emblem, signet and initial ring sales once 
plastic dispensers that carry the invitation, “Please Take meant a dependable, profitable and worthwhile part of 
One.” a jewelry store’s annual volume. : 

Virtually all of the underlying appeals to human in- “If the volume of ring sales is no longer significant in. 
stincts and the deepest impulses upon which people act your operations, then ask yourself this question: “Have 
when they buy a ring, are presented in a way to intrigue I really been trying to sell rings?’ 
and stimulate a reader, in any walk of life. Both natural “The purpose of this year-round plan book is to re-: 
and synthetic stones are given suitable, exact and digni- mind you of ideas for increasing your sales of rings and 
fied treatment in the booklet. to suggest some that may be new to you. 

While members of the Jewelry Industry Council will “If your ring sales have dropped in recent years, try 
of necessity be given first opportunity to get all the copies putting some of the suggestions in this book to work. 
they may require from the first and relatively large edi- “Also: Consider taking advantage of special offers. 
tion, a plan has been approved by the Council’s Execu- that will be made to you from time to time by various 
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For the Jeweler: 


The Plan Book is designed to provide the jeweler with a 
planned year-'round program of promotion ideas. The ex- 
tent of the ring. market is fully covered and suggestions 
for stimulating prospective ring customers are offered. 
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The Jewelry Industry Council coincides the announcement of its year-round 
sales program for rings with the release of two important jewelers’ selling 


aids—the Plan Book and a full-color consumer booklet on rings and stones. 


any given year. The statistical tabulation on this sub- 
ject as presented by the Council is as follows: 


ring manuiacturers to help you increase the sales ol 
rings. 








“Nothing new—no new product—has been created to Aveonms Ne. Per Cent of 
take the place of rings. You face no new» competition Month Brithdavs Annual Total 
with respect to rings. <7 10: 

“What has been done so successfully before can be e-em ryote 7 
done again—and perhaps more speedily—with the help March , 12.507.880 as 
of an appealing booklet for the public such as ‘Romance A = 11.603, 696 age 
of Rings and Birthstones.’ Ring sales do respond to * . 11,754.34. bi 
selling effort.” pore | 

Council Chairman, Maurice Adelsheim, Sr., S. Jacobs 4 mye jo 
Co., Minneapolis, writing not only as chairman of the pies . peep 99 
Council’s Board, but also as one of the leading retail ooo b 13.412.065 8.9 
jewelers of the country, in these same introductory pages rt ™ io one oon 29 
says: eT 

“Don’t start and quit. One or two ads in newspapers, omar od monet re 
for example, will bring very little in the way of results. are ty 
Be Consistent. Plan for continuity of effort. Before you Total Birthdavs 150.697.361 


start, work out the spots for rings in your store’s overall 
advertising schedule—in advance.” 

Also in its introductory pages, Council calls attention, 
by the use of statistics, to the fact that the birthday-gift 
market represents a particularly inviting field for rings— 
especially birthstone rings—for year-round promotional 
efforts. Those statistics show that each month of the 
year has a fairly uniform share of the total birthdays of 
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BASIC APPEALS OF RINGS POINTED OUT 


Over the years the public, itself, has determined for 





the jewelry industry the basic appeals that sell rings, it 
is pointed out by the Council in the Plan Book. In the 
public mind a ring can imply distinction and achieve- 


(Please turn to page 150) 


119 











te gpa 





Je 2 Pee Diamond exec ir ; 
4 ~¢ - 
=n and ru roads. a th matching —_ 
cll Americs, hove pay Diy ey sa sete : 
= re wipe jsitely te ored 
eer ae am inating ir « ey tae 2 
Mere ore ® oT and COMMERCIALLY“ PERFECT— . = red vas 
EYE-PERFES is amply 6 reer about way Foie 4 hears 
The ono ot oe _ fo tre SS bik 
etling yo* . : . i. 
are — he diamond ie o@ oars ample? 
This is jut © way of am thet s + mesa 
white - y white equally opp: 
wane OS have @ definwe yellow ung* 1 
- nab it implies that the ste 
because —_ 
This term ts tedoo oeeiné may be, correctly cot 
fain to cut, ond yer be inferior ia 
- . 
CLEAN— cased te describe on ebsolutely Oe tere a 
if this te ee objection to © But — L- — = ‘ 
March 2 stone, there cone which has imperfections "er vee designed 8 
- ft qwith * 
9,1 o dexcribe © paked eye The orrect = ve dont ibe 
pot vimble te the ~~ ae fog ; ves 3 
on : “ 


. s 
ere “shi i e neal 
, ° = dos gene & ° alors oom wv 
/ / ITE pited The set coum 
- , a F i 
FOR THE eee BLUE- vad _ sed of oft ont it pee oi ime 









= == tatty 
t — = 
. The re! 
pear im the Secu nemiticane p two-fe 4. Amethysts op. 
ine Oe . ad igh Priest t 
Amethyst - ¢ y stand for the f o af an : 
ory ng are traditional ring for bisho: at cia 
mi 4 od . , ' ant 
=< - wently drunk frem amethyst ol ~~’ “is 
* were found 
Pharaohs: the were the ¢ t * py Sh 
(reat whose solved 























i 4 
erchante gmt t 
This term is the ™ 4ized ™ ng. Sorte ™ only finest aa 
because it has ne — ~pive write” but i® cenit -_ rings lack Loge! 
Y dent ae call alt thee Seerot diamonds have 0 weanle Une Aveitiew 18) 
en’ ow Ty 
Raise sapts oe - wid. ; 
formal White Hous “Make room for we can depend ams the fect at Gat erent tor 53} d in th ts eis 
A . exactly o © ve donee wun ' Beckios® wan alee ms of Catherine th 
Col | Crockett. erent 7 j m® the crear wel of the net St 86,000. The 
a time when that mnienenss 0 eee hove f inlegi 320€ ill You Join Me? Prince of Wales of the King of Engiand era's” 
aod wee codes Congressmas, 
honest backw ! doen —t—- iN ood ae ean cas 
2 to being President, wes ¥* Ne eb © vege ears ase Spanish shi sank of? nd aatd Ore found pr pall? . tl age ~ te epe.t 
nigh clear and mae P Sank o annd Mad r als, B 
nd voice thet wee ter . pimeel ea. > enreien i¢ - agusca ey do not « * 
@ seco makes room ~ Folly Be 5 priate atch easily 
Theo - “Coles { Creckett e ‘on porte — for beth men « 4 wo y. pi o- ‘ 
— pon gore ESTION BOX been vat “ars in doubioons and I hav Weariog an Amethy D ettrans end anys ran é “2 
friends, the world wf x Maree rt ing — organizing an noblest ™ . 1 attract only the ~w N asso- 
» oF ‘ do act raice Nine aper poor hy the t t precia ng expedition ~~ > vine he The mas account fs one sorroy ciated with the jnue 
‘with profeend gee aor fe I apittn that ¢ “pene lh birth te ~~ , as ot ~~ ind. © other object is sy ine 
. . . ° i: ion plo. e -old ee 5 80 Close 
. Faxon m. tearless, te seeest spond ® ever-ch . au se — en tween a ma 
estimate of ego. but rs tags ot oot ton engin fh has lon 
@ Salee recom gin ‘one of wtegrity, Q—Whet etn Gee te describe nest? \ianeo = . but an old § = deen recognizer 
sat wee there te some con o wr 
and indus. A Tenet own eionee oad secre, Brame caring quer = he disse r that 4E ned the stable value aud a 
osion, even SmOns & macy he: At low gt etter located " lace’ them 
‘ e {irg called “vopes” oad mee? Pots, is king 4 ean be found wi at Se eke 2 
impression thot ft is Ors than quarts, ang N It's ah “ - QUESTION BOx m0 ars t ae 
—s corety diferent G0m, SPCC” Lh ise heavier w if you do not nations ‘Dia amo nde h nan that of ma 
4 hapger and more brillisat. puiabed from, the wuck Lh rai h 9 Join me to chase that o~ - sion ave n the most priz 
raf Y on therefare be dees ‘ vast n oma m “ us search for the _ ~ oe ~~ —— the new poe i eo tructive wars t sm 
° ‘ I ur own hea e jon nt = ~ 
© grea’ ‘easures t “ Times; and the . $ a 
a by means of » borse cC reel y mat no Prades eae “eel “yea own 1 o In Me pois -™ . nce . 
- among the Kirgh e wife iy en heres and is pursued by ” irigates of . reck or ruin a- of reddi Bod a es on . pen nder bodice: 
The eiigivle ert eee preventions to ber ry —s our own hearts is ae ty old, but cle ¥, Within > compan of t a um ox side nd ce oe “ The e tone - beaut ort nae is he who 
men who '™ bat & @ . th unto "he = hed of prod oes . ne entists perf uty of nd. « 
ae youne Spey he catches her be ui of kin band eeetnens Pre are silver on vote ally — not son the h d, se 
te best off unwelcome suitors choca te ber heart ind words and noble -_ Precious jewels of "> es ght pano of a il 
en sdvasiage vo the one she bas . = fr ip and love. Why this ve o~ plac - ormed ‘te int o— 
- start reclaiming the treasure. FY day we can ‘te asad ania ano, th * colon , 
Will joi . i r and : ay the eh 
you join me in my expedition ? mea h at of» = hi ‘t pcr indies: 
will show ec h great / nds of 
- oo oo ee . 
of the diamond 


f 
ndispute + al “Oyster- 
t Role 

pe we e then 68 





aatifil Amethysts 
al significane 





— 
2 3 

















Gem Education 
For the 


Customer and Clerk 


Novel ad series and window displays 
create customer interest in gems at 
Shaw’s, San Antonio, and courses in 
gemology provide the salesmen with 


the answers to customers’ questions. 


enents an old Chinese proverb that says, 

roughly: “Know yourself and know your enemy. Then 

if you fight a hundred battles you will win a hundred 
victories.” 

Somewhat paraphrased it still applies at Shaw’s, “Texas’ 

Greatest Jewelers,” in San Antonio: Know your subject, 


know your public’s weakness. Then attract a hundred 
customers and you'll sell— 


—Well, a lot of rings! 

Shaw’s works diligently toward that end. Education 
is the keynote of ring and gem merchandising in this 
brightly-lighted, ultra-modern progressive store located 
at one of San Antonio’s busiest downtown corners. But 
the education consists of more than occasional sales meet- 
ings to acquaint the employes with the merchandise or 
with the names of the gems. It goes right to the bottom 
with both clerks and customers. 

Customer-wise, this education works in two media-— 
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Shaw's "Sunday Section" provides the reader with the 
background story of the various gems, presented in a 
readable and interesting format. Below: Barnett Shaw 
compares rough and finished amethyst for a customer, 





by PATRICK J. GALVIN 


newspaper advertising and window display. For the most 
part, in the past, the newspaper advertising has taken the 
form of pointing out the proper stones for the propel 
months and stressing the fact that Shaw’s is the place for 
quality and for honest value. But in the middle of Feb- 
ruary, Barnet Shaw, manager, launched a series of half- 
page ads in one of the Sunday newspapers with a strong 
educational slant, designed to stir interest in gems and 
gemology. 

Headed “Shaw’s Sunday Section,” these ads appeal to 
the public’s interest in gems. People want to know what 
the gems are, where they come from and why, and they 
have a weakness for the legend and folklore that grows 
around them. They might have questions. The “Sunday 
Section” attends to that, too. 


It leads off with a “Thought for the Day” which might 
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SPRING PROFITS 


Turning a prospect into a sale during 
this busy season—depends largely on 
prompt, reliable service. Kimberley 
has been successfully serving jewelers 
with thoughtful selections of loose or 
mounted diamonds for nearly three 
decades, Let Kimberley's dependable 
service make this Spring-Time your 


Profit-Time. 
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Shaw's March ring promotion win- 
dow featured the birthstones of 
that month. Card in background 
told the story of the two gems 
which were illustrated in actual 
jewelry displayed in front of it. 


be any attractive sentiment on a rather high plane. In 
one section, for instance, it was an expression of faith by 
a Chinese philosopher of a thousand years ago, and it 
was so labeled in the section. 

Then there is a short question and answer section on 
wedding customs. Jn the March 2 edition the question 
was “Why is a bride carried over the threshold?” And 
the answer: “Because superstitious people once believed 
if the bride stumbled in the doorway her marriage would 
be unlucky.” 

Following this, there is a monthly feature headed 
“Stone of the month” which tells the history, source and 
legend of that month’s birthstone and compares it with 
other stones. The ad also carries regular ring ads under 
the caption “Shaw’s Spotlight Values,” promotion of some 
other item such“as a watch, and a joke labeled “Story of 
the Week.” A marginal box says the ad is “dedicated to 
the cause of more FACTS, less hokum in advertising.” 
The whole ad is designed for—and gets—high reader in- 
terest. 


ADS BRING QUESTIONS FROM CUSTOMERS 


The ad is numbered like a newspaper or a magazine. 
The first one was Volume 1, Number 1, and the number 
goes up one each week. Shaw has no definite plans on 
how long the series will continue. There has hardly been 
time enough to tell if it really sells more rings, he says, 
although “it is surprising how many people have started 
coming in with questions. They bring in old stones that 
have been passed down through the family and want to 


know what they are, or they come in with all sorts of 


questions.” 

While Shaw won't estimate the sales power of the ad, 
it’s a logical conclusion that more traffic means more 
sales. 

The history of Shaw’s educational window displays is 
much longer. Years ago Shaw’s drew wide attention with 
an annual display on gemology. Some 20 running feet 
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of window space was devoted to a layout showing raw 
ageregates and minerals from which the various gems 
were cut, with window cards explaining the hardness 
scale, the similarities and differences of various gems, 
geographic sources and other such data. 


REGULAR STONE OF THE MONTH WINDOW 


Besides that one super-display, Shaw’s keeps a running, 
month-by-month window featuring the current birthstone, 
Included are various styles of settings with different cuts 
of the gem and a window card giving just a bit of the 
background of the stone, with a taste of the legend in ~ 
its history. This is not nearly as complete as the descrip. | 
tion and data carried in the weekly ads. As an example, | 
the card for the month of March reads: | 

“March: The heliotrope or ‘bloodstone’ is a variety of 7 
green jasper with red spots. 

“Legend says that drops of blood from the body of © 
Christ fell upon a piece of green jasper at the foot of the™ 
cross and spotted it with red. a 

“The companion birthstone for March is the aquama- 7 
rine which possesses the greenish-blue color of the sea. ~ 

“Aquamarine is a variety of the mineral beryl, as is 7 
emerald. Its hardness and other properties are the same ~ 
as emerald, from which if differs only in color. The finest — 
stones come from Brazil.” 

This educational theme in ads and windows is backed | 
up in the store. Shaw insists that his salespersons know © 
what they’re talking about when they undertake to sell 7 
a gem. They should, he says, be able to answer any ques 
tions that might come up and they should be able to” 
volunteer authoritative information on stones for the cus — 
tomer. ; 

Three salesmen have nearly completed correspondence | 
courses in gemology taught by Dr. Paul Storm of the’ 
University of Pennsylvania geology department, under the” 
auspices of the Diamond Council of America of which 

(Please turn to page 152) 
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precious colored stones, loose diamonds 





Specify price range desired. 


RAYMOND ABRAHAMS 


551 Fifth Avenue e New York 17, N.Y. 
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Romance of Gems 


Sells Rings and Jewelry Over the Air 


Radio has proved an excellent medium for promoting public interest in jewels 


and jewelry by Baird-North, Providence, R. I. Many direct sales were made to 


customers who asked for a ring with the particular jewel featured on the air. 


ae 

—— is a fine teacher,” is a saying 
with which none of us quibble, and five years successful 
experience in selling rings and other jewelry by radio has 
given me a healthy respect for this medium. 
. “Jewels of Destiny” is the name of the program | wrote 
and narrated for Baird-North in Providence, and when | 
would tell a story of some particular jewel, and people 
would travel fifty or sixty miles to buy a ring set with 
that particular jewel from Baird-North, when they could 
have purchased a similar ring in any of several fine 
jewelry stores in their own city, we were convinced of 
the selling power of radio! 

Much of our success was credited to the type material 
we were using, for all of my Jewels of Destiny stories 
were woven about a jewel background and were slanted 
with an emotional appeal that everyone listening could 
understand and respond to. We were not trying to sell 
music, baseball, or quiz questions to jewelry store cus- 
tomers, but were selling actual jewel interest in every 
minute of air-time. 


MANY ADVANTAGES OFFERED BY RADIO 


There are many advantages to be found in radio sell- 
ing, and one of the first is the receptive attitude of your 
audience. People tune in a program because they want to 
listen to it, and feel a sense of good-will toward the spon- 
sor who is bringing them enjoyable entertainment. Con- 
sequently they become genuinely interested in his mer- 
chandise and have a friendly receptive attitude toward 
his sales message. 

A second advantage is the prestige your store name 
assumes with the public. Your name is heard many times 
on a program show—during the introduction, commercial. 
and signature—and it is kept before the public by cour- 
tesy announcements which the station carrying your show 
broadcasts many times a week. The station is as eager as 
you to build interest in your program. Every station 
break commercial you make during the week inevitably 
brings to mind your entertainment program, and the 
cumulative effect is necessarily valuable. There is a 
psychological advantage too, in the fact that people tun- 
ing in to your show are generating an interest within 
themselves. They are looking for something from you, 
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by WINIFRED PARKER 


and you are not always having to sell them from the 
outside. 

A third advantage is the ease with which you can 
determine the selling power of this medium. There are 
all sorts of measuring gimmicks you can use to check 
commercial response. One of the simplest is to “con- 
mercial” jewelry which you do not advertise by any other 
medium. 

A fourth advantage is the power of a double sales 
punch. With each entertainment program you get insti- 
tutional selling of your entire store in a prestige way 
beyond compare, and you also have an opportunity to 
make direct sales of merchandise in the commercial. 


PUBLIC INTERESTED IN JEWEL STORIES 


Naturally in five years of continuous broadcasting we 
experimented with several different types of format, but 
we learned that our audience was mostly interested in the 
jewel stories, and that extraneous window dressing such 
as musical settings and guest-interviews, while adding to 
the color and mood of the program, added nothing what- 
soever to our weekly sales. We found that people came 
to buy jewelry because we had stirred their interest, 
emotionally, sentimentally, and educationally, and that 
usually they wanted a jewel as similar as possible to the 
one which had been the center of story interest. 

For instance, after a broadcast about a strange sap- 
phire that was used, during the eighteenth century, to 
judge women’s virtue, a man and girl were drawn like 4 
magnet to Baird-North. They came fifty miles from 
another city and purchased the actual $295 ring we had 
“commercialled” on the program because they felt it had 
more romance than any other sapphire they could pos 
sibly buy, and they wanted the prestige of owning 4 
“story” ring from Baird-North. It was a happy example 
of institutional and commercial advertising paying © 
in one sale, and we had many such experiences. Besides 
this kind of direct selling, the store felt an impact in unit 
and volume sales in all departments that were directly 
traceable to their radio show. The diamond department, 


(Please turn to. page 153) 
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Short Course in Gemology 


The information about jewelry stones which a jeweler should have in order 


to give satisfactory service to his customers is neither complex nor difficult 


to understand. This series of articles is written for that average jeweler. 


Part XI—Chrysoberyl 





- ARE a number of stones in the semi- 
precious category which are extremely important. to the 
jeweler. Some of these are expensive, the fine qualities 
at times more expensive than the lower grades of the 
“precious” group. These expensive stones—occasional 
opals, alexandrites, catseyes, and the like, are the reason 
that modern jewelers prefer not to usé the traditional 
“semi-precious classification which can beso misleading. 

In our discussion of emeralds we included two of the 
colored stones that are members of the junior group: 
aquamarines and morganite. It will be recalled that all 
three of these jewelry stones are varieties of the same 
mineral, beryl. Fancy sapphires—the yellows, oranges, 
violets and pinks—likewise received their due in the de- 
scription of the corundum group to which they belong, 
together with rubies and sapphires. It should be noted 
now that with but two exceptions (peridot and turquoise) 
all of the remaining stones are better regarded primarily 
as minerals and secondarily as jewelry stones, for this 
simplifies their recognition. It has already been men- 
tioned, but will do no harm to repeat it here, that the 
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The two better oktiown’ varieties 
of chrysqberyl are alexandrites, 
top, known for their beautify! 
color change, green in daylight 
and red-violet under artificial 
light, and the catseyes, below, 


by FREDERICK H. POUGH 


Curator of Geology and Mineralogy, 
American Museum of Natural History 


color of most jewelry-stone minerals is due to accidental 
colorations caused by minor impurities. Sometimes we 
find that the color differences give rise to entirely dil 
ferent names, like ruby and sapphire, or_ emerald and 
aquamarine. Sometimes, on the other handj- we find 
them almost disregarded when we speak of white zircons, 
blue zircons and green zircons, or red tourmaline and 
ereen tourmaline. The similarities of crystal form and 
general appearance which are so obvious in the uncut 
specimens would impress on the student their mineralog!- 
cal identity; for this reason it would be a small but 
profitable investment for the jeweler to make a collec: 
tion of uncut crystals. These would impress upon him 
more than pages of words, the fundamental individuality 
of his cut stones, which, in their preparation, have lost 
so much of their character although gaining beauty 
(Please turn to page 144) 
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one of the most unusual 
Cultured Pearl Promotions 
the industry has ever known! 


A Customer FREE GIFT OFFER 
sponsored by IMPERIAL PEARL SYNDICATE 
that will bring crowds to 











your store for a carefully-matched, 
specially-priced 

Registered and Insured 

Imperial Cultured Pearl Necklace 
and the UNIQUE once-in-a-lifetime 
GIFT that goes with it. 
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IMPERIAL PEARL SYNDICATE 


World's Largest Importer of World's Finest Cultured Pearls 
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|. Bold color treatment highlights these new Lord 
Elgin watches. Model at left has jet black textured 
dial and black suede strap; right, model is lemon- 
colored with cobra strap. Each retails at $87.50. 


2. Claimed to be the smallest self-winding watches 
ever made, these ladies’ Autowind watches are being 
introduced this Spring by Gruen. Models shown are 
smaller than average size wedding, rings. ‘Mayfair,’ 
left, retails at $135; "Mayfair Superb" at $165.00. 


3. Hamilton's new Lapel "D" model for women who 
are intrigued with the way Grandma pinned her favor- 
ite timepiece to her bodice! Inverted dial is sterling 
silver; case and pin are 14K gold. Retails at $125. 


4. For 1952, a presidential election year, Bulova is 
introducing its new "Bulova President Series" of 
2\-jewel wrist watches. Comes with matching expan- 
sion band and a special box. To retail for $49.50. 


5. Each Eterna-Matic Chronometer carries a certifi- 
cate of performance from the Swiss Horological 
Observatory. Stainless steel model retails at $150; 
18K gold model retails at $400; prices include tax. 


6. A watch for Nuns, with an authentic full color 
drawing of Sacred Heart on its dial, has been intro- 
duced by the Ollendorff Watch Co. With 17-jewel 
movement, $31.90; 7-jewels, $29.50; both Keystone. 


7. "Charles the Great" men's expansion watch band 
designed to "blend" naturally with watch cases. It 
is 3%4"' wide with tube ends in sizes to fit every 
standard watch case. Classique Jewelry Mfg. Corp. 
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(ULTURED PEARLS 


eFine quality pearl necklaces at all prices. 
eUndrilled cultured pearls. 


e Graduated assortments. 
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|. Popular-priced earrings for pierced and unpierced 
ears, by the JMS Jewelry Mfg. Co. of Bloomfield, N.J. 
They are available in 10Kt. and 1/20-12Kt. gold filled. 


2. Double dangle earrings by the Alice Jewelry Co. of 
Providence, R. |. Upper part of earring is permanently 
fastened to the earwire; lower dangle is suspended 
from back of the wire. Styles in this line retail at $1. 


3. Something new in a pierced earring by the White 
Co. of No. Attleboro, Mass. To attach, the simulated 
pearl or ball is unscrewed and the wire is inserted 
through the ear. Pair retails for $9.00, plus tax. 


4. “Perma Clasp” is a magnetic jewelry clasp that re- 
quires no catches or fasteners. It is rhodium finished; 
rhinestones or mother of pearl ornaments. For details ; 
write to Perma Clasp Co., 108 S. 8th St., Philadelphia. 


5. Designed as a gift item—especially for Mother's 
Day—is this simulated pearl necklace by Deknatel, 366 
5th Ave., N. Y. Clasp is made of mock moonstones. 
In satin lined ivory leatherette case; $4.95, retail. 


6. "Kwik-Change" is the name of this interchangeable 
emblem, initial and class ring, which is available in 
assorted stone sizes and shapes. From Falcon Stone 
Ring Co., a division of Karlan & Bleicher, of New York. 
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A HANDSOME DISPLAY CABINET! 


($10 VALUE) — ON 30-DAY APPROVAL OFFER , | / 


TO INTRODUCE Fe 


THE BRILLIANT NEW LINE 
OF MEN’S “HAND-CARVED” GENUINE MOTHER-OF-PEARL JEWELRY 
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* A FREE LUCKY CLOVER CUFF LINK AND 
lus TIE SLIDE SET (RETAIL VALUE $4) — 
OUR GIFT TO YOU WHETHER YOU KEEP THE 
DISPLAY UNIT OR NOT! 
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Ce — READ THE NO-RISK GuarRANTy 
— AND GET your FREE Girt set! 
eee, 


LOOK AT THE PROFIT! 


This beautiful glass-top display cabinet ($10 value) is yours with order for 

only one dozen sets . . . to acquaint you with SQUIRE — America’s most YOUR COST = 
distinctive line of men's jewelry, featuring “hand-carved” Mother-of-Pearl c 
in fast-selling designs by the country's leading stylists! Made by Taunton FOR 12 SETS $27 

Pearl Works — a leader in jewelry manufacture for 50 years. YOU SELL 


Sensational value and markups! We take all the risks to prove to you 
that the SQUIRE Line is best! Reorder from your Whole- FOR $67.75 
(TAX INCLUDED) 


A NEW IS BORN! 


See the distinctive new 3-way display package AS ADVER- 
TISED IN JUNE ISSUE OF ESQUIRE MAGAZINE featuring hand- 
carved Mother-of-Pearl Men’s Jewelry at the price of ordinary 
men’s jewelry! 

MAIL COUPON TODAY! FREE SET OFFER EXPIRES JUNE 30 


[ reunion Foor sang FREE TRIAL OFFER 
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Send the unit as illustrated. | understand that | can keep it for 30 days 
without any obligation — and that the lucky clover set is a free gift to me. 
Within ae fos either hopes — ge sear sei bat gens ig 
will send in full payment. (Terms 2% ays. ipped F.O.B. Taunton, ss. 
* TO PROVE TO YOU Ri <n . 
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In-Store Displays 


(From page 93) 


times it is desirable to put a decorative frame of some 
kind around the case, but such a frame must be simple 
enough not to detract from the display itself. A square 
or rectangular case can be converted to a round one by 
masking part of the glass front. 

For the Mother’s Day display, a calendar page for the 
month of May is tacked to the background. A carnation 
covers the Mother’s Day date and ribbons extend from it 
to a copy card featuring silver copy placed near the front 
of the case. A cluster of carnations holds the ribbon ends 
in place. Gift suggestions are arranged on gift wrapped 
boxes and on the floor of the case. 

The second sketch shows a counter unit for featuring 
flatware pattern designs. The fabric covered drum with 
spoons wired all around it turns freely for complete in- 
spection. The drum may be attached to a turntable base 
or the top of the drum may be fastened to a dowel which 
will turn in a casing drilled in a wooden base concealed 
by the drum. A mechanical turntable may be used if you 
wish and would be good for making use of the same 
unit in the window, but for a counter display, it will 
have more attraction if the customer can turn it herself 
and examine all sides as leisurely as she wishes. The 
unit may be placed on a counter pad with a place setting 
or assorted pieces of hollowware and a copy card. 

The third sketch illustrates a wall case treatment tying 
up with the window display shown on the facing page. 


———— 


The fashion figure silhouettes are repeated while place 
settings are dramatized by being shown upright againg 
the wall of the case. This can be accomplished by wiring 
the flatware pieces in position to rectangular panels gov. 
ered with linen or other fabric to simulate a table cloth, 
You can use flatware clips of course if you have them, 
The plates are held in place with plate hangers attached 
to the panels. A copy card appears with the place setting 
panels and hollowware is arranged on the floor of the 
case. 


FLOWERS IN THE COUNTER CASE 


The fourth display is designed for a shallow counter 
case. A low basket filled with tulips or other spring 
flowers (these would have to be artificial) occupies one 
corner of the case. Ribbons, harmonizing in color with 
the flowers, extend diagonally across the floor of the case 
with teaspoons or other flatware pieces laid across the 
ribbon streamers. A circular copy card occupies the 
opposite corner of the case from the basket. The floor of 
the case should be covered smoothly with fabric to con. 
trast in color with the ribbons and flowers—pink and 
purple tulips with purple ribbons and pink flooring or 
yellow daffodils, yellow ribbons and spring green flooring, 

Of course the table setting is probably the most popu. 
lar and the most effective of any interior display for 
silver. If you have the space for one or more tables, be 
certain to make good use of them during the Silver Fash. 
ion Parade. If you have space for only one table, try 
to change it frequently. The use of such tables should 
certainly not be confined to the duration of this promo- 
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tion. If possible, they should be kept in use all the time. 
To be effective, however, they should be original in 
planning and they should be complete with all appoint- 
ments. If you can get the cooperation of a friendly linen 
shop and a clever florist, you should be able to manage 
, fine showing. If you do not carry china and glassware. 
you will need to borrow these items too. Artificial flowers 
can be. used if they are really nice ones and they will 
save a lot of wear and tear in keeping the bouquets 
fresh looking. You may find it will pay to build up a 
stock pile of linens. flowers and china to be used in 
various combinations, but if you can arrange a borrowing 
deal (giving credit for your sources on a small card on 
the table) you can achieve a much greater variety in 
your arrangements. 
~ Remember all tables don’t have to be dinner tables— 
there are luncheon tables, tea tables, buffet tables, even 


breakfast tables to be planned with appropriate acces- 


sories. Try to get harmony of design as well as color in 
your linens, china patterns and flowers. Be sure there are 
candles in the candlesticks, and bon bons in the compotes 
are nice if you can keep your salesmen from nibbling 


on them! 





Gift Suggestions for Mother’s Day 


Mother’s Day offers jewelers an opportunity for spe- 
cialized gift business in a variety of items that have a 
Mother’s Day flavor. 

Jewelry stores in Buffalo, N. Y., and Hamilton, Ont., 
last year came up with effective Mother’s Day promotions 
which furnish other jewelers with merchandising ap- 


proaches they can use to good advantage during 1952. 

Tanke’s, 997 Main St., buffalo, approached Mother’s 
Day with giit suggestions in siiver, teaturing place set- 
tings, tea and cottee services and various silver serving 
pieces. Sterling candlesticks also were spotlighted. In 
promoting the silver tea and coffee services, Tanke’s 
pointed out that the pieces could be purchased _indi- 
vidualiy, if desired. 

Harry Minden, operating three stores in Hamilton, 
Ont., built his Mother’s Day promotion around the re- 
setting of diamonds. He employed a special newspaper 
ad headed by the caption: “Just In Time For Mother’s 
Day. Harry Minden Re-cets Your Diamonds in Exquisite 
New Settings.” 

The firm offered a choice of six settings, priced from 
$15 to $40 to meet every budget. Copy explained: 

“It takes a handsome mounting to bring out the true 
beauty of a diamond. Choose your mounting from our 
vast selection of hundreds of new styles in 14-18 karat 
yellow or white gold.” 





Silver in the Window 


(From page 92) 


on distributing any of the JIC booklets—“How to Choose 
and Use Your Silver”—a card in this window may in- 
vite passersby to drop in the store for their copy. This 
is an excellent mesns of getting people into the store 
where they should find additional dramatic displays of 
silver—as well as other merchandise in which they may 
be interested. 
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Reading this ad 
can be worth 


10 a minute 
to you! 


_and probably much more! 


Brief Facts that show how you can 


SAVE UP TO 30% on FIRE 


and JEWELERS BLOCK INSURANCE 


Who sets fire insurance rates? Rates 
are set by state insurance bureaus to 
cover every type of business. These 
standard rates must cover a wide vari- 






Follow Through on Rings 





(From page 112) 


Every day, in fact every time you speak to a custome 
you are speaking to a ring prospect. Your task is to im: 
plant the thought of additional rings for your customer 
and the gift possibilities which they offer for the nex 
gift-giving occasion they will be facing. 

Historically speaking, rings are and always have been 
the primary piece of jewelry. The ring has through the 
ages been applied as a symbol of continuous and unend. 
ing love or authority. Their popularity stems from 
the fact that they have been historically associated a 
positive symbols, representing evidence of authority, 
achievement and social position through the centuries, 
They continue today as an important factor in the ward. 
robe of the well-dressed man and woman. 


The desire for one—or even more—rings is latent jp 
almost every person. The desire is there. It only needs 
to be cultivated, cultivated by the alert jeweler. This 
established market for rings requires stimulation of con. 
sumers. 


All right, what will stimulate the customer’s existing 
desire for rings? Prominent and constant displays of 
various types of rings: colored stones, signets, emblems, 
pearl, cocktail, etc. When presenting rings you can 
weave an interesting running commentary “romancing” 
rings in general and various stones in particular. For 
example, point out to the ring prospect that the old 
Romans developed the wearing of rings into a custom. 
They bestowed rings on returning conquering heroes as 






























a mark of individual honor. Indeed, every adult man in 
Rome wouldn’t think of appearing in public without his 
ring. Even the law recognized the new popular custom. 
It forbade the wearing of rings by criminals and slaves. 


> 


ety of good and not-so-good risks. 


Is this a fair rate for jewelers? In your 
business (jewelry and related lines) 
losses by fire are low. Asa result, the 
standard rate is too high for you. 





What can you do about it? A very ex- 
cellent solution is to insure with the 
"iewelers’ own company''—the Jewelers 
Mutual. We insure only jewelers (retail, | 
manufacturing, and wholesale), optom- 
etrists, watchmakers and their employ- | 
ees. Our losses are lower. The savings 
(currently 30%) are passed on to the 
policyowners as dividends. We are cur- 
rently paying the same 30% dividend 
on Jewelers Block Insurance, too. 








A card will bring full information. 
No salesman will call. 





A somewhat different approach was taken in the interior design of 
Oppelman jewelry store, opened recently at Lynchburg, Va. in _ 
order to give an illusion of greater sales area and to depart 
mentalize the wares handled. This was achieved by one side 0 
the store having angled sections containing two wall display units 
per section, fronted by two floor showcases. The areas behind these 
angular sections are used for the storage of inventory. The opposite 
side was treated in a different manner. Open display units of wall 
type are used for the display of luggage and giftware. Two glass 
enclosed wall displays slightly angled from the wall are used for 
the display of clocks and radios. 












National Jewelers Mutual 


Fire Insurance Company 
Jewelers insurance Building Neenah, Wisconsin 
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ring design pay off in qui 
your store. Our precision 

ethical policy on value pays 
for jewelers from coast fo 


John J. Courtney & 
452 Fifth Avenue, 








Furthermore, the Romans, who were avid enthusiasts 
about anything related to the calendar, thought of the 
natal or birth stone. Since the birthday was one of 
the most solemn events in the life of an individual, the 
natal ring was the most important part of his attire. 
And, an interesting sidelight, their “stones of the month” 
closely parallels the list in use today. 

During the Middle Ages superstition was prevalent 
throughout the world. Unenlightened people began to 
attribute to various colored gems certain mysterious 
powers. The emerald, for instance, was said to be an 
enemy of all impurity. The topaz liberated men’s minds 
from passion and sorrow. The sapphire not only was an 
antidote for poison but “pacified all enemies.” The opal 
was believed to be wonderful for eyesight. 

Yes, nothing but superstitions! Strangely enough they 
persist in varying degrees in all parts of the world to this 
day. The modern jeweler, however, cannot depend on 
superstitions to sell rings—but he can make superstitions 
of the past work for him. He can incorporate these 
stories into his sales talk. 


WORKING KNOWLEDGE OF STONE CHARACTERISTICS 


As an additional means of stimulating ring interest 
you should have a knowledge of the general physical 
characteristics of the various stones. The information 
which the average customer wants is not scientifically 
technical matter as the refractive index of a stone, its 
number on Moh’s scale, etc. (This is valuable informa- 
tion for the jeweler to have for his protection in buying. ) 








A ring prospect is interested in stone colors, wearabilit 
shapes and cuts, etc. ys 


CAPITALIZE ON FASHION ANGLE 


Every American, male or female, is style COnsCious; ji 
a person has an ego, he or she has style interest. Thus 
style can also stimulate customers’ existing desire ts 
rings because rings play an important role in styling. 
Capitalize on this style angle on every opportunity by 
answering many unasked questions which are jn the 
minds of most customers. Tell your customer that it js 
present-day good taste for men to wear rings—with any 
stone—or in the form of signet or emblem rings. | 
Women should have rings of several types for use on 
different occasions—and of different colors for use with 
different costumes. Also, let your customers know that 
suitable children’s rings add to the appearance of the 
well-groomed child and reflect prestige on the parents, 
As JC-K fashion consultant Winifred Parker observed. 
rings are important jewelry fashion, regardless of age or 
sex. Rings are personal and the love of them has been 
strongly established. Jewelers can recommend them as 
a fashion item suitable for everyone, and in good taste 
for all occasions. Babies, girls and boys, men and wo. 
men, all can and should wear rings to smarten their 
appearance and add to their feeling of personal beauty, 
Then, too, rings more than other forms of jewelry are 
independent of style details in clothing. A woman is 
always a prospect for a ring, because she need not con. 
sider whether necklines are high or low, sleeves short 
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PRECIOUS STONES 





Loose or in specially designed 


Platinum Diamond Mountin gs 





@ Inquiries for Special Calls invited 


@ 33 years of service to leading jewelers 











Rubies . . . Star Rubies 
Sapphires . . . Star Sapphires 


Emeralds ... Catseyes 


ROBINSON & SVERDLIK INC 


~~ 
Importers @ Cutters Re of Precious Stones 
SS ——< 


610 FIFTH AVE., Rockefeller Center, New York 
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or long, waistlines up, down. She considers only the 
style of the ring itself, for the hand is always exposed 
and provides an important vehicle for the expression of 
her personality. 

Then again, women often depend on their jewelry as 
well as their clothes to transport them from one mood 
to another, and because they are delightfully inconstant, 
you have an opportunity to sell them many different type 
rings. All women want variety in their ring wardrobe 
ranging in fashion mood from quaint, modern, antique, 
lavish, tailored, elegant! 

We have considered some basic information for a 
successful ring selling program: what is a ring prospect, 
how to romanticize rings, and how to capitalize on style 


consciousness. 


ORGANIZE YOUR STOCK 

But before initiating a ring campaign the jeweler 
should organize his stock and provide himself with a 
system for mentally cataloging the types and design 
groups for smooth handling of a customer. On pages 
100-101 of the March issue JC-K presented a simplified 
catalog of ring types of styles. It was presented as the 
hasis for building a well-organized inventory. A good 
selection in each category—plain, fancy, and ornate— 
is essential. It equips the salesperson with the material 
for a well organized and confident sales procedure. Re- 
member, an important factor in building ring sales is 
assortment. 

To initiate your selling campaign plan a year-round 





display campaign for rings and colored stones. While 
rings are seldom omitted from the average jewelry store 
window, most jewelers fail to take advantage of the many 
possibilities offered in the display and promotion of their 
colored stones and other rings. No other line of mer- 
chandise, noted display consultant Virginia Dixon, offers 
so much in the way of promotion opportunity as do rings 
and colored stones. They are interesting and desirable 
to the general public. Signal the beginning of your 
efforts by means of a full window display. 

There are many important occasions through life which 
seem most appropriately symbolized by the gift or pre- 
sentation of a ring. Every one of these occasions can 
be dramatized in a window display of one kind or an- 
other. Tiny baby rings which may be baby’s first gift 
of jewelry—rings for older children to mark birthdays 
and milestones in the school career—the class ring given 
at graduation time—signet and emblem rings marking 
membership or advancement in a fraternal organization 
or in business—friendship rings . . . each one of these 
groupings can be the basis for an entire window display 
or a small grouping which is part of a larger window 
setting. 

For the small store with only one or two windows it 
may seem rather drastic to devote all, or the major por- 
tion, of the display space to rings for even a very limited 
time, but the attention value of such a display occa- 
sionally in contrast with the usual mixed merchandise 
justifies this periodic temporary concentration. 

For the larger store with a number of windows, one 
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For the Largest Selections 
of Fine Dependable 


laies 


Rely on RACINE 








Write for the new Racine catalog 
of Timers and Chronographs of all 
types—in all price ranges—for every 


industrial, sports and scientific use. 


* GUINAND and GALLET TIMERS 
*&* GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET, NEW YORK 19, N. Y. 
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window might well be continuously devoted to rings— 
with frequent changes of background and arrangement 

Every jeweler should know how to capitalize op the 
stone of the month. Apart from window and Counter 
displays, newspaper ads and radio copy can and should 
tie-in with birthstone promotions. 

Memorize the different natal stones. Be prepared to 
offer customers quick data on each stone, such as color 
visual characteristics, wearability, usual cuts, astrological 
significance, and romantic background. Remember. 
every day is someone’s birthday! 


HOW OTHER JEWELERS PROMOTED RINGS 


Other jewelers have proven that rings can be prof. 
able. 5S. Kind & Sons, Philadelphia, Pa., is one firy 
that capitalizes on the inherent public interest in gem. 
stones. They do this by a year-round program of win. 
dow promotions which feature each birthstone the firs 
two weeks of every month and other gemstones in be. 
tween these displays. 

Color, remarked Kind’s display director, is the first 
thing anyone notices about a window display. Conge. 
quently, of prime importance in this store’s windows is a 
color scheme complimentary to the gemstone and sugges. 
tive of the season. For instance, in June pearl displays 
usually get the “ocean treatment.” Swirling aqua silks 
(over the platforms containing the pearls) are used along 
with mermaids. One year it will be pixie mermaids, an- 
other year glamorous ones. 





Unique Sign Catches Eye 


Located with the usual number of other jewelry shops 
in the neighborhood. is Cassriel’s Jewelers, Temple City, 
Calif. They knew that if they were to get more than their 
share of business, something unusual had to be done to 
attract favorable attention. A huge ring sign was the 





successful answer to the problem! It is not unusual foi 
first-time-in customers to tell the salesclerk that they are 
there because of the sign. Such comments as these are 
common: “I didn’t remember the name of your store, 
but that big ring sure kept me from forgetting where you 
are located,” and “Guess you have the world’s biggest 
ring. Well, it makes it hard to forget your store.” 
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Gemstone promotions throughout the year have paid S. Kind & Sons, Kendrick, Barr’s are just a few jewelry 


off dividends for 5. Kind & Sons with a steady customer stores which have proven that rings can be profitable. 
jemand for colored stone jewelry. Turn to the March issue and read the full details of their 

Throughout the thinking behind the whole idea of a merchandising efforts. But, you ask, “How do | know 
neglected market for rings and colored stone jewelry, the if I will be successful with this merchandise?” Read, 
latent desire of the general public for these items is study, and digest the complete book devoted exclusively 
evident. Factual proof of this desire is given by the to the merchandising of rings and colored stones in the 
experience of a Louisville, Ky., jeweler, William Ken- March issue of JC-K. Then, ask yourself the question 
drick. again. Only you can decide. We recommend the study 

Three years ago Kendrick decided to use extensive of this book by store owners, merchandising men, adver- 
displays and advertising to feature exclusively a line of tising managers, and particularly by every sales person 


jade jewelry. The store’s first display consisted of a who has even occasional opportunity to work behind 
¢450 ring, necklace and bracelet set, and a few other the ring counter. 
selected pieces. Dramatic full page ads spotlighted vari- 


eties of jade jewelry. Sales volume for the first year 





represented a nice addition to the “extra business” Cooperative Advertising Makes Town 
lumn. ‘ ‘ ‘ 

Adding to his line of jade jewelry and continuing to Graduation-Gift Conscious 

give the line regular promotion, Kendrick doubled his An interesting method of calling public attention to the 

sales the second year and last year saw another 100 per approach of commencement week was adopted by all the 

cent increase. leading merchants of Omaha, Nebraska. A week before 

Barr’s Jewelers and Silversmiths, Philadelphia, has commencement exercises all the regular advertisers in the 
been for the past few decades investing heavily in a long city papers devoted their entire space to messages of con- 
range program to become the preferred jewelers of the gratulation to the graduates. There was no mention of 
youths of each generation. merchandise in any of the ads. 

To gain their friendship and confidence Barr’s fea- An official of one jewelry firm said, “It earned the 
tures a wide selection of class rings. Their success in good-will of the graduates and made the entire public 
this enterprise is attested to by the fact that over 100,000 graduation-gift conscious, and practically all of the mer- 
school rings purchased from Barr’s is now being worn chants reported more sales of graduation gifts than in 
in the Philadelphia area. any previous year.” 
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IDELIS rosaries 


Graduating time is gift time. Private Catholic schools are no 
ating students by the hundreds of thouso 
of Catholics graduate from public 
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Supply this huge market with a r 
tune with a way of life, a gift that will last an: 
Fidelis Rosaries. If you haven't seen the Fidelis ro ine, write te 

_ we stock many rosary combinations to meet the fancies of all your 
customers. : — 
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AUTOGRAPHIC 3028 
Self-winding plus ex- 
clusive Reserve Power 
Gauge. 17 jewels. Wa- 
ter and shock resistant. 
In stainless . . . $71.50 
Gold Filled .. . $89.50 


Zodiac 


Clebar 


CHRONOGRAPH 4537 
CALENDAR. Shows day, 
date, month, phases of 
moon. 30 min. register. 


... $125.00 


17 jewels 


Prices include 


Federal Tax 


2 


ereat 
lines to 
merchandise 


In the fast-selling 
Zodiac and Clebar 
lines you have no dead 
or slow moving num- 
bers. They’re priced 
right...styled right! 
Unconditionally guar- 
anteed. 

There’s a Zodiac or 
Clebar watch for every 
customer...from the 
handsome 400 Series of 
diamond watches to 
popular priced water- 
proofs. And only 
Zodiac has the famed 
Autographic. 


iP leteertiba-ehuca skiers 


LIFE 
Ea.quire. 


and Television 


ZODIAC WATCH AGENCY - CLEBAR WATCH AGENCY 


Divisions of Edward Trauner, Inc. - 521 Fifth Avenue, New York 17, N. Y. 
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New Jewelry Accents 


(From page 110) 


features baguette rhinestones set slantwise and tipped with 
brilliants! (Trifari baguette rhinestone ensemble js Tins. 
trated on the Bridesmaid’s figure. Her dress is a “David 
Morris Oriental.” Golden Thread pin ensemble is showy 
on cuff and lapel of the Coat-dress which is from Jean 
Desses American collection. ) 

Coro are telling a bright jewelry story with smart ney 
styles and they emphasize the importance of white with 
all the “pretty lady” clothes of this fashion era. Coro take, 
white, couples it with color, combines it with crystal, 
gives it the golden touch, rims it with rhinestones, and 
develops the texture theme everywhere. Bead surfaces are 
frosty, pebbly, grooved and baroque and come in a ya. 
riety of unusual sizes and shapes. Smooth textured beads 
are brought together in alternating patterns, and masse; 
of different shapes and textures are used to make chunky 
bibs. These bibs and long pendant necklaces will fill i;, 
deep scoop necklines and some are brightly lavish with 
color while others are delicate blends of crystal with 
white enamel. 

Mounds of white “Sweetberry” beads mounted on gold 
colored leaves are a favorite way of expressing the im. 
portant flower motif and this theme is re-stated in pretty 
colors blended with white. It is used in pins and match. 
ing button earrings. Coro’s bracelets are extravagant and 
twine round and round the arm or come in rigid gold. 
plated bands with floral centers. (Coro corsage of “Sweet- 
berry’ brooches is shown with our picture-frame figure.) 


SPRING ACCESSORIES FOR GIFT PROMOTIONS 


Spring is almost as good a time for selling gifts a 
Christmas and fashion promotions should now be slanted 
toward the gift angle for Easter, Graduations, Weddings, 
Spring Proms, Engagement Parties, Gift Showers, and 
Mother’s Day—and at the moment we are taking into 
consideration only your feminine group of customers. Be- 
sides the opportunity to sell extra jewelry for all these 
occasions, there are also all the accessories which are an 
indispensable part of a well-dressed woman’s wardrobe. 

Elgin-American are showing lovely mother-of-pearl 
compacts which go hand-in-hand with the awakening in- 
terest in mother-of-pearl jewelry. They have satiny smooth 
metal cases twinkling with colorful jewel clusters, and 
sophisticated, tailored designs shining with elegance. 
Carryalls at this house are an excellent contribution to 
accessory styling, and they are shown in handsome leather 
cases, dramatic black suede, and metals that play up tone 
on tone. There are gold colored scrolls on gold, and gold 
scrolls on a silver-toned background, and all metal carry- 
alls have trim black moire cases with adjustable handles 
and picture-frame cut-outs to show the gleam of metal 
beneath. Since carryalls are so easy té carry—holding 
as they do powder, rouge, lipsticks, comb, lipstick tissue 
as well as a compartment for pills, change or bobby-pins, 
they are making sharp inroads on the handbag market. 
And remember, this is a jewelry store item! (Elgin: 
American bridal compact is illustrated.) 

Wadsworth compacts are made in the jewelry mannel, 
and in addition to their stone-sparkled cases and wafer- 
slim designs, they have introduced one of the newest of 
new trends. It is a line of featherweight compacts and 
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cigarette cases made in ice-clear plexiglas and called. 
Crystelle. The original shapes and exquisite colors are 
especially appropriate with new fabrics and fabric colors 
and look light as a butterfly’s wing. In fact, butterfly: 
shaped compacts form one complete series with all the 
beautiful irridescent coloring of real butterflys. Other 
Crystelle compacts are round and deep and as quaint as 
old-fashioned pomander boxes, while others are ultra 
modern. The cigarette cases are designed to hold both 
regular and king-size cigarettes. 

The entire theme at Wadsworth is femininity and 
heauty and is expressed in compacts featuring star-dust 
enamels; delicate bird and flower designs copied from 
Chinese gardens; gossamer swirls of golden threads on a 
silver-toned background; parquet designs, underlaid with 
‘ sequins; and carryalls covered with web-like lace. (Wads- 
worth Butterfly compact is illustrated.) 





Graduation Booklet Fosters Gift Sales 


Paradoxically, taking the “commercial angle” of gradu- 
ation day promotion, has resulted in better graduation 
gift sales at Kortz & Son, jewelers of Aurora, Colorado. 

Fred Russell, manager, devotes a lot of serious time 
and study to graduation gift promotion each year. In ad- 
dition to the usual newspaper advertising, window dis- 
plays, and store-interior displays, each graduating senior 
from Aurora High School is sent a handsome, leather-cov- 
ered memory booklet, 9x41 inches, which contains prin- 
ted pages within for photographs, autographs of friends 
and teachers, a “pocket” for dance programs, diploma, 


and other important papers. Titled “Graduation Affairs’, 
the booklet is an extremely durable, attractive gift, which 
every graduating student can well appreciate. The book- 
let goes out to each student in a plain white gilt box, 
tissue-wrapped and over-wrapped, for mailing. 

Included with the gift is an inspirational message from 
the principal of the higi school, which Russell obtains 
from the school principal himself. This is reproduced in 
letter form for permanent retention by the youngsters. 
Lastly, there is a letter from Kortz & Son, which, except 
for the use of the letterhead itself, contains no commer- 
cial or sales aspect. The student is congratulated upon his 
graduation from high school, and a few paragraphs phil- 
osophizing on the future, and the means by which the 
student may insure himself success, are included. Both 
the letter, and a flyleaf in the gift memory book are 
signed with best wishes and congratulations by Russell. 

From time to time, Mr. Russell has included in his mail 
piece a folder on fine watch styles carried by the store, 
which he feels is important, because it implants a desire 
for a specific watch in the mind of the youthful recipient. 
Frequently, however, there has been no such folder at all. 
Nor is there the usual invitation for the student to drop 
into the store and receive a free gift. “The memory book 
itself is the gift,” Russell said, “and we have found that 
busy seniors, about to graduate from high school, are by 
no means appreciative of an offer which demands that 
they visit the downtown district, to receive a gift. There- 
fore, we give out no teaspoons, no leathergoods, etc., as 
is the usual practice, and instead, take care of every as- 
pect of the season in the single mailing.” 
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fm ‘Take quality merchandise, blend with courteous 


service and an attractive store, then add a 


For the exclusive ingredient in your merchandising 
make sure of success by featuring the aristocratic 
distinction of the Herschede Chiming Floor Clock. 


In your store, as in the homes you furnish 
with these clocks, there will be an air of elegance, an 
impression of superb taste, created by the mellow 
tones of authentic chime melodies, by the beauty 
of great styling and meticulous craftsmanship. 


Both cases and movements are made completely by Herschede 
— creators of fine chime clocks for over three generations. 
THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 


New York Office and Showroom: 37 West 47th Street 
Chicago Showroom: 1422 Merchandise Mart 








No. 245 
(pictured here) 
is a beautiful 
expression of 
Colonial design. 
Honduras mahogany 
case is 86” high. 
Westminster Chimes 
on 5 tubular bells. 






Write for catalog 
showing the 
whole line-up 
of outstanding 
models. 





Cathedral Chimes 
on Tubvulor Bells 
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CULTURED 
PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 
Quality Cultured Pearls 


Selections Sent on Approval 


665 Fifth Ave. New York 22, N. Y. 
Tel. MUrray Hill 8-0648—0649 


Pacific Coast Ofice: HUBERT A. WOOD 
649 Se. Olive St., Los Angeles, Cal. Phone—Van Dike 0966 
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Our many years of ex- 
perience in purchas- 
ing, restoring and 
reproducing antique : 
jewelry, has gained for us the reputation of “The 
Antique Jewelry House.” 

All work is completed in our own workshop. 


¢ Memos to rated jewelers 
¢ Estates Purchased 
¢ Special Order Work 


BH. Schneider 


manufacturing jewelers and 
traders in antique jewelry 


: New York 19, N. Y. 
Est. 191 
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74 West 46 St. 











Predicts Biggest Mother’s Day Busines, 


An increase in Mother’s Day business looms for 1959 
according to Irving K. kdwards, Executive Director of 
the National Committee on the Observance of Mother’s 
Day, whose Trade Promotion Division is coordinating 
all Mother’s Day promotions for the benefit of all class. 
fications of merchandise. 

The National Mother’s Day Committee, working {yl}. 
time to create mass attention throughout the country 
drives home to America’s 153 million people the single 
idea of honoring the Mothers of America on their special 
day. Mother’s Day is a great day for all concerned: it’s 
good business, and good will for retailers to make the 
most of it. 





Mother’s Day is the second biggest gift-giving day in 
the year. From youngsters to grown-ups, everybody is on 
the lookout for just the gift his own mother will want... 
need ...use...and cherish. Properly handled, Mother’s 
Day can mean a major gift event that amounts to a second 
Christmas in May. 

Mother’s Day business is cumulative. Every year. this 
event is getting bigger and bigger, as more stores promote 
vigorously. The job is to create excitement—atmosphere 
—to keep anyone from overlooking Mother’s Day. Pro- 
motion pays because the people are looking for sugges- 
tions—they are receptive. And Mother’s Day is extra 
business, which makes it even more important. 

This year’s official Mother’s Day poster—carrying the 
theme, “There’s Nobody Like Your Mom”—characterizes 
the modern, typical young mother perfectly. Study her 
and keep her in mind when planning your merchan- 
dising—your advertising—your displays. 

This official Mother’s Day poster—lithographed in six 
colors, in a wide variety of sizes and shapes—is available 
to retail stores everywhere. It may be obtained from The 
National Committee on the Observance of Mother’s Day 
(Trade Promotion Division), 393 Seventh Ave., New 
York, N. Y. 
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J | Do’ Theme Merced Chamber of Commerce launched the campaign 
to select the matron who would be named Mother of the 

(From page 106) Year. Voting ballots were printed in three colors, good 

for one, five or ten votes, depending upon the amount of 
the purchase. Ballot boxes were installed in each store, 
near the cash register. Each ballot provided space for en- 


To publicize the “I Do” promotion, Everts took space 
in Dallas newspapers, mailed letters of invitation to visit 





regular customers and single girls i , 
the store to reg d single girls in Dallas tering the name of the candidate, as well as the name and 
and surrounding areas. Letters were also sent to some 
mae! ' “7 address of the voter. This provided an excellent mailing 
30 teachers inviting them and their students to visit the , ' - ' 
list for direct mailing later, as the lists were open to all 
store to see the displays. choca : 
eine ;' participating merchants. 
This unique and well planned promotion was exceed- ' 
di The entire promotion budget totalled $300, which was 
ingly effective, according to Myron Everts, secretary and df duestiel eT : f th 
» of the fom. used tor advertising, printing pictures of the contestants, 
— ; ; a ' etc. In order to secure the necessary amount return post- 
“In striving to make this promotion click,” one official cae , Ap 
, ; arege cards were sent to all merchants, soliciting their participa- 
remarked, “we constantly put ourselves in the bride’s , ait 4 
Wi alent -auumeiiiinn tn stmmaill q dit tien, and the majority entered heartily into the project. 
‘nowt whe a a en Merchants were not obliged to donate in order to par- 
her ‘ ot oth m —_ f cal 4 F ticipate, but most of them did. The prizes totalled $1,000 
P pore Mr q , : esa 1 —— me — in value, ranging from an all-expense trip to Hollywood 
will esta pepe 1a, wbiiags -—r me SS Seer ee ee and an electric washer, to numerous small prizes. Twelve 
motion on an even larger scale this year. mothers were entered, each being sponsored by some local 
civic, religious or fraternal organization.” 
Community Program The campaign was opened with a full page ad, which 
, Pp . gave the simple rules, showed the photo of the 12 con- 
Builds Mother’s Day Business testants, and announced the complete list of prizes. The 
“The leading retail merchants of our city—80 in num- local radio broadcast special announcements from time 
ber—staged an interesting promotion that greatly in- to time. 
creased the volume of Mother’s Day trade in all lines Many merchants tied in their store ads with the cam- 
last year,” said the manager of the Topper Diamond paign, suggesting gifts for Mother’s Day from their lines. 
Store, Merced, Cal. and listing the prize they were offering. Some of them 
“About two weeks prior to Mother’s Day (the second mounted the big ad in their window. Sales in all lines 
Sunday in May) the trade promotion committee of the jumped from five to 23 per cent over the previous year. 
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lin Satisfied Customers with Star King Style and Quality 











Star rings of perfection... the result of years of creative experience by master 
ring designers. Eastern Star Ring, with stone-set Eastern Star, delicately set off 
by brilliant, synthetic white spinels in square plates — a gleaming 32nd degree 
crest bordered by synthetic ruby baguettes or blue sapphires. 

Order through your wholesaler NOW! 
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Cstablished 1919 887-889 MAIN ST. BUFFALO 3, N.Y. 
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You Get Incomparable Values! 


* Necklaces 
All sizes and grades from $15 to $5,000, Keystone. 
Memorandum selections sent on request. 


® Loose Pearls 
From 3 to 10 MM., all qualities. 


¢ Cultured Pearl Jewelry 


1/20—12K gold-filled; smartly styled to retail from 
$4 to $25. 


Orders accepted from wholesalers, jobbers, 
manufacturers and importers. 


Order now, for immediate delivery from one of 
the largest and most complete stocks in the country. 


NEPTUNE Cultured Pearl Syndicate 


550 Fifth Ave., N. Y. 11 PLaza 7-0769 
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_ BRACELETS 
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WE SPECIALIZE IN GOLD & PLATINUM CHAINS 
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Gemology 


(From page 126) 


meanwhile. Attractive specimens also make intriguing 
window display material, so they can serve a dual pur. 
pose. Lastly, the far-sighted jeweler can also use them 
in loan exhibits and to illustrate lectures. Seeing speci. 
mens in their natural state gives the average person a 
greater appreciation of the finished product. There jg 
nothing like seeing a lot of flawed material to make 
person appreciate a flawless gem! 

Next in hardness to the corundum varieties, ruby and 
and sapphire, comes the chrysoberyl, with its three 
jewelry stone roles. It is a durable stone and beautify] 
stone for rings particularly, as well as for other jewelry 
use. Chrysoberyl is a beryllium aluminum oxide. |t 
crystallizes in a doubly refracting crystal system. Its 
color range is somewhat limited and does not run the 
gamut of the spectrum like the sapphires. Commonest 
are the transparent stones, drab greens and _ yellow- 
browns which are marketed under the name of the min- 
eral. Its average refractive index is about 1.75, which 
means that light-colored varieties will cut to brilliant 
stones. The first and best known occurrence is in 
the Ceylon gem gravels, but the undistinguished colors 
of the transparent stones of this locality gives them little 
demand. 

Elsewhere, gemmy greenish chrysoberyl occurs only 
in Brazil, and here we find a more attractive variety 
that is much more popular. This Brazilian chrysobery] is 
a lively golden gem, and although it is not common, 
it has much greater popularity than its Ceylon brethren. 
In Brazil, too, it is found in water-worn gravels and 
may form fairly large stones. The finest quality stones 
may retail at $20.00 to $40.00 a carat. The largest 
chrysoberyl of this type may be the 74 carat one at the 
American Museum of Natural History. The average sizes 
probably will run up to 20 or 30 carats. 


ALEXANDRITES AND CATSEYES 


Two other varieties of chrysoberyl are better known 
than the simple one-color transparent varieties. These 
are alexandrites and catseyes. Alexandrites are found 
only in Ceylon and Russia. They were first found in 
Russia in the same mines with emeralds. Owing to an 
impurity of chromium (the same impurity which makes 
the emeralds green) they show a very remarkable spec- 
trum of light transmission reflecting back a red and a 
ereen and a blue. The dominance of the blue-green end 
in the spectrum of ordinary daylight makes them look 
ereen. The only limited amount of blue-green in the 
spectrum of incandescent or candle light eliminates this 
end at night, so the stone that looked green before now 
looks red or red-violet. This remarkable change of color 
in the two different light sources has made them fa- 
vorites among connoisseurs for several generations. They 
were first discovered in the Uralian mines about the time 
of a birthday of Czar Alexander IJ, and their name was 
given in his honor, because they showed the colors of 
Czarist Russia. 

Russian alexandrites are smaller and more likely to be 
flawed than the Ceylon stones. They are also bluer-green 
by day than those from Ceylon, which tend more toward 
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, yellow or olive green, and they are redder by night. 
Most large alexandrites come from Ceylon. Depending 
upon their night color the price may be two or three 
hundred dollars per carat at retail for large stones with 
fne color changes. Those with a poor change or a muddy 
night color are far less valuable. Russian stones can 
run 50 per cent higher in cost, again depending upon the 
color, the flaws, and the change. Fine Russian night 
stones are likely to be too dark by day to be real gems. 
Really fine quality alexandrites are as rare as the gem 
qualities are among any of the fine stones, but ordinary 
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‘Live’ Card File Aids Bridal Sales 


“We do an immense bridal business,” said Mrs. Bella 
S, Frederick, buyer and manager of the china and crystal 
section of Hausmann’s, New Orleans, La., “not only in 
June, but in every month of the year. We do not solicit 
the trade of the bride through telephone or personal note. 
If you start that, some brides resent the commercial ap- 
peal; and, on the other hand, if you are known to contact 
brides and should happen to omit a single one, she feels 
slighted and you will never get any of her trade. But it 
isn’t necessary for us to contact brides personally, we 
have been sellers of fine china, crystal and silver for 81 
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Hausmann's china and crystal department. 


years, and are known to several generations of New 
Qrleans people. The young people of today come in to 
select their patterns where their parents and grandparents 
chose theirs. 

“Once a bride does come in to select her patterns of 
china and crystal, her name goes into our ‘live’ card file, 
together with her pattern of china and crystal; the number 
of pieces she has purchased; the bride’s address and tele- 
phone number; and the date of the wedding. We keep 
a special card file of current brides, usually having an 
active list of from 65 to 85. Two weeks after the wedding 
her name is taken from the active list and placed in our 
permanent file. This is kept constantly up to date, and 
several years later we can tell just what pieces she has 
and what she lacks, as any item bought subsequent to the 
wedding is entered on the card. 

“We cannot, of course, expect to sell every piece of 
china or crystal given the bride, but we request whenever 
she receives an addition to her pattern from some other 
source to notify us, so that our record will be kept straight 
for any friends or relatives wishing to make birthday or 
anniversary purchases.” 
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enchanting Westminster. 
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timekeeping touch 


. - springs of interest that 
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The PILGRIM, 80” high, 
with Westminster Chimes. 
Retails for $470, plus tax. 
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BOWLING CHARMS 
by 
Disher 


In Gold-Filled, Gold Plate, 
10K and 14K gold, and 


Tali: 


Sports Catalog 


on request. 


Charm or Pin 
(also round) 


J. M. FISHER COMPANY 
Attleboro, Mass. 





CULTURED 
PEARLS 


Trade Mark has 
become a Hall Mark 
a in the Cultured 

a : ear! Field. 


Integrity and Dependability for 
over a Quarter of a Century. 


FERK ANTE-RIVIECCIO Co. 
542 Finyes AVENUE, NEWYORK 19, N.Y, 
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stones which still illustrate the change to good advantage 
are more easily found. 

A word of caution about the synthetic imitations of 
alexandrite is desirable here. There are two synthetics 
which show this color change, a sapphire or corundum 
synthetic and a spinel synthetic. The latter are rare 
but resemble very closely the Ceylon stones, showing 
a good daylight green and a poor muddy night color. 
These are most easily detected with the Polaroid dichro. 
scope described in the beginning of this series. Being 
spinel they show only one color. In true alexandrites 
which are doubly refracting as we noted at the start of 
our description of chrysoberyl the dichroism (two-color 
showing) is very strong. The common imitation is the 
corundum (sapphire) synthetic with a color change 
something like that of alexandrite. In artificial light they 
have a very attractive bright amethyst color; by day they 
are bluish with always a touch of amethyst. Their night 
color is too good, the day color not good enough. These 
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Famous Diamonds of the World 
DRESDEN GREEN—417 carats 





The early history of this stone is unknown although it 
probably originated in India. Only slightly smaller than 
the Hope Blue but almond-shaped and of a clear, lovely 
apple green color, it was one of the treasures of Augustus 
the Strong, despotic but luxurious Elector of Saxony and 
King of Poland. Augustus died in 1733 and the gem 
seems to have remained ever since in the Saxon capital 
for which it is named. 

Its green color makes it one of the rarest gems in the 
world. By coincidence, it was long displayed (before 
World War II) in the Green Vaults in the ancient palace 
of Dresden, but here the reference to color describes 4 
peculiar greenish light which is said to filter into the 
vaults and illuminate them. The Saxon White diamond 
also was shown here, another purchase of Augustus the 
Strong. Although only eight carats larger than the Dres- 
den Green, it is reported to have cost the monarch as much 
as one million dollars. Both gems were mounted in large 
ornaments, at last reports. 
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‘mitations are very common abroad, Mexico and Cuba 
show them in every jewelry store. Their Spanish name 
‘; “glejandrina, it is a reasonably safe assumption that 
there is no such thing as a genuine alexandrite to be 
had in either of those countries. 

Lastly, we have the best known variety of chrysoberyl, 
the catseye. It is always a cabochon-cut stone which 
shows .a streak of light across its face, just like a single 
ray of the star sapphire. It originates in the same way 
as the star, except that in the catseye there is but a single 
set of the fine parallel needle-like inclusions. The light 
reflected from their sides gives the eye effect. Catseyes 
come from Ceylon and Brazil, and are found as water- 
worn pebbles. The pebble will usually be cut to produce 
the single best possible stone, in contrast to the way in 
which a large piece of rough of a stone like an aqua- 
marine will be cut up into calibrated stones of popular 
sizes. Consequently, the series of sizes will not be avail- 
able in such a large selection as in other stones. 


APPRAISAL OF CATSEYES 


The aspects to be considered in the appraisal of a 
catseye are three, in addition to the obvious ones of 
flawlessness, size and shape. In shape the stones should 
be round or somewhat oval, and the latter elongated ex- 
actly parallel to the direction of the eye. The three spe- 
cial aspects affecting the value of chrysoberyl catseyes 
are color, intensity of the star and the transparency of 
the material. The color can range from yellow-green, 
rather pale intensity, with a white eye; to a very dark 
green-brown with usually a bluish-white eye. They have 





been described as “female” and “male” catseyes, re- 
pectively. Some people prefer the honey brown shade, 
others the greener stones, it is largely a matter of taste. 
The highest price is likely to be placed on the medium 
green-brown stones with a fine light bluish eye. Next, 
the eye can vary. Since it is caused by myriad needle 
inclusions all through the material, it will reflect from 
the depths as well as from the surface. When it is in- 
clined toward the light sources the eye will seem to open 
and close, depending upon how well the light penetrates 
and reflects back from deeper needles. Too many needles 
will create a streak that will appear to be entirely on the 
surface and lack the magical effect of the deeper eye. 
Thirdly, stones which are too transparent and. too light 
in color are less desirable because they don’t look well 
in the mounting, some of which can be seen through the 
bottom of the stones. Often in such light stones the 
background of a finger lightens the stone so much that 
its value will be quite low. 

Prices on catseyes depend upon many factors. At re- 
tail they may sell for $25.00 to $75.00 a carat for small 
ones weighing one or two carats, up to $300.00 to $500.00 
for fine stones in the 25 to 50 carat range. Nice stones 
are available up to 40 or 50 carats; larger sizes are rarer, 
but in less demand. The largest stone that has been 
on the market in recent years weighs over 300 carats, 
but this is a unique, worthy of a museum. 


EYE EFFECT IN OTHER STONES 


Catseyes are not only found in chrysoberyl, but are 
occasionally seen in other stones. Most frequent are the 











Smooth russet cowhide with 
detachable leather pass case. 
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Ytar Site Kent 


Stitched, stitchless, and laced styles. Smooth 
calf, hand grained Morocco, ostrich, ’gator, pin 


seal, California steer, pig in black, hazel, 


natural, or blended Tritone—Many, many others! 
Smooth and Spanish tooled. Over 150 marvelous 
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Black calf. 
One piece 





values to retail at $2.50 to $25.00. (Over 30 at 
$5.00!) Send for Bosca’s complete catalog! 
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Heavyweight 14 Kt. Gold with hand 
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$65 Keystone 
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quartz catseyes known as tiger-eye or hawkeye. These 
are golden-brown or greenish. By various treatments 
they can be made other colors as well, but have none of 
the transparency that characterizes the true catseye. They 
are easily distinguished by the low specific gravity. _ 

Fine catseyes are found in tourmaline, both greey 
and pink, and in several rarer stones. They will he ep. 
countered so seldom that it would only be confusing to 
include them here. 

The discussion of the chrysoberyl group has beey 
somewhat extensive for a “short course,” but it was fel 
necessary for two reasons. In the first place, two of the 
varieties rival in cost the stones of the precious group. 
Secondly, the abundance of imitation alexandrites oy 
the market and the air of glamour that surrounds them 
makes it extremely important that the jeweler be familiar 


| with the existence of these imitations. In seventeen years 
| of jewelry examination at a great public museun, the 


writer has actually seen about three genuine alexandrites, 
and uncounted numbers of synthetics, from Mexico, from 
China, from Egypt and, yes, from “Russia” and “Ceylon.” 
The dichroscope and the refractometer are the safest 
guides, though the expert has long since learned to spot 
the sapphire type at a glance. The rarer spinel imitation 
requires a test for dichroism. 





Should I Have an Anniversary Sale? 


Does it pay to celebrate the anniversary of your busi- 
ness? It all depends on the sort of celebration which 
you intend to put on. Case histories of two anniversary 
sales will shed some light on the subject. 

CASE A... This is a store in a small city. Two men 
own the store, now in its llth year of operation. Since 
the day they opened business, these two partners have 


o regarded each anniversary of their being in business as 
* |something to be happy about. For their first anniversary, 
they set aside $50 to celebrate by providing coffee and 


doughnuts for anyone who wished to come in and get 


| refreshments. Incidentally, they had a few merchandise 
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bargains for that first anniversary, too. 

So many people came to be fed, however, that the two 
partners had to add $20.00 to the refreshment fund, but 
their cash sales for that day were equal to their previous 
best Saturday in business. 

From this point on, the partners have always staged 
an annual anniversary sale, usually lasting two or three 
days. It has been getting bigger every year, and so has 
their volume of business. In fact, the partners moved 
to a much larger store, and they now have over 30 em: 
ployees, but the anniversary sale is still the high point 
of the year. 

The partners celebrated their most recent anniversary 
with an annual sale and fun-fest. They spent $1500 and 
brought 14,000 people into the store. Insofar as sales 
were concerned, they made two and a half times the sales 
that they did the year previous at their anniversary sale. 
Furthermore, that previous sale had been quite successful. 

At the 1950 sale, the partners rang up over 8,000 cash 
sales in three days, plus many credit and charge account 
sales. They were literally swamped with business. 

The store had 30 advertised Anniversary Bargains, 1! 
of which were completely sold out during the first day 
of the sale. 
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Full page newspaper advertising was used for one week 
before the sale began. In addition, 7,500 circulars were 
distributed. A small local radio station announced the 
coming anniversary at frequent intervals during the day. 
During the sale, a clown circulated through the crowd, 
entertaining the children and giving them candy and 
cookies. 

At all times during the celebration there were at least 
wo demonstrations going on in the store. Music and 
store commercials were broadcast within the store 
throughout the three-day sale. Numerous attendance 
prizes were awarded, and no one was required to make a 
purchase to be eligible for a prize. 

CASE B... Another merchant in a small town, asked 
his wife to bake a large cake for his birthday. He took 
it to his office along with a coffee urn and gave everyone 
who entered that day a piece of his birthday cake and a 
cup of coffee. So many came in, the business man had to 
buy another cake to fill the demand. Checking his cash 
register that night, the business man noted he had made 
many extra sales. 

His birthday cake celebration has grown. The full 
page advertisement this merchant uses to advertise the 
celebration always carries a picture of a huge cake, in- 
viting the public to come in and have some. This mer- 
chant says that his birthday anniversary celebration is 
the best sales promotion he has. 

These two case histories show how anniversaries can 
be promoted in either a small or large way. In fact, most 
anniversary celebrations start small. If they are worth- 
while, they grow. 





The John Bean Golden Gift Club 


For the past several years the John Bean Jewelry Co. 
in Rock Springs, Wyoming, has been conducting a “daily 
birthday club,” which is formally known as “The John 
Bean Golden Gift Club.” In special daily newspaper ads 
all the children born in Rock Springs are listed with the 
names of their parents, the date of their birth, and the 
parents’ addresses. The ads vary in size from a two inch 
ad with only one name up to a 12 or 14 inch ad when 
the baby crop is rather heavy in Rock Springs. 

In addition to listing the new born babies in Rock 
Springs, the ad invites the proud father or another mem- 
ber of the family of the new arrival to visit the store and 
receive a special gold gift for the new youngster. The 
gifts range from small gold trinkets to small rings and 
there is no obligation for the parent to buy anything. 

Officials of the John Bean jewelry store say that the 
unique golden gift club has paid off handsomely in the 
past years in terms of good-will and increased sales. 

In fact, the John Bean Golden Gift Club has become 
such a reading habit in the Rock Springs area that, as 
one store official remarked, “a baby is not officially born 
in Rock Springs unless his name appears in the John 
Bean ad.” 





MOTHER’S DAY~SUGGESTION—Nelson Page, Inc., 
Charlotte, North Carolina, ran an ad suggesting that each 
son and daughter give mother a one place setting of 
sterling flatware. It was also suggested that the children 
could purchase another place setting for mother on her 
birthday, anniversary and Christmas. 
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1952 A & 6 CATALOG 


Here, between the covers of a single book, is a com- 
plete inventory for your store . . . featuring the more 
than fifty famous brands for which Aisenstein & 
Gordon has won fame and following since before the 
turn of the century. A long tradition of service and 
experience is behind the A&G Catalog. Use it to 
sell from... all year round. 
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Toastmaster 
Automatic 
Pop-Up Toaster 


FINE JEWELRY *® DIAMONDS e _ TOILET WARE 
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Phone: WAlnut 2-3995 
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JEWELERS BY THE HUNDREDS latched on to 
Naomi-Pac the first time they saw it. THEY like the 
time it saves in repair jobs. THEY like having the 
proper finding "pop" right out when they need if. 
THEY are SOLD on Naomi-Pac ... and you'll be 

sold too on the only packaged and protected 

jewelry findings in the field. 

TRY OUR "E" ASSORTMENT OF RHINESTONES FOR 


Available through your material house only. 
Contact them today. 


NAOMI 


ISLAND PARK, N. Y. 


WATCH DIALS—$3.20 Per Package. ye 
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WANTED: 


Credit 
Merchandising 


Man... 


WELL KNOWN JEWELRY STORE IN 
NEW YORK CITY never before selling on 


credit and anxious to develop the credit-merchandis- 
ing phase of its business, is interested in obtaining 
services of a man with a successful background in 
promoting credit business; preferably with a high 
class retail credit jewelry store or organization. This 
is an excellent and unusual opportunity for man 
who can recognize the opportunity which exists here 
for the promotion of credit sales in a manner which 
will capitalize upon and not jeopardize the prestige 
this store enjoys. Our organization knows of this 
ad and all replies will be kept in strict confidence. 


Address Box "A., 150" care 


JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St., New York 17, N.Y. 
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JIC Ring Promotion 
(From page 119) 


ment for the wearer. A ring can also mean close identi. 
fication with a family or a group such as a fraternal, 
military or religious organization, thus becoming a sym- 
bol of comradeship and belonging. 

Always, as gifts, rings to the recipients of such gifts 
are symbols or proof of someone’s warm affection, 


THE APPEAL OF PRICE 

In its field research work that preceded the writing of 
its idea book, Council found that all too often retailers 
were relying too heavily, and in some instances entirely, 
on a price appeal to sell rings. 

“Successful retailers, ring manufacturers and stone 
dealers,” the Council points out, “are in general agree. 
ment that—unless desire has been previously aroused— 
merely offering ‘rings for sale; dirt cheap,’ will not de. 
velop profitable business for a retail jeweler. 

“In other words, a customer may not, for his part, 
want a ring at all—at any price. First he must be ‘sold’ 
on the idea of prestige, pride of belonging, or other 
peculiarly personal satisfaction which a particular ring 
is meant to embody. 

“Nevertheless, there is a legitimate and effective price 
angle worth playing up. It is this: Stress and explain 
value received at the right time! 

“Many believe—and more can be brought to believe— 
that a beautiful ring—that most personal gift—offers 
more value in terms of design, of lasting service, work. 
manship, style, beauty, than many other personal gifts 
in comparable price ranges. 

“In this sense, price does have an appeal, because price 
range alone can be a determining factor when a pur: 
chaser’s gift budget is limited and he or she ‘doesn’t 
quite know’ what to buy. 

“The public, generally, does not know that a good ring 
may be purchased at a price within the most modest 
budget. Nevertheless, merely to say, in effect, that a 
particular ring is priced at a ridiculously low figure, has 
no sales appeal whatsoever, unless and until the values 
inherent in that ring are brought forward, first and fore 
most above price. 

“Successful jewelers. who move rings in impressive 
volume, are uniformly agreed on this point. Therefore, 
stress attractiveness, make the merchandise desirable— 
then the price itself can be in the nature of a ‘closing 
argument.’ ”’ 


ALL PROMOTION MEDIUMS COVERED 


Window Display—Each of the customer buying mo- 
tives—the “appeals” by which rings are sold—is em: 
bodied in window display and streamer suggestions. 
The window displays, suggested, by sketches, are simple 
in form and concept and the Council believes should be 
easy to set up for the average jeweler at little cost. 

In its suggestions on Birthstone Window Displays, the 
Council stresses the importance in all such displays of 
using its booklet, “Romance of Rings and Birthstones,” 
and its card which invites public to come into the jewelry 
store and ask for a free copy of the booklet. 

Direct Mail—Suggestions. based upon the _ buying 
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motives found most effective in arousing interest in 
rings, appear also in Council’s plan book along with 
recommendation that each mailing piece carry a post- 
script offering free copies of “Romance of Rings and 
Birthstones. 

Newspaper Advertising—Advertising layouts and copy 
suggestions are offered in varying forms and sizes. In 
these suggested newspaper ads, the different emotional 
appeals by which rings are sold have been developed in 
headline and copy approaches. 

Radio Advertising—Radio commercials appearing in 
the Council’s sales planning book are written in such 
manner that they may be readily used as written or 
quickly adapted to the regular radio commercial patterns 
of stores using that medium of advertising. 


IN-STORE SELLING SUGGESTIONS 


In this division of its plan book the Council makes 
numerous suggestions as advanced by retailers, ring 
manufacturers and stone dealers that help retailers follow 
through on desires awakened by advertising or in cre- 
ating desire in his customer while in the store for rings. 
Among those suggestions are the following: 

1. To sell more rings to men and women you should 
learn to look for and admire the ring or rings a customer 
may be wearing. By so doing, you can lead the con- 
versation; you get into the habit of spotting customers 
without rings. You become ring-conscious! 

2. To sell more rings to men introduce the idea that 
a “ring is a mark of distinction” for any man; that a 
ring has always symbolized achievement, individuality, 
authority among men. 

3. To sell more rings to men always suggest a ring for 
the right hand when a man is already wearing a wedding 
ring on his left. 

4. To sell more rings for women remember to bring 
up the idea few things enhance the charm of a woman’s 
hands more than a touch of color. That is why women 
learned years ago to use nail polish. Rings add beauty 





Gift Wrapping Service Spurs Extra 
Appliance Sales 





A well planned gift wrapping service can go a long way in boosting 
tlectric appliance sales. Such has been the experience of Ben Tipp, 
Inc., a Seattle jewelry firm which emphasizes its gift wrapping ser- 
vice. Recently on extensive window display (above) was keyed to 
oppliances and gift wrapping. An oversized gift box was placed in 
the window with electric appliances around and inside the box. 
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spring. Available in all metals. 
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GOTHIC 
Style iRosihen in Ring Design 


INITI ~<a h 
AL RINGS ei! KG 


GOTHIC RINGS are all original designs 
fashioned by our staff of jewelry de- 
signers. Each ring is symbolic of the 





high quality of craftsmanship main- 
tained in the production of GOTHIC 
RINGS, and each ring is available at 
a popular price. 


SCOTTISH RITE RINGS 


There are many styles to choose from in 
this type of GOTHIC RING. Rings and 
mountings are available in all white, all 
yellow, or combination yellow and white 
gold and at a low price for the high 


quality. 





KNIGHTS of COLUMBUS 
RINGS and MOUNTINGS 
GOTHIC Knights of Columbus are truly 


different, and have led to increased 
sales of Knights of Columbus Rings. 





All Patent and Copyrights Reserved 
Write for descriptive folder 


Kinsley & Sons Inc. 


JEWELRY MANUFACTURERS 


407 North 8th Street 


JADE 


One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 


Write tor tull porticulors 


CHINESE JADE CORP. 


St. Louis |, Missouri 
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to the hand. Women are interested in this subject, as the 
wide readership of Council’s recent publicity articles on 
this fashion point reveals. 

d. To sell more rings as gifts—whether for a man oy 
woman—stress the idea that rings represent gifts that be. 
speak sincerity and affection on the part of the giver, 

6. To sell more rings an air of confidence must be 
created by you in your customer's mind. This means— 
if you are not familiar with the subject—you must take 
steps to inform yourself about ring styles, types, and 
gems. The moment you falter in your sales talk, or ip 
answering a question about a ring, the sale may be as 
good as lost. Because, knowing little about rings and in 
some instances knowing less about the store involved, the 
customer must feel confidence in the salesman in the 
store, before buying. 

Already emphasized but bearing repetition, is the fact 
that here is an unprecedented opportunity for the retail 
jeweler to capitalize upon an already existing market to 
increase his sales. Ring manufacturers and stone dealers 
have cooperated in a Steering Committee which has 
cuided the planning of this industry-wide promotion pro- 
sram along realistic lines, geared to a public’s latent 
though existing desire for rings. 

A great deal of time and effort have been expended 
to provide the retail jeweler with ammunition he can use 
to capitalize upon this profitable market:—the Council's 
consumer booklet, “The Romance of Rings and Birth. 
stones,” the Plan Book for jewelers and, we would be 
remiss if we neglected to mention, Jewelers’ Circular. 
Keystone’s “Merchandising Book for Rings and Colored 
Stones,” published in its March issue and now available 
in booklet form at 35 cents a copy. In addition, JC-K is 
devoting a special 2-page article each month throughout 
the year which is designed to show the jeweler how he 
can capitalize upon the stone of the month. In these 
articles, all of the characteristics of the stone are dis- 
cussed in simple language which the jeweler can use in 
his selling talk, along with the romantic background of 
the particular stone. Also covered in this series of ar- 
ticles will be suggested window displays, newspaper ads 
and radio copy. 

The rest is up to the retail jeweler. 


Gem Education 


(From page 122) 


Shaw is a director. Shaw himself completed this course 
as well as another conducted by the Gemological Insti- 
tute of America. 

There is no particular in-store display or promotion to 
add to the pull of the windows and the ads, other than 
the regular jewelry displays. Newspaper readers are sold 
in their homes and downtown shoppers are sold by the 
window displays. Shaw thinks that is sufficient—backed 
up by the thorough training and education of his sales 
personnel. 





“Precious gifts for a wonderful mother” was the theme 
of Bernard & Grunning’s Mother’s Day promotion. In 
this New Orleans firm’s window were featured silver pat- 
terns, lamps, china figurines, and costume jewelry. 
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Romance of Gems 


(From page 124) 


in particular, showed a fine increase in sales. 

You may find it helpful in planning a stepped-up ring 
promotion to use material that creates an educational 
awareness, and following is a script that brought us good 
results at Baird-North. The material is based on research 
done by Dr. G. F. Kunz, and part, although not all of it, 
can be found in his book, “The Curious Lore Of Precious 
Stones.” 

“The jewel that has intrigued the imaginations of more 
men and women than any other throughout the ages is 
the birthstone. We find in looking back through the his- 
tory of birthstones that the first belief in their occult and 
mystic power originates in the dignified source of the 
book of Exodus, in the bible. | 

“During the tumultous days when the people of Israel 
first escaped from the bondage of the Egyptians, to carve 
their promised land out of a vast wilderness, they were 
given ten commandments to follow. In order to see how 
well these commandments were being kept, the High Priest, 
Aaron, was ordered to stand each day before the altar 
in the Tabernacle, dressed in cunningly wrought garments 
with gold, blue, purple and scarlet, and wearing over his 
heart the Jewelled Breastplate of Judgment. 

“This breastplate was a beautiful ornament of gold, 
and hung from the shoulders by great onyx clasps. Set 
into the golden plate were twelve precious jewels, one to 
represent each of the twelve tribes of Israel, and these 
jewels were the medium by which the tribes were judged. 
If any of the laws had been broken, the jewel of that tribe 
turned pale and dull, but when all the commandments 
had been obeyed, God made the precious stone shine 
forth in radiant purity. 

“This is the magnificently colorful tradition from which 
our birthstones have sprung, for the twelve jewels of the 
breastplate became linked with the twelve signs of the 
Zodiac, and eventually with the twelve months of the 
year.” 





New Shears Cut Bracelet Ends 


Recently developed by Scott, these new shears are de- 
signed to cut the ends on metal watchbands to fit them to 
a particular watch. The bracelet end fits on a pin in a 





special groove in the shears which prevents the metal from 
collapsing during the single cutting operation. Priced at 
$7.50, the shears are being distributed by Joseph B. 
Bechtel & Co., 729 Sansom St., Philadelphia, Pa. 
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as featuredin ... 


House beautiful 


Will add prestige to your displays... VOLUME TO YOUR SALES! 


House Beautiful is known country-wide for its in- 
formative, imaginative presentations on silverware, 
china and glassware in terms of American Style 
living. Month after month, it gives the strongest kind 
of editorial support to the tableware industry, at both 
manufacturing and retail levels. It’s not surprising, 
naturally, that it advertising pages are a regular 


Consistent month in and month out big space 
advertising in America’s leading shelter publica- 
tions sell the dramatic beauty and maximum light- 
ing efficiency of BRADLEY LAMPS. Bradley's 
May House Beautiful ad highlights famous co- 
ordinated planter lamps and exclusive Hollywood 
Headboard lamps with matching vanities. Write 
for complete catalog and dealer selling aids. 
Bradley Mfg. Co., 412 N. Orleans St., Chicago, Ill. 
e 


BOOTHS ENCLISHWARE famous for its authen- 
tic, 18th and 19th century engravings comes in a 
wide range of colors and patterns suitable for any 
decor, traditional or modern. New colors and 
patterns also reasonably priced make this distinc- 
tive dinnerware one of the finest coming into this 
country. 
« ® - 


FRICAST HAND WROUGHT DANISH STERL- 
ING FLATWARE, continuing their third year of 
successful advertising in House Beautiful and 
Guide for the Bride. This is offered by leading 
stores from coast to coast. Made by the famous 
Frigast silversmiths in Copenhagen, Denmark. Dis- 
tributed by Paul Wilkens, Inc., sole importer in 
the United States and Canada. 
e * * 


GCENSE SWEDISH STAINLESS STEEL TABLE- 
WARE. Nearly two hundred superbly designed 
pieces of holloware and flatware by Sweden’s 
stylist, Folke Arstrom. No tarnishing nor staining 
—no polishing to keep its lustrous satin finish. 
The choice of the modern-minded hostess. Gense 
import, Ltd., 15 East 26th Street New York. 
. © 8 


The new Lindstrand collection which HAMBRO 
HOUSE has just received from KOSTA represents 
a combination of top artistic ability and superb 
glassmaking. Vicke Lindstrand, now head designer 
for Kosta, is generally considered Sweden’s top 
ranking contemporary designer. This collection ad- 
mirably reflects his talent. Full details available 
on request. 
° s 


‘Trio in perfect harmony’’— one of our sugges- 
tions for a perfect table . .. this trio showing 
compatible forms, textures, decorative themes: 
‘Blue Flower’ dinner plate of Royal Copenhagen 
porcelain, $4.25 . . . American stemware ‘’Dallas”’ 
design, the goblet $2.25 . . . GEORG JENSEN 
SILVER in the ‘’Continental’’ pattern, medium 
knife and fork, each $12.75 including tax. 
* ’ . 


PLASTIC PLACE MATS BY HEDWIN promise 
high volume, fast turnover. Exact textures em- 
bessed in Vinylite. Patterns include Ivy ... cast 
from real leaves on hand loomed background. 
Gingham Fringe has real fringed border on coarse 
linen texture, red green, blue black —on white. 
Many other patterns. Hedwin Corp., Baltimore 11. 
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IROQUOIS CASUAL CHINA-—the only true 
china Russel right has ever designed for the 
home — takes another step forward in its greatest 
single advertising campaign with the appearance 
of an arresting, hard selling 4-color full page ad 
in the May issue. This insertion promotes the 
dramatic Iroquois warranty against breakage. 
7 e - 


Announcing LIDO — a new polished cut stemware 
pattern by LIBBEY CLASS. Created by Freda 
Diamond, Lido is a modern stemware pattern 
design with bracelets of crystal raindrops. Retail 
price—a set of four stemware about $4.00; 
matching set of four tumblers about $3.00. 

e 7 * 


LIGHTOLIER’s stuning Spring collection includes 
lamps inspirer by the Modern Italian school of 
design. Contemporary conversation pieces, dra- 
matically styled to keynote a room, efficiently en- 
gineered to give soft, glareless, plentiful light. 
For details write Lightolier, 11 E. 36th St., New 
York. 
® @ e 


“Lovely gift for a lovely lady”’ is the theme of 
the full page four color advertisement of the 
NURRE Co., Inc., makers of Nurre ‘Living Pic- 
ture’’ MIRRORS, appearing in the May issue. The 
advertisement, promoting Nurre Mirrors for 
Mother’s Day gifts on May 11, features a new 
ultra modern Nurre pattern, no. 1298. 
+ * * 


Fisher, Bruce & Co., representatives for the famous 
SWEDISH CRYSTAL, ORREFORS, is currently 
promoting Orrefors’ latest creation, the Helene 
Pattern. The advertising pictures three of the stem- 
ware items in this pattern. Orrefors is offered by 
finer stores from coast to coast. An illustrated 
booklet is available on request. 
° 6 e 


PACIFIC SILVER CLOTH advertising currently 
features the Silverfile, newest idea for storing 
place settings. Compact as a handbag, it’s lined 
with Pacific Silver Cloth. This amazing cloth traps 
tarnishing gases in the air, keeps stored silver tar- 
nish — free without polishing. Also in bags, rolls, 
chests, wraps and by the yard. 
* . ” 


World famous ROSENTHAL CHINAWARE is be- 
ing reintroduced to the American market by a full 
color, page advertisement in the May issue of 
ouse Beautiful. Unmatched in beauty and crafts- 
manship, Rosenthal chinaware will find the same 
embassies and palaces the world over. 


The new Starlight pattern in ROYAL NETHER- 
LAND Maastricht CRYSTAL is an excellent ex- 
ample of the fine craftsmanship obtainable only 
by hand cutting. This full lead crystal has bril- 
liance, clarity and ring: its value has made it the 


LOCAL TIE-INS FEATURING 





meeting place for the leading brands you carry. 


You'll find plenty of pulling power added to your 
promotions if you build them around this editorial 
and advertising support. Why not plan now to fea- 
ture prominently the top-quality names advertised 
in the May issue—names like the typical best-sellers 
whose pre-view trade messages appear below? 


best selling crystal in many of the finer specialty 
shops and stores throughout the country. 
® e ° 


The excellent design and graceful simplicity of 
RUSSEL WRIGHT — AMERICAN MODERN din- 
nerware are featured in this month’s full page ad 
—another in the current ‘Enduring American 
Originals’’ series. Available in match-or-blend 
colors fine-art texture and distinctive shapes, this 
most famous of modern dinnerwares is priced at 
$7.95 for a 16 piece starter set. 

* © s 


The SYRACUSE CHINA advertisement for May 
features the popular APPLE BLOSSOM pattern on 
the new Berkeley shape. This fine china has an 
intensely white body which is exquisitely thin yet 
strong __a product of costlier clays. Newspaper 
mats and glossies are available. 

a . e 


WALLACE SILVERSMITHS will present the dra- 
matic story of the Wallace ROSE POINT PAT- 
TERN. Rose Point, like every Wallace pattern, is 
created in a ‘‘mood of beauty’’. The advertise- 
ment will also display all six ‘‘Third Dimension 
Beauty’ patterns created by William Warren, and 
will offer a special Wallace booklet, ‘’Treasures 
in Sterling’. 

e ’ » 
In a full page of color, WEDGWOOD changes 
from the policy of featuring only one pattern 
which has been followed for several years. The 
dinnerware shopper is given a choice of ten 
QUEEN’s WARE designs which are currently in 
adequate supply. The illustrations are arranged in 
catalogue form to simplify selection. 

© . 


. 
TAPERLITE DINNER CANDLES by WILL G 
BAUMER in smartly styled two-pack cello wrap 
window boxes offer fast turning no-loss inventory 
in colorful eye-catching displays. Strong impulse 
item in high traffic locations. Big profit margin and 
low sales cost. Packages keep candles clean, un- 
broken, salable. Consumer-tested colors based on 
Rahr national survey. Popular lengths. Free sales 
aids. 

. * ° 
May’s back cover illustrates HEIRLOOM’s newest 
pattern, STANTON HALL. Inspired by one of the 
South’s lovliest mansions, this heavy weight pat- 
tern has quickly captured the heart and imagina- 
tion of the traditionally minded. Its regal weight 
and clarity of design are most unusual at such 
moderate cost, 

” 2 ° 
One of America’s top bridal patterns, HEISEY 
ROSE is featured in a four-color page, showing 
goblet, sherbet, and salad plate. This beautiful 
etched crystal is available in a full line of hand- 
blown stemware and matching accessories. Fold- 
ers and mats are available from A. H. Heisey ©o., 
Newark Ohio. 
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THE PRODUCTS YOU CARRY! 


SEND TODAY for handsome “Right 
from House Beautiful” display cards 
...an effective tie-in newspaper 
mat. They’re available on request, 
free of charge. 


















FOR DISPLAY CARDS mounted with 


May advertisements you want to feature, check 
any or all of the products on the listing below 
that are preceded by a number. 


FOR A MAT in which product names can 


easily be inserted, check the square indicated. 
Fill in your name and mailing address, mail to: 
Merchandising Division, House Beautiful Maga- 
zine, 572 Madison Avenue, New York 22, N. Y. 


6 44 ff 
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© 93. BOOTHS ENGLISHWARE ————eEEeeeee * 
° = pal 122. ROYAL NETHERLAND CRYSTAL » ; 
a * RUSSEL WRIGHT AMERICAN ORIGINALS e : 
® 97. FOSTORIA CRYSTAL 124. SPODE DINNERWARE 7 
‘ 98. FRANCISCAN PALOMAR DINNERWARE son. euninenaan diane a . 
0 Ne ee 126. SWIFT AND ANDERSON BAROMETERS . 
, 100. GENSE SWEDISH STAINLESS STEEL FLATWARE 22. conneuen -agnen-Sneeeneh-tneth 
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. oa aoe 136. WILL & BAUMER TAPERLITE CANDLES Fe 
a 111. LIBBEY GLASS * No counter card available. e 
e 112. LIGHTOLIER LAMPS |_| “Seen in House Beautiful’ Mat. 7 
113. DUNCAN MILLER GLASSWARE 
e 114. NURRE MIRRORS NAME 5 
@ 115. ONEIDA HEIRLOOM SILVER a 
@ 116. ORREFORS STEMWARE ADDRESS 
117. PACIFIC SILVER CLOTH SILVERFILE e 
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1. Sugar and cream set in Damask Rose hollowware by 
Heirloom Sterling retails at $35, FTI. Other new items 
in this pattern include bon bon dish, $12.75, can- 
delabra, $31.25, and lemon or cheese dish, $7.25, FTI. 


2. Poole Silver Co., Taunton, Mass., has introduced 
a new set of sterling silver console sticks. They are 
5" in height and incorporate the popular gadroon 
borders. Each pair is gift packed; $10 retail, plus tax. 


3. A complete service of hollowware to harmonize with 
the Wedgwood flatware now being presented by 
International Sterling is available. The 5-pc. tea ser- 
vice retails oat $525. Waiter, $725, tax included. 


4. A replica of an elophant head carved by a Chinese 
master 200 years ago, by Cellini Studios, Santa 
Barbara, Cal., cast in 10K. gold. Elephant is mounted 
on lapel pin at $12 each; on earrings, $25 per pair; or 
on cuff links. $30 per pair. All prices are keystone. 


5. "Leading Lady" expanding cuff bracelet, one inch 
wide, in yellow or white, gold-filled or gold plated. 
Former is $12.95, latter is $6.95, keystone. Available 
through wholesalers. Harwood Mfg. Co., Providence. 


6. Strictly for the teen-agers, the "Bobby Bracelet" 
is large enough to encompass the cuff of a sock. Re- 
tails for $1 plus tax; comes in silver or gold-tone. 
By Boben Mfg. Co., 3015 Salena Street, St. Louis, Mo. 
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He’s Doubly Honored when it’s a 





WALLACK TROPHY 


That's because Wallace Trophies are acclaimed as the most 
beautifully designed, the most beautifully made in America 
today. They are the first choice of fine jewelers and their dis- 
criminating customers, throughout the nation. 

Wallace has special designs for all the major sports—inter- 
changeable on a variety of handsome pedestals by means of the 
patented Wallace Flexi-Grip sockets. 

Wallace makes distinctive plaques, cups, mounted scrolls, and 
holloware pieces for every possible award occasion. Our trophy 
craftsmen are also equipped to create original designs to answer 
the jeweler’s need for “special occasion” awards. 

The selection of a Wallace Trophy—large or small—assures an 
award that will be truly cherished—by your customer, by the 
person who is being honored. 

A collection of Wallace Trophies can be an excellent reputa- 
tion-builder for your store, in your locality. Let us help you get 
your share of the trophy business with Wallace Trophies of 
distinction! 


WALLACE SILVERSMITHS, WALLINGFORD, CONN... . Since 1835 
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1. Elgin-American has introduced a line of carryalls, 
available in a variety of styles; prices ranging from 
$14.95 to $100. Has powder, lipstick and utility com- 
partments. Metal carryalls come with black moire case. 


2. The Dennison ring case (No. 8X) is styled in pearl 
plastic. The white satin lining is set off by a deli- 
cate orange blossom design. For further details write 
Jewelry Box Div., Dennison Mfg. Co., Marlboro, Mass. 


3. “Crystelle" featherweight cases are made in lumin- 
ous plexiglas. Top, “Social Butterfly" model retails 
at $7.95; left, a "Parquet'’ model case, $3.50; right, 
“Amourette" $5.95. By Wadsworth Watch Case Co. 


4. Claimed to be the “world's lightest binoculars," 
this 7x35 German binocular weighs 14 ounces. The list 
price is $57.50. From United Products Co., Chicago. 


5. For home or travel, Mele's Duette jewel box, style 
900, serves a dual purpose. It is of leatherette, with 
24Kt. gold tooling, satin lid, bottom compartment with 
3 sections and 2 earring bars and lock with key. 
In ivory, rose, and baby blue. Suggested retail: $6.95. 


6. The new Bosca line of ladies’ billfolds features a 
detachable, full-leather, snap-closured pass case. It 
comes in a wide range of leathers; and each style is 
available in 5 colors. Retail prices: $2.50 to $7.50. 


7. Saddle calf matching handbag accessories by 
Enger-Kress Co., West Bend, Wisconsin. French purse 
retails at $7.50; billfolds at $5; purse pouch $1.50; 
key case $!.25—all plus tax. The cigarette and eye- 
glass cases are not taxable and retail at $2 and $]. 
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Big buyer in her own right! Earnings and 
allowances give these girls $3,700,000,000 a year to 
spend ...as they wish, fancy free. 


uy | 


Getting gifts galore! For birthdays, graduation, 
Christmas, hope chest. Gifts she nearly always selects 
herself. 





Coaching Mother, Prompting Dad! She's 
a power behind the throne in every field of family 
buying. She can pick a product, switch a brand. 























aS | 
Here comes the bride! More girls wed at 18 
than at any other age. Is your product on their shopping 
lists... for life? 
al 








= creer seventeen sells 


New York « Boston * Chicago « Hollywood « Atlante 
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Fiv e St eps and also enables her to more quickly decide upon he; 
pattern. 

(From page 99) Always state the name of the manufacturer, the 
line, and the pattern. Customers are always interested 
in nationally advertised products. Some lines are not 
so advertised, but it is an added sales feature if the 
customer knows that they are made by the manufao. 
turers of high-quality advertised lines. 

It is important to note here that if a customer ask, 
for a certain pattern by name, show and discuss jt 


Having determined your customer’s general interest 
as far as price and kind of silverware, the next re- 
sponsibility you have toward the customer is to assist 
in pin pointing your customer’s pattern preference. 


2. Your Customer's Pattern Preference 


Customers usually have a pattern preference— with her. Do not confuse her, and possibly lose a sale 
plain, semi-ornate or ornate. All are in good taste. by trying to sell her some other similar pattern, 
The customer’s selection is dependent on what she Having by this time decided upon her quality 
likes and what is suitable to her home regardless of kind and pattern of silverware, the customer, as far 
the price she pays. as she most likely knows, is now “satisfied” with the 

You should note and repeatedly state to your cus- question of silverware selection. 
tomer that, while a pattern may be particularly However, it is from this point on that salesmanship 
adaptable to certain table settings, it is harmonious takes over even more importantly. For now, the 


question of “the size of the sale” becomes the ques. 
tion. Even here, however, the salesperson must act 
in line with his customer’s best interests; he must take 
the third selling step which enables him to: 


with all types of table covers, china, and crystal— 
plain or decorative. Therefore, it is really the cus- 
tomer’s own taste that decides her selection. Find out 
what she likes. 


It is well to note here that the customer is probably 3. Find Out and Contribute to the Customer's 
not acquainted with period designs, Queen Anne, Assortment and Quantity Needs 
Georgian, Rococo, etc., but is interested in an expla- At the second step in the sale you showed the cus- 
nation of them. A running commentary on such tomer a place setting or perhaps a few less or a few 
design foundations of the various patterns provides more pieces in each of the patterns she was consider. 
excellent background sales-talk which the customer ing. The moment she decides upon one pattern, put 
appreciates. This sustains and intensifies her interest aside all others and concentrate on her selection. 











OUR STERLING SILVER MINI- MILLS 


JUST 22" HIGH 
SMALL IN SIZE 
BIG IN SALES 


FIRST TIME AT THIS LOW PRitt 


Designed for individual table service... 
matching pepper mini-mills and salt 
shakers in solid sterling silver. Mini-mill 
mechanisms are small connoisseur’s 
grinders, made with fine steel and 
precision workmanship. Gift boxed for 
easier selling. 


Mini-mill and Salt Shaker (either style)— $15.50 the # 
(Keystone) 





Mini-mill only— $8.00 each (Keystone) 


No. 54-G No. 52 
For “table talk,” and sales, order today, from: 


HALLMARK SILUERSMITHS, wwe. 


Manufacturers of Sterling Hollow Ware 
362 Fifth Avenue ¢ New York I, New York 
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Set a dinner plate and a butter plate on a pad (or 
whatever is provided for you to display flatware). 
Arrange, to the customer’s right of the plate, all of 
the place pieces that are correctly placed at the right, 
in their correct continuity. Do the same with the 
pieces that belong on the left of the plate. The pieces 
that are placed on the table during the meal should 
be in the correct location but separated from the 
others. These include such items as dessert spoons 
and forks and coffee spoons. Lay the butter knife at 
the right angle on the butter plate. 

Place the duplicating pieces above the related place 
pieces. For example, you may place an oval soup 
spoon in the setting. Above it will be the bouillon 
and the round soup spoons. The luncheon knife and 
fork will be above the dinner knife and fork, and 


so On. 


GIVE' THE CUSTOMER TIME TO MAKE UP HER MIND 


Give the customer all the time she requires to make 
her decision. As she selects, for example, the one 
soup spoon, put the other two aside and lay her 
choice in the place setting. 

Serving Pieces. Place, in a row above the plate, 
all of the serving pieces. These, together with the 
place pieces, will give the customer a complete picture 
of the assortment in the pattern she has selected. 

This selling technique will serve two purposes: 
(1) often increase your immediate sales because many 


customers will select additional pieces at the time, 
and (2) increase your future sales because you have 
created in her the desire to own all of the necessary 
place and serving pieces. It also serves a third pur- 
pose—it saves time and makes more sales by coordi- 
nating suggestion selling with the original sale, rather 
than after the usual first part of the sale is closed 
and the customer has been taken beyond the active 
buying stage. 


DO NOT DO ALL OF THE CUSTOMER'S THINKING 


There has been, in the past few years, a trend 
toward the promoting of the minimum essential pieces 
for a place setting. This was particularly true of 
sterling flatware advertising. A customer who could 
not afford a complete service was encouraged to start 
with one or two place settings. 

This is a sound promotional and selling idea and 
should be continued. However, it should not prevent 


you from starting with the maximum number of ster- : 
ling pieces and permitting the customer to select her : 
own minimum. . 

Therefore, your responsibility is to widen and not : 
narrow the customer's scope of choice. Show all of . 


the place and serving pieces to her, know the correct - 
usage of each piece and give her the best advice 
possible. 

In the case of hollowware, there are two kinds of 
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Pacific Silver Cloth was rated the best 
antitarnish wrapping by an impartial 
research laboratory selected by the 
Reader's Digest. This patented, chestnut 
brown, feltlike fabric is impregnated 
with a chemical compound of silver. The 
millions of tiny particles of the silver 
salt trap any sulphur gas before it gets 
through to the wrapped silver. Pacific 
Silver Cloth comes in ready-made bags 
for hollow-ware, in rolls for flatware or 
by the piece (31 inches wide). With 
proper use, it will protect silverware 
from tarnish for 15 or 20 years. 

See “To Keep Silver Bright,” 

December Reader's Digest 


PACIFIC MILLS... 
Weavers of fine Cottons, Rayons, Worsteds and Woolens 
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Millions read these facts in the 
December Reader’s Digest 
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PACIFIC MILLS, Dept. 4R, 1407 Broadway, New York 18, N. Y. 
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Gentlemen: I am interested in wraps ' 
hollow-ware bags , place-setting rolls , packets 
made with Pacific Silver Cloth. Send me names of sources. 














Name 


Dept. 





Position 





Store 





Street Address 


Zone State 








City 
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SALESMEN! 


Personal Leather Goods 
Territories Available June Ist 


No objection to non-conflicting lines 
a 


Short line of men’s billfolds, key cases, and 
pocket secretaries. Outstanding styling, 
choice smooth finish leathers in one-piece 
construction. Complete sample line in one 
16” brief case. (Deposit required.) 


If you are an experienced salesman with 
an established following, here is what this 
compact, high-style, high-value line gives 
you to work with:— 


© 50% retail mark-on. ¢ Special introductory deal. 


e Consistent trade paper and 
direct mail promotion. 


e Store ad allowances. 


e All prices F.O.B. des- e National consumer adver- 
tination. tising to follow. 


Here is what this outstanding, high style, 
high value line gives you :— 


® No house accounts. 


®e Good income on 
straight commission. 


e Protected territory. e Full credit on m.o.’s. 


© No objection to non-competing lines. 


If you believe you are our man for one of 
the following territories, please write to- 
day, giving age, territory covered, lines 
carried, and personal references. 


e New Mexico 


e New York City ¢ Baltimore and 
and Arizona 


e Long Island Washington 
i e San Francisco 
teats ene and North 
© Massachusetts 


(Boston head- ¢ Denver and 


e Los Angeles 


quarters) area and South 
© New England e Salt Lake City e¢ Portland and 
(except Mass.) and area Seattle 


~ Coronet 


INCORPORATED 


SPRINGFIELD, OHIO 
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hollowware customers—those who come in to pur. 
chase a certain piece and those who come in to select 
a hollowware gift which may be any one of many 
items. 

The predetermined-item customer. This customer 
will ask for.a meat platter, a vegetable dish, or any 
one item. Your selling procedure will be determine 
partly by the arrangement and display of the hollow. 
ware in your department. Undoubtedly, one method 
of displaying will consist of locating in one section 
all pieces in one line and one pattern. 

If the customer asks for any one of the table serving 
pieces, sell from the display of an entire line. This 
will permit her to see all of the matching pieces, |; 
is assumed, of course, that at this stage of the silver. 
selling sale, you have ascertained the approximate 
quality she prefers, sterling or plated. 

In this sale, you concentrate on helping her select 
the piece she came in to purchase. 

The gift customer. If the customer states he or she 
is buying a silver gift, you first find out for whom the 
sift is intended and the approximate quality. From 
then on, your attention is given to helping select the 
most appropriate piece. 

This leads us to the fourth selling step which is 
actually an overlapping progression of the third step. 
That is, the determination of: 


4. Your Customer's Additional Requirements 


Suggestion selling usually means selling additional 
merchandise to that which the customer came in to 
purchase. This is equally true of silverware, but it 
operates differently than in many other departments. 
The general recommendations are that the original 
sale be completed and only then the additional iter 
or items “be suggested. 

It has been pointed out, in the former steps of the 
silverware sale, that much of suggestion selling goes 
hand-in-hand with the original sale. The customer 
should be shown all of the place pieces and all of the 
serving pieces in the selected pattern prior to her 
decision on which pieces and how many to purchase. 
Do not sell her the place pieces, close that sale, and 
then suggest the serving pieces. Help her decide on 
both at the same time. 

Five points to remember, if you want to make extra 
sales are: 

1. Suggest all flatware pieces during original 

sale 

2. Suggest hollowware, to match or harmonize 

with, flatware, after close of flatware sale 

3. Suggest companion hollowware pieces dur- 

ing original sale 

4. Suggest other hollowware pieces after close 

of hollowware sale 

5. Suggest suitable silverware for gifts after ask- 

ing leading questions 

You are now ready to complete the sale, the size 
and satisfaction of which will depend upon the thor- 
oughness of your four steps of selling. You are now 
ready to: 
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5, Find Out and Contribute to Your Customer's 
Final Decision 

All conversation should be closed in a friendly, 
sincere manner, whether or not merchandise is sold. 
It is often reported that salespeople, as a group, are 
so discourteous to customers, who decide not to pur- 
chase at the time, that they will begin a sale by saying, 
“J am just looking,” and actually not accept the ser- 
vice of a salesperson. These customers prefer half- 
shopping to the rude treatment they feel they will 
receive for taking the salesperson’s time without buy- 
ing. Have you had this experience when you have 
shopped outside your store? 

At the moment the customer decides not to pur- 
chase you start a new selling technique. You do not 
quietly and quickly put the merchandise away. You 
do not walk away from her. You do not turn to a 
waiting customer without a further word to the “look- 
ing” customer. 

You remain interested and become understanding. 
Agree with her that you think she will be better 
satisfied ultimately if she looks around and takes 
time. (You might as well say it because that is what 
she is going to do anyway.) While you are talking, 
take out the leaflets of the patterns in which she is 
interested. These are supplied by all manufacturers. 
Write your store and your name on them and give 
them to the customer. If she is considering hollow- 


ware and you have no leaflets, write on a piece of 
note paper the item, pattern, and price, and your 
name, and give it to her—all of the time bringing up 
the most important sales features. 

Be friendly and sincerely interested. Invite her to 
come to you when she is ready to make her selection. 
Make your leave-taking gracious and pleasant. Sell 
your store, your department, your silverware, and 
yourself—and ultimately you will sell her—the great 
majority of times, because of her confidence in you. 

If you have performed a thorough job on the first 
four steps, you will be adequately rewarded for your 
efforts by the frequency with which customers will 
want to place an order right away. For you will have 
convinced your prospect of the fact you are interested 
in helping her, that you are qualified to do it and that 
you are sincere. In analyzing your own reaction as a 
prospective purchaser of a big ticket item, you will 
recognize the power of such a procedure of sincerity. 





MOTHER’S DAY SUGGESTION—Kochers, San Jose, 
California, stressed extra pieces in its newspaper adver- 
tising. The ad, featuring a single item—a cocktail fork, 
brought excellent results. The ad was headed, “A sterling 
mother deserves a gift of sterling. There’s nothing quite 
like beautiful solid silver for a gift that will go straight 
to a woman’s heart! So why not thrill her this Mother’s 
Day with one of those special ‘other’ pieces in her own 
silver pattern.” 
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21 West 46th Street 





% 


Metals of Guaranteed Purity 


* 
GOLD - SILVER * PLATINUM - PALLADIUM 
IRIDIUM - RUTHENIUOM - RHODIUM - OSMIUM 
* 


W. solicit gour Sweeps °° 


Filings — Scrap Gold and 


Your Ol Gold Shipments 


Kastenhuber & Lehrfeld, Inc. 


Tel. LUxemburg 2-2320 


Platinum — Metals 


WILL RECEIVE 
Special Alten lion 


New York 19, N. Y. 
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WaATCH BAND SHEARS 


Quick Easy Way 
to Shorten Bracelet Ends 


NO SAWING, FILING OR GRINDING 





One cutting action and bracelet end is shortened 
to a perfect fit and the end is left in a condition of 
perfect roundness and smoothness. 

This tool will save time and patience, improve 
service and appearance of work. An investment 
that pays off well. 


JOSEPH B. BECHTEL & CO., INC. 


Wholesale Distributor 


729 Sansom Street Philadelphia 6, Pa. 

















YOU CAN STAKE YOUR REPUTATION ON 


orth. amyalon/ 


BLADES! ~ 


—_— 












Famous makers of the 
finest sterling and reput- 
able repair shops have 
learned to depend on 
Northampton Cutlery for 
the ultimate in quality 
and craftsmanship in 
forged stainless steel 
blades 


Prices 


and tllustrations 
gladly furnished 


— 








NORTHAMPTON CUTLERY COMPANY e 


MORTHAMPTON 2, MASS: os ESTABLISHED 18671 
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Service is Important Factor in 
Jewelry Store Appliance Merchandising 


Deciding from the outset to cover every aspect of the 
appliance merchandising field, and offer the customer 
many advantages not easily obtainable in competing re. 
tail outlets, has made major and small appliance mer. 
chandising a consistently profitable specialty at Wilson’s 
Jewelers, Syracuse, New York. 

John D. Wilson, president of the firm, and Jerome M. 
Wilson, vice-president and general manager, are con- 
vinced that it is harmful to any jeweler’s goodwill to sell 
any item which the store cannot service. Therefore, fol- 
lowing World War II, when the decision was made to 
branch into radio, television, major and small appli- 
ances, the store did not content itself with selling alone. 
but at the same time, set up a completely staffed, well- 
equipped service department. 

“What we have actually done is to sum up all the 
advantages which the jewelry store may have over the 
competitor, and to frankly recognize any disadvantages,” 
Jerome Wilson said. “In laying out separate departments 
for these appliance lines, we felt that we would first capi- 
talize on an excellent record, and continuous trust in 
the minds of the public.” 

“Second,” Wilson continued, “‘we feel that we offer 
the customer a better trained salesperson, just as com- 
plete an inventory, and a far more comfortable atmos- 
phere for appliance shopping. The jewelry store is al- 
ways quiet, dignified, and the customer is less likely to 
be distracted. Our salespeople are as well trained on the 
major appliances which they sell as on watches, dia- 
monds and other basic jewelry items. The customer 
usualiy appreciates that fact. 

“Going further, our credit arrangement is usually bet- 
ter for the customer who intends to make time-payments. 
For one thing, we can check the customer’s credit while 
he waits, which is something which few department stores 
or appliance dealerships will do. The customer who 
wishes to make a deposit or down-payment may do so, 
and clear up all details of the time-payment purchase be- 
fore leaving the store. Usually, our credit plans are 
written to involve complete payment within a year, but 
if it is necessary, we can readily extend the time. 

“Still another point which counts with the appliance 
customer,” Wilson continued, “is the fact that the cus- 
tomer will find the television set, refrigerator, or small 
appliance gift she wants convenient at sidewalk level, 
without having to wend her way up escalators or elevators 
to the upper floors of a department store.” 

Lastly, and most important, however, in convincing 
the prospect that the jewelry store is a logical point at 
which to purchase appliances, is service, according to 
Wilson. Since expanding into the appliance lines out- 
lined above, Wilson’s service department has grown with 
sales, until it now consists of a staff of six full-time men, 
operating two well-equipped service trucks, which can 
readily repair and maintain every appliance sold by the 
store—from television to toasters. 

“Service has proven to be unquestionably our most 
important sales point in keeping these sidelines turning 
over,’ Wilson said. “The customer invariably is wor- 
ried about service when he is purchasing any appliance 
from which he expects long-continued value. When we 
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point out that a telephone call to the store will get a well- 
trained serviceman on his way immediately, all resistance 
melts, and the customer will go ahead and make the pur- 
chase. Where gifts are concerned—any many of our 
small appliances are sold in this way—the service back- 


ground is equally valuable.” 





Instruction Book on Chronographs 


Introductory Course on Chronographs, published by 
Ebauches S.A. Switzerland. 29 pages, profusely illustrated. 
Sent postpaid for $2.50 from Book Department, Jewelers’ Cir- 
cular-Keystone, 100 E. 42nd St., New York 17, N. Y. 


A new 30-page book titled. “Introductory Course on 
Chronographs” has been published by Ebauches 5. A. 
and is now on sale in the United States. 

This new technical guide, prepared in collaboration 
with the Swiss factories in which the special feature time- 
pieces are produced, is profusely illustrated and covers 
completely all technical features of the three types of 
basic chronographs. It provides a guide on the disassem- 
bling, checking, assembling. and casing of each model, 
and, in addition, it offers the following detailed informa- 
tion for the type of movement indicated: 

Chronograph with pillar wheel: Its use. operating 
mechanism, clutch mechanism, disengaging mechanism. 
recording mechanism, starting operation and stop opera- 
tion. 

Chronograph without pillar wheel: Its use, operating 
mechanism, clutch mechanism, disengaging mechanism, 
recording mechanism, starting operation and stop oper- 
ation. 

Split second chronograph: Its use, starting operation, 
stop operation, zero operation. and description of the split 
second mechanism. 

In announcing the availability of this new book, Paul 
Tschudin, director of the Watchmakers of Switzerland 
Information Center, pointed out that chronograph sales 
have been showing a consistent increase in this country. 

“A quality watch is only as good as the service that 
stands behind it,” he stated. “This book has been pro- 
duced as a tool to help in the servicing of jeweled-lever 
chronographs. and we feel certain that it will prove an 
invaluable aid to the watchmaker at the bench.” 

“Introductory Course on Chronographs” can be pur- 
chased at $2.50 a copy, prepaid, from watch materials 
jobbers or from the Watchmakers of Switzerland In- 
formation Center, 730 Fifth Avenue. New York 19. 
N. Y.. or the Book Department. JeEwELERS CIRCULAR- 
KEYSTONE. 





‘Ticket Office’ Sideline Headlines Jeweler 


Nelson’s Jewelry Store, 330 State Street. Madison, Wiz., 
is known to the citizens of that city and more than 15,000 
students of the University of Wisconsin. as the “Uptowr 
Ticket” office. 

For more than 22 years, R. W. Nelson. owner, and 
staff have been selling tickets for all the athletic events at 
the university. According to Nelson. this brings a great 
deal of traffic into the store. The time used to sell tickets 
is more than paid for by the customer list which ticket 
sales help to build. and the repeat business in the store 
as the result of people coming in many times during the 
year for tickets. 
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7 reasons why 
Beattie Jet Lighters 
sell more easily 





@ Two flames—jet for pipes—regular for cigars 
and cigarettes. 


@ Wick that needs no replacement. 

@ Longest? flint. 

@ Huge fuel capacity. 

@ Slip cover for easy fueling. 

@ FULLY GUARANTEED against defects in mate- 


rials and workmanship. 
@ Consistent advertising in consumer magazines. 


RETAILING AT: 


Heavy Nickel Plate ._—-.............. ..$ 5.95 Plus Mfrs. Excise Tax .40 


Pigskin or Black Morocco............ 6.95 Plus Mfrs. Excise Tax .47 
Satin or Bright Chrome.............. 6.95 Plus Mfrs. Excise Tax .47 
Engine Turned Chrome ......... .. 8.00 Plus Mfrs. Excise Tax .54 
Heavy Silver Plate ..... nivawcaenacietaas 10.00° 

Heavy Gold Piate, Leather Covered. 15.00° 

Heavy Gauge Sterling Silver....... 27.50° 

Desk Model, Genuine Leather........ 8.95 Plus Mfrs. Excise Tax .60 
Extra Large Beattie Flints retailing. 25¢ per pkg. 


*Subject to 20% Retail Excise Tax 


Ask your favorite wholesaler or write direct 
to Beattie for name of distributor nearest you. 
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Beattie Jet Products Inc., Box JC-K 
17 E. 48th St., New York 17, N. Y. 


Rush complete price lists and dealer discounts for Beattie Jet 
Lighter ‘o: 


NAME 





FIRM NAME 





ADDRESS 
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More Power... 























... for their Jewelry Outlets 





Tuts year, for the first time, the Electrical House- 
wares Section of Ni:MA has prepared the plans for their Spring 
promotion, taking cognizance of the importance of the retail 
jeweler in the distribution of small electrical housewares. 

JC-K recognizes this program as a promotional opportunity 
for those retail jewelers who have been profiting from electrical 
housewares. Also these promotional plans of the electrical asso- 
ciation provide those other retail jewelers (who have not yet 
installed such a department) with all the material they need 
to dramatically establish their stores locally as electrical house- 
wares headquarters. 

The articles presented on the following pages offer much 
material for thought by all jewelers. For, not only must a 
retailer keep abreast of possibilities for increasing the depth 
of his business (by getting every bit of possible profits out of 
his staple departments), but he must also increase the breadth 
of his business by adding lines which can bring him additional 
gains. Those lines he elects to add, must of course be appropriate 
—consistent with the jeweler’s position in the community as the 
FINE store in which to buy gifts. 
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Electric Housewares 


in the 
Jewelry Store 


Small appliances have found a ready 
market in the jewelry store, fitting 
in naturally with the jeweler’s gift 


merchandising of his regular lines. 


 — housewares business is a profit- 
able business—one that tallied over 600 million dollars 
for retailers in 1951—one whose tremendous growth is 
measured by a retail dollar volume increase of approxi- 
mately 465 per cent since 1940! Is the jewelry store get- 
ting its share of this healthy volume? If not, why not? 
These electrical appliances are all small in size; are com- 
patible with the jewelers’ stock and most significant are 
gift items. Thus, they fit in with the jewelers’ position 
with his public as the place to buy wedding, anniversary, 
Christmas and special occasion gifts. What might be the 
most effective way that the jewelry store can attract more 
electric housewares sales and profits? 

The electric housewares industry believes it has found 
the answer for aggressive retailers who are not satisfied 
with “just enough.” Last year the industry introduced to 
dealers a long-range electric housewares gift program. 
The aim of the program—to help retailers capture more 
sales by directing greater promotional effort toward the 
multi-billion dollar gift market. 

This plan was launched in Spring, 1951, with a cam- 
paign theme: GIVE ELECTRIC HOUSEWARES—FOR 
EVERY GIFT OCCASION. It alerted dealers across the 
country with a basic Fact Sheet showing how stores could 
merchandise the idea. Free display kits went to stores 
and helped dealers promote electric housewares gifts for 
Mother’s Day, Father’s Day, anniversaries and weddings. 

The campaign was launched, primarily, to stimulate 
more sales during the so-called slower first half of the 
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year. However, the basic thinking behind the campaign 
developed into a powerful selling tool for every day of 
the year. 

Jewelers who tied in with the campaign throughout 
the Spring benefited in a number of ways: 

First, the campaign helped to increase store traflic— 
particularly during April, May and June. 

Second, it helped to swell the number of satisfied cus- 
tomers and build a greater potential for repeat sales and 
additional purchases of jewelry store merchandise other 
than electric housewares. 

Third, through consistent promotion of electric house- 
wares as gifts, jewelers gained a more rapid turnover 
of these items and a resultant increase in profits. 

Fourth, the campaign, by promoting all electric house- 
wares items, helped to sell a greater variety of items. 
Jewelers found that gift buyers are potential customers 
for all of the many basic electric housewares. 

Fifth, it helped to establish the jewelry store as elec- 
tric housewares gift headquarters in the community. 

To reward the ingenuity of stores tying in through 
visual merchandising, the industry staged a national 
window display contest in the Spring. Even more reward- 
ing were the results in sales and traffic that stores re- 
ported. One store credited a 54 per cent increase in elec- 
tric houseware sales over the corresponding period for 
the previous year as a direct result of their window 
display. 

(Please turn to page 196) 
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HOW TO START 


Your Campaign to 


POSTER KIT 


The jeweler will find many ways to use the attractive 
display material offered by the NEMA. A free copy of 
the poster together with a page of instructions on its use 
is included in the Plan Book. The large 72-piece display 
kit which costs only $3.95 can be ordered now from the 
Electric Housewares Section of NEMA. The kit includes 
3 large poster blowups, 3 easel-backed counter cards, 6 
large display streamers, 3 pennant displays, 15 salesmen’s 
badges, 3 narrow display streamers and 39 item price 
tickets. All the material is coordinated to the basic theme 
of promoting appliances as gifts for every occasion. 

Address Electric Housewares Section, National Elec. 
trical Manufacturers Association, 155 E. 44th Street, 
New York 17, N. Y. 




























DEMONSTRATION 
BOOTH 


WINDOW AND IN-STORE DISPLAYS 


A general display of appliances should be maintained 
at all times to catch the every-day gift business. The 
Plan Book shows photographically and gives instructions 
for the construction of seven eye-catching displays for 
window or interior that can be easily and economically 
set up. 


WINDOW 
DISPLAY 
SUGGESTIONS 
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promote appliances! 


NEWSPAPER ADVERTISING 


One of the most helpful phases of the Plan Book lies 
in its new approach to retail advertising. Fifteen pages 
are devoted to a syndicate-type advertising section that 
every jeweler can use effectively. Mats of product illus- 
trations, headlines and spot artwork reproduced in the 
Plan Book are available from local newspapers through- 
out the country. 

How to integrate these illustrations, headlines and 
spots into selling ads has been developed through pages 
of reduced-size layouts. The uniform quality of these 
ads make them excellent material for a continuous Spring 
campaign at the retail level. Perfect for the jewelry 
store, they combine a strong selling impact with the 
dignity of an attractive layout. 

This year the electric housewares industry i is conduct- 
ing a separate retail advertising contest in the jewelry 
store field. Official first prize plaques will be awarded 
for the best entry and additional certificates of excel- 
lence will go to runners-up. 
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. SUGGESTED NEWSPAPER ADS .. . 
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RADIO COPY 


For those jewelers who use radio advertising, the Plan 
Book covers this phase too, with specific radio commer- 
cials tying in with all gift occasions. Following are 
examples covering two of the jeweler’s important gilt 
occasions: 

MOTHER’S DAY—“What will you be doing on Sun- 
day, May 13th? If you’re smart, you'll be remembering 
Mom with a beautiful electric housewares gift from Store 
Name. Yes, Sunday, May 13th is Mother’s Day .. . the 
day to remember. And the way to remember it best is 
with a sure-to-be-appreciated electric housewares gift 
from Store Name where you can always depend on the 
finest selections from famous makers. Choose from cof- 
fee makers and mixers, sandwich grills and waffle irons, 
toasters, broilers and many other time and effort-saving 


ee ee tiie 


GIFT CERTIFICATES 


Two important selling tools that are old friends to the 
jeweler should be pressed into action continuously—the 


\ 
4 <a. 






electric housewares gifts. Remember the day—Sunday 
May 13. Remember the way—with a thrilling electric 
housewares gift from Store Name. Make it a point 4 
visit Store Name today!” 

WEDDING GIFTS—*“Wedding bells ringing for Some 
happy pair? Make them even happier with an electric 
housewares gift from Store Name. Electric housewareg 
always get the warmest of receptions. They have just 
enough of the practical and precious to make them per- 
fect gifts. Choose yours at Store Name where you cap 
depend on quality electrical products from famous makers, 
Choose from coffee makers and mixers, sandwich grills, 
waffle irons, toasters, broilers and many other lovely, 
useful gifts that are sure to please any young couple, 
Make it a point to visit Store Name today. See their 
attractive displays of thrilling electric houseware oift 
ideas. You are sure to find just what you want—at the 
price you want to pay. Visit Store Name today!” 


—_—e eae eaececeeaeewewaenweeweeaeeeeweeeeae eee e ae ew eee aeeeewaeenw er wer fe Sf ef ew ew Ke eB ew ew ewe ee 
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sift certificate and gift wrapping. A selling story can 
be built around both in displays, in newspaper ads and 
on radio. Gift certificates, designed especially for elec. 
tric housewares are available to the retailer for only 
$9.00 per hundred through the Plan Book. 








































Please turn page —> 
<—— een Txa == 
ie 86 4% ee 
~GEEET CERTUERFICATE 
AN ELECTRIC HOUSEWARES GIFT OF YOUR CHOICE IN THE AMOUNT OF 
DOLLARS $ : 
IS AWAITING YOU AT 
_ ‘Sere Name} 
presented with the best wishes of 
NO. Sy] 








GIFT WRAPPING 


Gift wrapping plays an important “good will” roll in 
the program, making an impression on at least two peo- 
ple—the giver and recipient. If jewelers are not equipped 
to handle the larger size of electric housewares in their 
gift wrapping set-up, an efficient and compact gift wrap- 
ping unit is available at little cost. The unit holds six 
rolls of gift wrapping paper and eight spools of ribbon, 
and, again, it is available through the Plan Book. 
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The 36-page, down-to-earth re. 
tail salesman’s manual explains 
and shows pictorially how to use 
the successful “Method” formula 
in clear-cut picture-story form. 
Manual, prepared by more than 
50 top sales and sales training ex- 
perts, illustrates how to sell 25 dif- 
ferent electric housewares prod- 


ucts to gift-seeking customers. 


14 WAYS TO TIE IN WITH NATIONWIDE ELECTRIC HOUSEWARES GIFT CAMPAIGN 


The following is a helpful checklist of what the jeweler can do right now to tie in with 
and benefit from the nation-wide Electric Housewares Gift Campaign. If all of these points 


are carried out, you can bank on them buying electric houseware gifts at the jewelry store. 


1. Put up the Gift Poster. 8. Schedule Gift Ads for Newspapers. 

2. Set up the Electric Housewares Gift Display. 9. Contact Newspapers About Mats. 

3. Arrange a Demonstration Table. 10. Set Up Tear Sheet Folio for Contest. 

4. Print Signs for the Gift Display. 11. Display Gift Certificates Prominently. 

9. Order Industry Display Material. 12. Prepare Schedule for Radio Spots. 

6. Prepare arid Display Gift-Wrapped Boxes. 13. Order Collateral Material from Plan Book. 
7. Take Photos of Display for Contest. 14. Prepare Now for Special Gift Occasiens. 
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: Size 642" x 94" 


NEW COMPLETELY REVISED 
SECOND EDITION 


JEWELERS’ 
DICTIONARY 


“Knowledge is Power’. Every jeweler will find 
profit-making power in the knowledge of terms and 
terminology of the jewelry trade which are authori- 
tatively explained in this, the completely revised 
Second Edition of THE JEWELERS’ DICTIONARY. 


Everyday expressions, as well as obscure and little 
known terms can be understood and fluently used 
after consulting this profusely illustrated volume. 


Diagrams and explanations of the many methods 
of cutting precious stones will enable you to identify 
and explain the origin and value of modern and 
antique jewelry. Exploded views of modern watches 
will help you sell watch repairing at a better price. 


Selling points on karat quality, rolled gold plate and $6.00 

electroplated articles are backed up with the authority of 

the printed word, compiled by experts in these fields. Post Paid 

Terms in allied fields such as china and glass are also 

explained in detail in easy to understand language. HARD COVER BOUND 
IN RICH BLUE CLOTH 


‘In one comprehensive volume, THE JEWELERS’ DIC- : 
TIONARY contains an invaluable wealth of information— Wire SSeS Sraaree 


indispensable to the jeweler, watchmaker, gemologist, 
advertising man; in short, to anyone seeking information ORDER TOD AY 
pertinent to the jewelry and allied fields. 

FOR IMMEDIATE DELIVERY 
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AUTHORS 
Dr. Frederick H. Pough 


Curator of Gems and Minerals of the 
American Museum of Natural History 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd St., 
New York 17, N. Y. 


Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.00 


John J. Bowman 


Director of 
Bowman Technical School 


C. M. Hoke 
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Jewelers’ Technical Advice Co. 


Check or money order must 
accompany all orders. 
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Gift ‘Angle’ 


Booms Savitt’s 





by FLORENCE ARMSTRONG BROWNE 


A RECENT Schick electric shaver promotion 
by Savitt Jewelers, Hartford, Connecticut, brought cus- 
tomers swarming into the shop and zoomed Schick razor 
sales to an all time high for Savitt’s. An increase of more 
than 100 per cent in Schick razor sales was recorded 
during the one-month period of the promotion. 

Announcement of demonstrations in the Savitt store at 
35 Asylum Street by a company representative for a 
two-day period launched the campaign and signaled the 
opening of a full-scale advertising barrage. During the 
montif approximately 3000 lines of newspaper space in 
the two Hartford papers, the Hartford Courant and the 
Hartford Times, were used to promote the Schick shavers. 
In addition, 50 radio spots on two local radio stations, 
WDRC (Columbia) and WTHT (ABC), presented the 
Savitt copy theme. Although a few minute spots were 
purchased, Savitt concentrated mostly on 20-second sta- 
tion breaks in getting his message across. 

The Savitt message, aimed primarily at women, was 
designed to overcome sales resistance to buying electric 
razors as gifts. Building on his already well-known slogan 


—P. 0. M. G. (Peace-of-Mind Guaranteed), advertising- 
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Shaver Promotion 





Bill Savitt shows the Schick "20" to a customer 
and explains conditions of 10-day trial period, 


wise Bill Savitt, head of the jewelry firm, tied in a ten-day 
trial offer of the Schick shaver with his slogan so that 
women would feel free to buy the razors without con- 
cern about refund or exchange if their men folk did not 
like the razor after a trial. 

An interesting feature of the ten-day trial period, which 
made it particularly inviting to women customers, was 
that the trial period started from the date the gift was 
presented, instead of dating from time of purchase. 

Emphasis during the campaign was placed on the new 
Schick “20”; visual appeals stressed the good-looking 
Caddie Case. Display copy was kept to a minimum will 
repetition of copy themes a basic ingredient throughoul 
the promotion. The ten-day trial period after presentation 
of the gift and P. O. M. G. were stressed over and ovet 
again in newspaper copy, radio advertising, and sales 
talks to customers. Schick features such as the rotaty 
motor, stop-start button and hi-velocity head were me 
tioned but not elaborated on. Small, compact window 
and inner-store displays tied in with newspaper and radio 
advertising by featuring the Schick “20”. 

(Please turn to page 180) 


THP JEWELERS’ CIRCULAR-KEYSTONE 





aan 2 
a 
— 


4. “Se 
yy a e 


an [42 

a ee es eae a ede) aS 
ie . eye < ~ 
we gitar 





NEW 1952 


Motorola radios 


BRING TRAFFIC INTO YOUR STORE! 
lead the field in styling 4 quality tone>s2- 


You can reap a new crop of sales and profits by offering your customers 
the sparkling new line of Motorola home, clock and portable radios. 
Famous for their rich “Golden Voice” tone, Motorola radios are known 
for superiority of performance and long-range reception, too! 

And new Motorola radios will outperform others anywhere—anytime. 


now... priced low to sell fast! 


There’s lots of price appeal in these new Motorola radios . . . as well 
as customer-catching style and choice of colors. In a full-range of prices 
from only $24.95 for a smart new portable! 
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Electrical appliances were intr 
duced six years ago by Sanaa 
Root, left, Since then appliance 
have increased yearly in << 

volume. 


by BEATRICE MILLER 


Appliance Sideline 





A S A SOURCE of added sales, small electrical 
appliances are a most gratfying sideline for a jewelry 
dealer, believes Samuel Root of Root Jewelers, Arlington, 
Virginia. 

Small electrical ‘appliances sell despite neighborhood 
competition. They require no salesmanship, and involve 
a negligible risk in capital investment. 

“Small electrical appliances are everyday items used in 
every home and we have found them adding extra sales 
as useful practical gifts not only among our charge ac- 
count customers but with people dropping in for silver 
or jewelry purchases, or watch repairs,” explained Root 
who emphasized that Root Jewelers was primarily a 
jewelry store that first sampled this sideline six years ago 
with an investment of $150. “Small appliances find favor 
particularly as wedding and Christmas gifts. Since we 
introduced them, appliances have shown a steady yearly 
gain in volume and have stimulated sales in the watch 
and jewelry departments at least 15 per cent.” 

Small appliances make up excellent night windows fill- 
ing gaps where expensive diamonds and jewelry were re- 
moved. Requiring little space, small appliances promote 
themselves in night windows as attractive items to 
passers. 

Root Jewelers carry a three-deep stock of toasters, mix- 
ers, waffle irons, coffee makers, sandwich grills, blenders, 
electric steam and regular irons, and electric shavers. 
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Becomes a Jewelry Store Staple 


Single representative displays of each item occupy eye 
catching showcases and shelves to the left of the entrance. 
Packaged items are stocked in the rear of the store. 
“The dealer considering small appliances as a sideline 
should keep in mind only the major lines and as a feeler, 
stock cautiously one one of each item,” recommended 
(Please turn to page 184) 





This prominent interior showcase for appliances, located by the 
entrance door, was designed by Mrs. Beatrice Root, above at rig t 
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. B,102 THE FIRST 
| DAY!” 


jack Colbert 
Zale's Jewelers 
Tulsa, Okla. 
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aw” $6,500 WORTH 
IN 9 DAYS!” 


Dan Enderson 
The John Shillito Co. 
Cincinnati, Ohio 









“$76,000 WORTH a 
INI MONTH!” “389 IN 
ayer Jewelry Co. Int 2 WEEKS!” 


Detroit, Michigan Jack Blackburn 


Hart Furniture Co. 
Dallas, Texas 
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Paice || Ga || oth ere 


What an account opener! 


“1 EVERY — 
2 MINUTES!”  . 

Xx “$18,000 IN 

e Roy's 
Johnstown, Pa. L4 3 WEEKS!” 
Jack Nides 
Nides G-E Appliance Co. 
Denver, . 
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BIG TRAFFIC-BUILDER 


OOK what happens when stores like yours feature the COMING Your way: 

G-E Clock-Radio . . . the ove clock-radio that’s racked u og 

more than 2 million sales—more than all others combined. ~ F REE 1 on end with Fred 

you can feature the famous G-E Clock-Radio at only $29.95*. 2,000 os yeep 

What a traffic-builder . .. what a 24K account opener! Wakes * 

you to music, reminds you of appointments. Accurate oa os national 

G-E electric clock—fine-toned radio. Mahogany plastic. television ae and 

Call your G-E radio distributor now. Model 512. $29.95* e — 


Consumer awards 


Dealer awards 
*Subject to change without notice. Slightly higher West and South os 


Your G-E Radio Di 
Stribut 
has details. Cali him today! 


GENERAL ELECTRIC 
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General Electric Company, Receiver Department, Syracuse, New York 




















Live models helped 
to increase store 
traffic and sales gi 
the conclusion of 

remodeling work. 


Full-Seale Modernization 


Transforms Building Into Five-Floor Store 


Wes ANDERSON S JEWELRY CO., 2449 
Washington Blvd., Ogden, Utah, decided to remodel one 
of its first acts was to take over completely the five-story 
building it was housed in. 

The Anderson firm, with stores in Salt Lake City and 
Ogden, is one of the biggest in Utah. Heading the firm 
is Charles D. Anderson, president. His son, Robert, is 
manager of the Ogden store, while sons C. Donald and 
Kenneth B. Anderson work in the Salt Lake City store. 

According to Robert, the $150,000 rebuilding program 
included complete modernization of the entire store in- 
terior and exterior. “Jt included the tearing out of the 
heart of the store,” said Robert Anderson, “and getting 
rid of all of the old fixtures, show cases, tables, etc.”’ 

Most spectacular, perhaps, was the installation of a 
five-story-high sign which is topped by a giant diamond 
ring. The ring is 12 feet in diameter and three feet high 
while the rays “radiate” three feet. The sign is the talk 
of the town. 

“We are using the top three floors for warehousing 
and storage,” said manager Anderson. “The second floor 
includes watch and jewelry repair departments, the lay- 
away rooms, the engraving shop and the stock marking 
department. The entire ground floor is devoted entirely 
to sales service, with an office for the manager, a credit 
office, and three independent diamond display rooms. 

“Then there is a bride’s room, a ‘Little Theatre’ for 
demonstrating movie equipment, and an ocular depart- 
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by GLEN PERRINS 


ment. There are also handy, out-of-sight stock rooms 
for camera supplies and additional storage space. Then, 
we have a rear entrance shipping room which opens off 
a spacious driveway and alleyway, easily reached by 


truckers.” 
(Please turn to page 195) 





Brilliantly lighted open style display cases with glass shelv- 
ing allow for better displays of china and silverware lines. 
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YOUR PRIGE SHEETS PROVE 
RAMILION BEACH PAYS BEST! 


Costs Customers LESS! 
Pays You MORE! 


At $37.50 retail, less juice extractor, 
Hamilton Beach is the top consumer 
value. There are many more folks in the 
market at this price than at, say, $5 or 
$6 more. Yes, Hamilton Beach’s lower’ . s......., ae a — 
price broadens your market. And this _ ——————— —- a 
mixer is easiest to use, regardless of ; 

price, so it’s easiest to sell. fi Ug, “4 
Your price sheets prove Hamilton |_| ZI | Vy Ce\ 3s 
Beach pays top profit. Check them ie Yn . ff 
and see. And in quality Hamilton (| | 
Beach is second to none. More than 
40 years’ experience and 15 million 
appliances are proof. What more 
could any product offer? It’s top qual- 
ity...costs your customers less... oS a = AY fe 
pays you more! The sweetest profit- SS ee Oe 
package you can get. =< | -— 
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HAMILTON BEACH 


Gives we Most os 
on Foo aaa Sales! 
mixer “a” pays ECRESMECUIE -»-NEW HAMILTON BEACH 
MIXER “B” PAYS KUMEWAMZ.o a1 “ony ELECTRIC HAIR DRYER ,, 
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MIXER “C” PAYS Kix — PROFIT A great new item for the huge home- a oe . 
market—the choice of professionals. All metal—no a $1490* 
MIXER “D” PAYS Ki: MI- DA a ieanl plastic. New Adjust-A-Stand tilts to any angle. | > RETAIL 
Dryer lifts off stand for portable use. New heat : 
HAMILTON BEACH 38.18°/, PROFIT control at top. Light, easy to handle, yet durable. 
° 





MODEL “‘G’’ PAYS 


(Percentages based on List Prices, including tax—as of July 1, 1951.) 


Two switches—‘‘On-Off’’ and ‘‘Hot- 
Cold.”’” AC-DC. Handsome light-ivory 
enamel. Gift package doubles as attrac- 

















tive counter display. 






the New The portable with big-mixer features galore! Offers one- 
hand operation. Hand that holds mixer sets speed. All- 
purpose; ideal in smaller kitchens; for lower incomes—a 


s é s. : > big new market! Sturdy Hamilton Beach motor. Three 
® UDR. “ua % A speeds. Hangs on wall or fits in drawer. Smart gift box 
ixeTre Y : “Ss Cw serves as a compelling counter display. In price, packag- 


ing, quality ... Mixette is a gift-item natural! 
$] 875 * RETAIL 


Includes gift box, bracket, 
and screws for'wall mounting. 





Over 45 Million National Advertising Messages 
on HAMILTON BEACH this Spring! 


*Prices subject 
to change 
without notice. 


Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 
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AND PROFITABLE TOO! 


YOUR COST 








WOULD $10,000 A YEAR EXTRA SALES INTEREST YOU 
in a hearing aid department? Especially if we did 
all the work? Well, that's our offer... we'll plan 
and supervise the installation of your department, 
provide advertising material and promotion plans 
and completely train your personnel. This is direct, 
personal service . . . we remove all the worries 
from your shoulders. What could be easier? 


And ... Normatone hearing 
aids are fine quality instru- 
ments with none of the 
“grief” usually associated 
with service and come- 
backs. One percent return 
is our average ... and we 
completely replace the in- 
strument without charge! 


A ae = 






—Normatone. HEARING AID CO. 
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Model D 
Normatone sells successfully on a 10 day money 


back trial .. . You will lead the field with the nation's 
lowest priced quality instrument. It weighs only five 
ounces. There is no better completely printed electronic 
chassis . . . this means better performance and customer 
satisfaction. 
AND ... IF YOU ARE NOT SATISFIED WITH YOUR NORM- 
ATONE HEARING AID DEPARTMENT AFTER THREE MONTHS, 
WE WILL TAKE BACK YOUR REMAINING HEARING AIDS 


AT FULL COST! 





Read this 
NEW book! 


Write today for the com- 
plete Normatone Profit 
Pian story. No obliga- 
tion. 










22 East 7th St. 


ST. PAUL 1, MINNESOTA 












Gift Angle 


(From page 174) 


bill Savitt attributed the success of his Schick cam. 
paign to a variety of factors. “Remember,” he said, “We 
always advertise and promote brand names. Also we 
didn’t start from scratch on this campaign. On a mallee 
scale we plug electric razors 52 weeks a year. But One 
factor I don’t think can be overlooked is the national 
advertising done by Schick, which I believe has helped 
increase our sales. 

“Most important, though,” Savitt continued, “is that 
our store and our advertising has terrific acceptance, 
That was proved to us when the Hartford-Empire Co. did 
a survey locally and found that more people like Sayit 
advertising than the advertising of any other store in the 
community. 

“Qur ads are attention-getting and we present reasons 
in our advertising for people to do business with us. 
That’s where our P. O. M. G. policy comes in and that 
policy is stressed and re-stressed in our ads. When we 
do advertise a particular product the people believe our 
message and come into our store to buy. During ou 
Schick campaign, for example, we sold as many as one 
hundred electric razors in one day.” 

Most of the shavers sold were bought by women as 
cifts, proving that the copy angle—ten days’ free trial 
after presentation of gift so that the customer could have 
Peace-of-Mind Guaranteed—paid dividends in sales. But 
not only the sales of Schick razors were affected by the 
campaign. Customers who came in to look at and buy 
Schick shavers, stayed to purchase additional merchan- 
dise. An increase in the sale of other brand name electric 
shavers was also noted. 

The sales tallies show that Bill Savitt, who works closely 
with Randall Co., his advertising agency, once again has 
proved himself a retailer with the advertising know-how 
to bring prospects into his store for a product he wants 
to sell, and the sales know-how to convert prospects inte 
customers. 





Electric Shavers— 
A Natural for Jewelers 


— SHAVING is now twenty-one years 
old. Its history, from the time Schick introduced the first 
electric shaver to the consuming public till today, has 
been one of continued progress, and the most encourag: 
ing part of this record of progress is that the most re- 
cent years have shown the highest rate of progress— 
and the prospects promise even more. 

One of the most important things in the electric shav- 
ing picture is the definite trend toward an all-year selling 
period for them. The original shaver market was dis 
tinctly a gift market. Christmas time accounted for the 
bulk of the business, with smaller bulges around St. Val 
entine’s Day and Father’s Day. But that was at the 
time when electric shavers were still very new and by 
many considered a novelty. 

As electric shaver users increased, as more men reak 
ized the advantages of electric shaving, sales opportun 
ties increased. and the progressive manufacturers kept 
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HIGHEST 
QUALITY 
ALWAYS 


HERE'S. 
WHAT WE'RE 
TELLING YOUR 
CUSTOMERS 


02! 


Stay with 
these leaders 
in SALES— 


Sell Electric Housewares... 
first choice for every Gift occasion 
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Put ingredients in — flip the switch — like 
magic, out comes delicious liquid or puree. 
So fast, you can hardly believe your eyes. 
You'll say it’s out of this world. Ask your 


favorite dealer for a demonstration, 
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THE ORIGINAL LIQUEFIER AND BLENDER 
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OSTER AIRJET | 


Hair Dryer— 
— speeds and 
improves hair- 
dos ... saves 
money and 
time. 
















—— OSTERETT 
(4 Portable Mix- 
er — saves 
time and ef- 
fort on every 


mixing need. 


OSTER Double- 
Action Knife 
Sharpener — jiffy 
sharpening that ¢ 
does away with 
dull knives. 


OSTER Massage 
Instrument — 
relaxing, stimu- 
lating, marvel- 
ously restful. 
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“_ 
pLERS: 


ACTIVE — INACTIVE AND OBSOLETE 
STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock, 


either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 


Julius Goodman & Son 


ey MADISON AVE. 


MEMPHIS |, TENN. ff 

















Profitable Sales Ahead! 


HERE IS THE MEW 1952 
| Sierfite 


The smartest way ever devised 
for storing flatware 


Yes and this new 
SILVERFILE is even 
better than the mod- 
els that proved so 
popular and fast- 
selling last year. The 
1952 SILvERFILE— 
Model No. 84—holds 4, 
8 or 12 place settings 
—a single size that 
meets every need. 
SILVERFILE is covered 
with champagne Sea- 
Lace of Firestone 
Velon, washable and 
waterproof; is lined 
with the famousPacific 






LIST PRICE $14.95 _ 





Silver Cloth that actu- 
ally prevents tarnish. 
Compact, easy to use 
and store. Each SILVER- 
FILE packed in attrac- 
tive silver and blue box, 
6 per case. Discount 
409. (If ordering | or 
2 SILVERFILES add 25 
cents each for extra 


handling.) 


REEVE AND MITCHELL COMPANY 


Division of Schwartz Mfg. Co. 
300 Spruce Street, Philadelphia 6. Pa. 











182 


abreast by increasing their advertising and sales approach 
and working toward the end that electric shaver sales 
should be a year-round proposition, instead of a holiday 
item. 

Today’s consistent shaver sales, month after month, 
have proved the wisdom of that approach. There are 
still peaks around holiday time—but the deep valleys 
which existed before aren’t there today. Electric shaver 
sales are consistent; men have learned to buy electric 
shavers for themselves, not wait for them as gifts. Fur. 
thermore, the public has been pretty well sold on the 
idea that gift days are every day in the year, with birth. 
days, anniversaries, and other occasions. Sales are 
steadier, higher, year-round. 

Another important phase in electric shaver sales is the 
strong trend toward “two shaver” men. The potential 
shaver market of 54,000,000 males isn’t the limit for 
sales possibilities. More and more electric shaver users 
have become two-shaver men, having one electric shaver 
at home, and another at the office. The trend is continu- 
ing. A man who’s found his electric shaver a good in. 
vestment is eager to get the newest model. He'll buy the 
new model and use the old one as a second shaver. He 
may even have three shavers, keeping a third one at 
his summer home, or week-end cottage. Though the 
third-shaver market is naturally very limited, the fact 
that the trend is that way is a most heartening sign that 
makes the so-called “saturation” point further and fur- 
ther away. 

The ever-increasing new market, the appeal of electric 
shaving to the youth of the land, promises even more 
sales opportunities. There are approximately 1,500,000 
youths reaching shaving age each year. According to the 
most recent surveys, half of these youths are interested 
in electric shaving only. Certainly many more will swing 
to it after a few trials with old-fashioned methods, thus 
increasing this market. This preference for electric shav- 
ing by the younger shavers will have a bearing on getting 
some of the older men into the electric shaving fold. The 
father who sticks to the soap and blade method is apt 
to change when he sees his son using the modern electric 
shaver and doing his shaving in less time, more comfort, 
and more economically than the father. 

Without a doubt, the future promises much more for 
the electric shaving industry than the past has given. It 
is up to the industry to continue to give the consumer 
a fine product and to sell it aggressively, trying new 
methods, new markets, and stressing the ones that have 
proved successful in the past. 

—aAnd it is up to the jeweler looking for additional 
profits to push his electric shavers with extra vigor—and 
of course for those jewelers who have not been bene- 
fiting from their logical line, to add it to their stock and 
push it! 





MOTHER’S DAY SUGGESTION — Alfred Bourgeois, 
Jackson, Mississippi, attracted much attention in its news- 
paper advertisement. The ad showed photos of a young 
and a mature mother. The copy read, “For her a token 
of love—a gem, a pin or a clip, a piece of sterling, @ 
treasured item of fine china or crystal—she’ll know you 
want her to have only the best when you choose from the 
collection of Bourgeois.” 
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ALL FIRSTS BY ASCOT...THE CLASSIC IN 1949...THE HERITAGE IN 1950...THE PAGODA IN 1991 














and now another first 





SGOT OR ee 


FLORENTINE DAGGER 
cHTER 











CIGARETTE LIGHTER... 
LETTER OPENER... 

PAPERWEIGHT...AND 
DISTINGUISHED DESK ORNAMENT 
ALL IN ONE! 








Nothing like this incredibly beautiful new Ascot 
lighter has ever before been presented. Its fabulous 
Renaissance design .. . its many uses... make 

it the most ideal gift item you have ever handled. 
Inside its jewel-like hilt is the exclusive ASR Ascot 
lighter with year-long flint . . . light-switch 
control .. . life-long fibre-glass wick! 





LIGHTERS 








Luxuriously gold finished, handsomely encased in 
a leather sheath (choice of 3 beautiful colors), 
or in the beautiful gift package which is a replica 





| of a famous old dueling-case. Retails at only $19.95 PRECISIO y BY RobDuUCTS 
: 4 Mfr. Fed. Tax Included. 
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MONARCH 
Price-Marking Systems 


Replace Handwriting 
WASTE AND LOSS 


a 7 


STORE NAME 


STORE NAME 


Al2 e271 
55/C 10 
$1.00 







with new accuracy, legibility 
and machine speed 





¢ Pen-and-pencil price-marking at its best wastes hours of time, in- 
vites errors and misunderstandings. At its worst, it can be responsible 
for serious stock shortages, annoyed customers and lost profits. All 
unnecessary, too, when an accurate, legible Monarch price-marking 
system costs so little and is so easy to operate. 

For every size and type of store, there are Monarch price-marking 
machines that pay for themselves over and over 










in the money they save. For every kind of mer- 
chandise, there’s a Monarch price-marking 
Ticket, Tag or Label of the size and type 
needed. 

If you would like to save hours and dol- 
lars while you tighten controls, send the 
coupon. 


’ the MONARCH 


4 Marking System Company 
sees e 216 South Torrence Street, Dayton 3, Ohio 












Please send me, without obligation, complete information on | 
the Monarch “Junior price-marking machine; also free samples | 
of Monarch Tickets, Tags and Labels. 


STORE NAME wins 








ADDRESS 
CITY ee 
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Appliance Sideline 


(From page 176) 


“Root. “I would suggest carrying two major lines so that 


a dealer can present two toasters, for example, that g 
customer may compare for value and variety. If yoy 
have one one tosater, it leaves the customer no choice.” 

Small electric appliances may be regarded as staple 
merchandise, according to Root, selling themselves with. 
out requiring any outlay for promotion. 

Display the appliances prominently. Talk them up 
over the counter when a customer hesitates over an item 
she considers too decorative or impractical. 

Prominent display space at Root’s was specially de. 
signed in interior showcases by Mrs. Beatrice Root, wife 
of the owner, who had the street display windows ex. 
tended back four feet into the store, simulating a second 
set of street windows. These give the passer a clear view 
into the interior of the store showing up displays of ap. 
pliances as well as silverware, jewelry, etc. 

By the compact arrangement of the extended shov. 
cases, appliances and other items are readily accessible 
without disturbing a display. 

Twice a year Root Jewelers remind their customers by 
direct mail of their small appliance department. No other 
promotion is used. 

From the investment standpoint electric appliances do 
not depreciate nor deteriorate with time, Root pointed 
out. With increasing metal shortages they are even less 
of a risk today than otherwise. 

Repairs, as the uninitiated dealer might fear, present 
no problem whatsoever. The factory guarantee covers 
any difficulty that might arise. In large cities there are 
local factory representatives authorized to handle com- 
plaints involving repairs. In the smaller towns appliances 
are mailed to the factory so that no jeweler considering 
appliances need expect any nuisance from this quarter. 

In only two or three instances during the six years of 
carrying appliances could Root recall turning the appli. 
ance over to the local representative for repairs, and these 
were as an accommodation under special circumstances. 





Square Dancing Jeweler Dances His Way 
Into Newspaper Columns 


It's news when a sponsor of a television program pat- 
ticipates regularly in his own show. And that’s exactly 
what Charlie Richter, Richter Jewelry Co. of Cincinnati, 
does every Sunday evening on his “Diamond Square 
Dance” show. 

Richter has taken some good-natured kidding about 
his square dancing but newspaper reporters and column- 
ists have taken a liking to him. As a result, stories about 
Charlie Richter appear quite regularly in the Cincinnati 
newspapers. Columnist Alfred Segal of the Cincinnati 
Post for example, has already written several stories about 
this dancing jeweler. 

More publicity came to Charlie Richter when he staged 
a square dance benefit for the Council of Mentally Re- 
tarded Children. The mayor and other municipal digni- 
taries were on hand to lend prestige to the occasion. 

Yep, podner, square dancing is fun for Charlie but it 
has also given him a good deal of publicity. 
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Window, courtesy of Atwell Jewelers, Middletown, Conn. 
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DIS-PLA-O-BLOC 


THE MOST VERSATILE JEWELRY DISPLAY 
FOR YOUR WINDOWS—YOUR STORE COUNTERS 


NO PROFESSIONAL DISPLAY HELP REQUIRED — 
make your own, exclusive displays with new, unusual 
DIS-PLA-O-BLOC—quickly, easily, inexpensively. Simply 
group DIS-PLA-O-BLOCS into any desired combination, 
fasten them with special pins—and you'll have the most 
beautiful, professional-looking windows or counters, 
suitable to every seasonal requirement. 







































































DIS-PLA-O-BLOC is made of durable, light-weight 
Styrofoam, covered with luxurious crystelle velvet — 
available in a wide variety of colors. Re-group and 
re-use DIS-PLA-O-BLOCS countless times, re-cover them 
easily, if a different color is needed. 




















“DIS-PLA-O-BLOC attracted more than 
usual attendance to our windows” 
Note endless number of arrangements of DiS-PLA-O-BLOC made Jewelers, who ‘“ , 
by means of special ons provided with each set. self-style their dow displays” enemies 
displays with = rl be 
DIS-PLA-O-BLOC No limit to the various arrangements 
, and designs” 


f _ , Say: “We have a great window salesman in 


YOUR CHOICE OF DIS-PLA-O-BLOC”” 
a Don t delay, wetle foday, Dept. 4-C, for our free, illustrated 

















Set No. 550... DIS-PLA-O-BLOC brochure. Contains detailed instructions on easy usage of 
29 pieces in assorted shapes, DIS-PLA-O-BLOC — illustrated shapes of individual BLOcs contained in each 
with special pins and thimble..$49.50 set, with sizes and dimensions — how to use pins — many diagrams suggesting 

Set No. 551... varied display combinations. 
with special pins and thimble $24.75 se oe eee 

. CHESTER, CONN. 

= a N. Y. Showrooms: 366 Fifth Ave. 
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China and Glassware 


A view of the china and crystal department 
which features an unusual arrangement of 
projecting step-down fixtures, placed at 
an angle to the walls, which allow for gq 
more comprehensive display of merchandise. 


Broaden Small Town Jeweler’s Sales Opportunities 


The addition of a new china and 
glass department has been a major 
factor in the large increase in an- 
nual sales volume for this West 


Coast jeweler. 





The store's five display windows are changed regularly by the jeweler's talented 
16-year-old son and every attempt is made to make them as eye-catching as possible, 


= most small town jewelers, Joseph 
Niemeyer of Port Angeles, Washington, does not have to 
be too concerned about nearby big city competition. Port 
Angeles, a town of 12,000 population, is located on the 
Olympic peninsula across Puget Sound from Seattle. 
Because of transportation difficulties, residents of the 
peninsula virtually do all their shopping in their own 
communities or in Port Angeles. 

But the absence of big city competition has not made 
Niemeyer a complacent businessman. On the contrary, 
Niemeyer believes in progressive merchandising and feels 
that the more aggressively he merchandises, the bigger his 
share of the consumer’s dollar will be. 

Since he moved to larger and more modern quarters 
in 1950, sales volume has increased 25 per cent on an 
annual basis. A major contribution to the increase in 
business is attributed to the addition of a new china and 
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by EDWARD R. LUCAS 


crystal ware department. In his former location Niemeyer 
was compelled to stock such merchandise in severely 
limited quantity. 

In the present store new display fixtures in blond natu- 
ral finish are used to display this merchandise. An ut 
usual feature of the department is the projecting step 
down fixtures placed at an angle to the walls of the room. 
The fixtures are joined to the wall display cases, from 
which they extend out to the floor. Merchandise is high 
lighted by spotlights in the ceiling, supplemented by 
flush ceiling fixtures. 

The new department has been responsible for a sub 
stantial share of the store’s sales increase. Besides the 
added dollar volume it has contributed, it has attracted 

(Please turn to page 196) 
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Freely translated from the feline, what our friend 
is saying is, **Fullmoon means Fostoria”. This may 
seem farfetched, but let us show you what we mean. 

His new prospects are coming along far 
oftener than once or twice a year. You never 
catch him napping. Once a month, it’s his 
time to howl. 

It’s the same way with fine crystal. Your cus- 


curl 


moor 


e/ 


tomers won’t wait until you order what they 
want. The fellow who gets the order is the one 
who keeps his stocks up, by ordering more fre- 
quently. Take a tip—make Full Moon mean 
Fostoria. Check your stock and fill the “‘shorts” 
with a reorder every time the moon is full—it 
costs no more, and it’s a sure business builder 
for you. 


iy 














*k Four reasons why it will pay you to reorder Fostoria every full moon Gs) 


1. FREQUENT REORDERS MEAN 
FASTER TURNOVER 


Ordering six months’ Fostoria at one time does not give 
you the full use of your money. Why not make it work 
harder by ordering frequently (of a size that will make an 
economical freight shipment) to turn your money more 
times a year? 


2. LOW STOCK MEANS LOST SALES 

If you only reorder Fostoria glassware two or three times 
a year—instead of every time the moon is full—your 
stock is below normal at least half the time, and your 
competitor gets the sale. 


3. FOSTORIA SALES PEAKS OCCUR OFTENER 
THAN TWICE A YEAR 


If you gear your buying to just two seasons—say June 
brides and Christmas—you’re missing a bet. Customers 
have a way of getting married almost every day of every 
month. With stocks kept full by Full Moon reorders, you 
can cash in on other glassware buying times, too—from 
Valentine’s Day to Thanksgiving. 


4. IT COSTS NO MORE TO KEEP 

YOUR CUSTOMERS HAPPY 
With no increased investment on your part, you can keep 
your customers happy by having the merchandise they 
want, when they want it, if you will remember to use 
the Full Moon-Fostoria Plan. 
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FOSTORIA GLASS COMPANY 


MOUNDSVILLE, WEST VIRGINIA 


Member of Glass Crafts of America 
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1. Walnut Pepper 





2. "Chatelaine" Ware 





3. New Cutting 





° 4. "Desert" Design 


[] |. Bell-shaped pepper mill is made of hand-turned English 
walnut with precision-built Sheffield steel grinders. Méill is 
6" in height and may retail for $9.95. From Verity Southall, 
Ltd., 2251 Lincoln Ave., Altadena, California. 


[] 2. New square "Chatelaine" dinnerware in 4 colors: platinum 
and jade, decorated, retail $8.75 for 5-pc. setting; bronze 
and topaz, undecorated, $6.75. Designed by Sharon Merrill 
for Vernon Kilns, 2310 E. 52 Street, Los Angeles, California. 


[] 3. “Bridal Wreath" decoration, introduced last January, 
is a combination of gray and polished cutting done on a 
medium-low shape; retail, $2.75; 7" plates to match, $3 
each. From the Fostoria Glass Co., Moundsville, W. Va. 


[] 4. Warm colors characterize this "Desert pattern hand- 
painted on new ‘Fancy Free" dinnerware, designed to fit 
narrow dining tables; !6-pc. set, about $14 retail. De- 
sign by Belle Kogan, Red Wing Potteries, Red Wing, Minn. 5. Formal Dinnerware 





[] 5. Formalized leaves and berries done in 24Kt. gold on 
fluted shape make up the “Lyric” pattern. It is finished 
with line of gold at edge. Retail price for 5-piece place 
setting is $20.25. From Lenox, Inc., Trenton, New Jersey. 
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Announcing Our | New ae 





geviland 


France 












1842-1952 
110 years of Continued Quality 
and Craftsmanship 


Haviland China 


bears these authentic trademarks 





. % 
Yavilany 


France 


ng Bei) a a 
H av iland & © 


N C O R P OO R A T E O 


270 PARK AVENUE, NEW YORK 17, N. Y. 
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1. Lace Figures 





2. Glass and Chrome Compote 





4. China Miniatures 
3. Flower Pattern 


[] |. Delicately modeled, imported lace figures available 
in an assortment of sizes and prices. They are fashioned 
in either all white, or in pink and white colors. From 


Paul A. Straub, Inc., 19 East 26. Street, New York City. 


[] 2. New Krome Kraft compote in glass and chrome, 5!/4" wide, 
55"' tall, in crystal or green glass, retails for $2.95; 
ruby tint, $3.95. Base may be unscrewed for use as candle- 
stick. From Farber Bros., 15 Crosby Street, New York. 


[] 3. The “Elizabeth” pattern on Berkeley shape in Syracuse 
china shows delicate flower sprays in tones of yellow, gray 
and pink; 5-pc. setting may be retailed at $10.80. Manu- 
factured by Onondaga Pottery Co., Syracuse, New York. 


[] 4. Miniature plates in gift boxes available in the follow- 
ing patterns: Dolly Madison, Gloria, Peony, Sunnyvale, 
or York Rose, as promotional items. Dealers cost: $.75 
each. From Castleton China, 212 Fifth Avenue, New York. 





. Glazed Pottery Bowl 


[] 5. Multiple green glazes decorate this 19 in. bowl, con- 
trasting smartly with vivid color of fully-modeled apple 
decoration; suggested retail: $20. Grojean Original from 
Kellems-Pasadena, 2573 Bersa St., Pasadena, California. 
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Srofit Rovaly 
with Roval Doulton 


Now, for 1952, a bigger, brighter- 


than-ever advertising campaign is selling 


ahs > 
Sa a a a Se 
ile Rage gers we 


oa Royal Doulton to your customers. 
Ee All told, 30 national ads in 9 major 
fas magazines will help you profit royally 
from Royal Doulton. Over 20 million 
readers will see Doulton 


merchandise in: 


BETTER HOMES and GARDENS + MADEMOISELLE 
BRIDE’S MAGAZINE - MODERN BRIDE 
HOLIDAY »- HOUSE & GARDEN - HOUSE BEAUTIFUL 
NEW YORKER - SUNSET 


Cash in on Doulton’s big 1952 advertising 
campaign. Feature Doulton tablewares, 
Doulton figurines, Doulton character jugs and 
Toby jugs in your store. Fine Royal Doulton 
dinnerware retails from $4.50 a place setting, 
bone china from $13.75, figurines from $6.50 
and character jugs for as little as $2.00. 


See Royal Doulton at the Gift Shows in 
Los Angeles, Chicago, New York, Dallas 


and Boston. Or visit our showrooms at: 


DOULTON AND COMPANY, INC., 
11 East 26th Street, New York 10, N. Y. 
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1. Sea Gull Vase 


2. Tahitian Pattern 


3. Bavarian Perfume Troy 


English Earthenware 


|. Sea gull motif decorates this Swedish crystal glass 
vase—the "“Konrad''—with heavy sham bottom giving sub- 
stantial base for flower arrangements; 7!/,"" tall, retail 
$5. From Hambro House of Design, 17 East 54 Street, N.Y. 


2. Tahitian Palm" is new dinnerware pattern in two com- 
binations—gray with apricot and brown leaves; apricot 
with gray or brown leaves. Retail, $14.95 for 1I6-pc. set. 
From Santa Anita Potteries, 2117 San Fernando Rd., L.A. 


3. Bavarian china perfume tray from Méitterteich factory, 
decorated with classic scenes, coin gold and floral bor- 
der; 14" x 10"; in rose, gray, maize or chartreuse, retail 


$40. From Amzo China Co., 1809 68 Street, Brooklyn, N.Y. 


4. "Lady Anne" pattern in Spode earthenware shows single 
rose in full; natural color on the embossed ‘'Mansard" 
shape. Recently added to stock, available for delivery 
now from Copeland & Thompson, Inc., 206 5th Avenue, N.Y. 


5. Solana-ware 5-piece casserole set in Mission brown, 5. Casserole Set 


forest green or sprout green, especially priced to re- 
tail. at $5.25 during May and June; packed in single car- 
ton. From Bergstrom & French Co., 3959 Goodwin Ave., L.A. 
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ENCANTO 
NUEVO 


Now to the enchanting white 
ENCANTO luminous color has 
been added. Never before have 
there been such elusive shades. 
This subtle palette is possible 
because this exquisite china 
body has a brilliant glaze of 


sem-like hardness. 














Now masterly craftsmanship has 
achieved luxurious dinnerware 
that is practical for daily use. 
Once again FRANCISCAN fine 
CHINA marks an important for- 


ward step in creating the New. 


Anciscan China 


and Franciscan Ware 








SPRUCE 

WILLOW are made by Gladding, McBean & Co. 
BIRCHBARK Los Angeles, Calif. 

TEAK 

SANDALWOOD Est. 1875 
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Nationally Advertised 
FRANCONIA CHINA 


One of Europe’s Finest 
ROSE GARDEN—Decorative beauty achieved by ‘'garden-glory” 
branches of roses, rich gold tracings and a gadroon-edged border 
on the purest of white china. 
Contemporary in spirit — sets a charming table. 
5 pce. Place Setting with 1034,” dinner plate — $8.95* Retail 
* Slightly higher South and West 


NOTE: The above is a reproduction of an ad- 
vertisement appearing in LIVING, May issue. 


Herman C. Kupper, Inc. 


39-41 West 23rd St. New York 10, N. Y. 




















Beautiful Hunt Crystal 


from CORNING, NEW YORK 





Introducing ... 


Plymouth 


A new modern-classic shape expertly hand-cut and 
hand-polished in a complete suite of STEMWARE 
to retail at $24.00 dozen pieces. 
Complete lines of HUNT CRYSTAL Stemware, Tableware 
and Barware are all available in this pattern. 


Write for details 


HUNT GLASS WORKS, Inc. 
Corning New York 














ode since 1770 


THE VW FINE ENGLISH 


DINNERWARE 











>} 


ptone- 


Made in England by W.T. CopELAND & Sons, Ltp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 











Delight the bride with this enchanting 1718 


pattern by 
ROYAL VIENNA AUGARTEN ch 


Gay and fresh, this hand painted pattern 
“Black and Gold Fantasy” has met with 
enthusiastic response by stores and their 
customers. A charming combination of 
Black and Gold on a pure White back- This econtury famed 
ground, this is available in complete open hallmark appears on 
stock dinner service. aay pe eee 


7 = Art Sporting Con .* 


New Yerk 10, N. Y. 








225 Fifth Avenue Room 1225 
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1. Marbleized Ceramics 














3. Jade and Gold Pattern 








4. New Stemware Design 


[1 1. Marbleized ceramics heavily veined in gold, available 
in pink and white, topaz and amber, purple and blue. Low 
footed bowl, $6 retail; 8" vase, $10. From the Brentwood 
Potteries, 2301 Main Street, Santa Monica, California. 


[] 2. Authentic reproductions of 19th century Godey ladies 
on period sofas, decorated in either velvet green or royal 
purple and 22K gold; 8'' x 7"; retail, $25 each. From the 
Florence Ceramics, Inc., 74 S. San Gabriel Blvd., Pasadena. 


C) 3. "Aragon''—new pattern in Franciscan china dinnerware 
has border on baguette-shaped gold drops on Palomar jade 
green band; 5-pc. setting, $37.25 retail. Gladding-McBean 
& Co., 2901 Los Feliz Boulevard, Los Angeles, California. 


[] 4. One from a group of new cut stemware designs—''Belleek," 
done on thin, lead-blown crystal glass in semi-low shape; 
retails at $21 a dozen. Salad plates, liquor glassware 
to match. Duncan & Miller Glass Co., Washington, Pa. 5. “Frost Flowers" 


[1] 5. Delicate in drawing and coloring is this “Frost Flow- 
ers decoration by Eva Zeisel on the new Hallcraft Dinner- 
ware, also designed by Mrs. Zeisel. The new line is sold 


through Midhurst China Co., 129 5th Ave., New York City. : 
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Lily of the Valley (*) & 


Willow (*) 





Chantilly (*) 


WITH A VARIETY 


I 


Here are just a dozen of the more than 50 
lovely Duncan rock crystal patterns. There 
is a pattern for every one of your customers 
—whether her tastes run to traditional or 
modern furnishings. Let us send you the 
folders on these patterns. Ask your Duncan 
representative about them. 





DUNCAN’S NEW BOOKLET 
**‘Everywoman’s Bible of 
Harmonizing Patterns’’ is 
of invaluable help to you 
or your bridal gift registry. 
It illustrates 23 Duncan 
patterns and lists 248 china 
and 106 silver patterns with 
which they can be used. 25¢ 
a copy. Dealers write for 
free copy. 


Write to Department JK-5 


THE DUNCAN & MILLER GLASS CO. 


WASHINGTON, PENNSYLVANIA 


+ Ghre 


lowe lees 7 Y “ss COOOVE + ° Gur evica 
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Concerto 


Spring Beauty 





Re 


San 


Garland 


dw 


IC 


Radiance 


h (*) 


(*) Indicates patterns in which 
flatware is available, 















completely) take the mountain to Mahomet. Not, of 
course, that we are advocating a literal door-to-door 
canvass of the neighborhood. The jeweler doesn’t need 
to do that. He knows who his best prospects are and 
where they live. He can make appointments and Visit 
them, either personally or by representative, remembering 
always that he has something more to sell than merchap. 
dise, something more than the house-to-house salesman 
can offer. He has the priceless prestige of his own name 
and the well-known names on his wares. 
* * % 

FORGE B. ZAHNISER, of the Shenango Pottery Co, 

of New Castle, Pa., has been chosen president of 
Castleton China, Inc., taking over his new duties March ]. 





by MADELINE LOVE 


O far, the house-to-house method of selling has made 
only short inroads into the dinnerware picture and 
even less into the glassware scene. But it certainly does 
exist and its impact is being felt, particularly among those 
who retail ware in the lower price levels. 

Because most jewelers handle chiefly the fine lines of 
tableware, it might seem that they have little reason to 
fear the house-to-house salesman. But they are—or 
should be—warier than they were before housewives 
began to open their front doors so happily to the seller 
with the silverware in his pack. House-to-house sales of 
flatware have made an appreciable dent in the retail busi- 
ness and have paved the way for similar sales of china, 
glassware and other things for the home. 

The jeweler, who usually has deep roots in his home 
community and is looked up to as the source of prestige 
merchandise, will be a heavy loser if he lets the house-to- 
house salesman walk off with any more of his silverware 
business or any of his china and glass business. How can 


GEORGE B. ZAHNISER 





Louis E. Hellmann, former president, remains with Castle. 
ton as consultant to the firm’s new roster of officers. 


he prevent it? . 8 @ 
The best way, probably, is to go and do likewise, to ERE are some additional gift show dates: New York 
fight fire with fire, to (just to scramble the metaphor Lamp Show, July 6 to 11, New Yorker Hotel; 

















PASCO 


OPEN 
STOCK 
DINNERWARE 


PATTERN 
No. 7699 
THE MONTROSE 





In Stock for 





Immediate 
Delivery 
PAUL A. STRAUB & CO., INC. 
19 East 26th Street (Near Sth Avenue) New York 10, N. Y. 
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cut in the 
modern manner 


Debutante, Baroness, Primrose, Bridal 
Lace, Yorktown, Lily Vale, Victoria, 
Wood Violet, and Provincial Wreath .. . 
each in a complete line of lovely hand- 
blown low stemware. If you missed see- 
ing them at the shows, ask your Heisey = 
representative to show you these nine . 


VICTORIA 
r. 1068 


) ANLYVALE 
1069 ; 














| new cuttings. A. H. Heisey & Co., 
: Newark, Ohio. 
The finest in glassware, 
made in America by hand and nationally 
advertised for more than fifty years. 

i 
\ YORKTOWN 
\ *\1067 
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or traditional omd modove tolls. | 
What Aride wouldait Love emt. 


Available in matching Goblet, a 
Cocktail, Wine, Pilsner, Footed 

and Cordial At leading stores 
seme All prices slightly higher 


Canada 
in South, West, and ) 
. if ia rim of a Libbey Safedge g!oss 


a ever chips, we'll repiace the gloss 
LIBBEY GLASS 


D 1818 


Libbey Glass 
Box 1035, Toledo 1, Ohio 


Please send the details about your new 
promotional stemware lines plus infor- 
mation about the merchandising ma- 


terial available. ESTABLISHE 














is Glass Compony, Toledo 1, Ohio 
“ns ; Cc igh 1952 Libbey Gloss, Division of Owens-iilino! GI ompony 
opy" , 
Store H = 
Address : 
City _ : 
Zone State . 
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EACH TO RETAIL AT ABOUT 


69’ (POLISHED 
CUTTINGS) 
AND 

39° 

(GRAY 
CUTTINGS) 


Here’s 4 Quatiry Line of beautifully de. 
signed glassware, bargain-priced for to- 
day’s big market of newly-marrieds and 
about-to-be-marrieds. Tall stemmed and 
graceful, Jenny and Glenmore patterns 
for people who prefer the more formal 
table. Low-stemmed Baguette and Nep- 
tune patterns for today’s casual, easy 
entertaining. 


Backed by a 
full merchandising program 





Livinc for Young Homemakers’ audience 
of more than 400,000 young, home. 
planning couples will see these adver- 
tisements in the May and June issues. 
Many thousands of other couples will see 
the merchandising and point-of-sale ma- 
terial we'll make available to dealers. 


Each of the four patterns will be avail- 
able in the following sizes: 10-oz. Pilsner, 
14-0z. Footer Iced Beverage, 9-0z. Gob- 
let, 6-0z. Sherbet, 5-0z. Wine, 3-02. 
Cocktail, 1-oz. Cordial. 

For details about direct ordering of 
this new promotional stemware in these 
four patterns, fill and mail the coupon— 
we ll rush complete details plus full in- 
formation about the big merchandising 
program behind them. 


LIBBEY GLASS Ditiatie Jane QD 


LIBBEY GLASS, Division of Owens-Illinois Glass Company, Toledo 1, Ohie 
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National China, Glass and Pottery Show, July 13 to 18, 
New Yorker Hotel; Chicago Gift Show, July 28 to August 
8, Palmer House and LaSalle Hotel; New York Gift 
Show, August 18 to 22, Statler and New Yorker Hotels; 
Kansas City Gifts Show, August 17 to 21, Municipal Audi- 
torium; Boston Gift Show, September 8 to 12, Statler 


Hotel. 
A J. CUNNINGHAM has been appointed sales special- 


¢ ist to eastern retail accounts for Libbey Glass, 
division of Owens-Illinois Glass Co., Toledo, Ohio. He 
will continue to make his headquarters in Buffalo, N. Y. 
W. M. Beckler. general sales manager, has also announced 


A. J. CUNNINGHAM 





the promotion of F. M. Gehring from manager of Toledo 
branch sales to manager of all branch offices. R. J. 
Snyder and L. G. Busdieker have been appointed sales- 
men in the Toledo and Los Angeles branch offices, respec- 
tively. 


Full Scale Modernization 


(From page 178) 


The entrance to the front of the store is recessed, 
with a unique floor-to-ceiling window display space ade- 
quate for showing bridal merchandise. The windows 
are large enough to hold full-length manikins for an en- 
tire room showing. The doors are glass, so that the 
entire store interior is visible at all times. 

The Andersons selected new and radical decorating 
features with novel color combinations and wall paper 
designs appropriate to the various departments. 

Robert Anderson remarked that “We lowered the ceil- 
ing and put in acoustic tile. Also, every department has 
a different color, one blending in harmoniously with the 
other. 

“The store interior is illuminated with recessed spot- 
lights of the daylight type and cathode illumination aug- 
ments the spotlights.” 

During the rebuilding program Anderson’s accelerated 
its merchandising and promotion to offset any possible 
let down in sales. The store featured remodeling sales, 
month-end sales and special trade drives. So well did 
things work out that at the end of the seven-months 
remodeling program there was an increase in business 
up to 107 per cent! 

“The store rebuilding,” says Robert Anderson, “is pay- 
ing increased dividends each month. We anticipate that 
the 107 per cent trade increase will be maintained.” 





























———— 


f to the RESCUE! 


NEW PACKAGING . . . NEW GIFT IDEAS! 
The Dealer's dream of the complete product 
Where both the item and package are merchandised 

























Choose a WALES top-flight combination! A men’s hand- 
some gilt-edged Billfold packaged in a unique ‘odds ’n 
ends’ re-usable jewel box...and a “Tidy Trio’ men’s pocket 
wardrobe complete with matching compact Pocket Secre- 
tary, flat-folding Billfold and zippered Key Case. 








WALES 


a 











, A Gift 
cit Where Even the Package 
is a Present! 


COLUMBIA WALESCRAFT, Ltd., 22 W. 32nd St., N.Y. 1, N. Y. . . 
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Write for 
full catalog of 
WALES quality 


products, Dept. K 
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Here's your best possible supply source for 
Jewelry Boxes of high quality and econom- 
ical cost. Complete line includes satin 
lined metal jewelry cases, cotton filled set 
up and folding gift boxes for flatware, china, 
glass, fancy wrapping papers, seals, 
stickers, etc. 


Get our FREE CATALOG 


0. 
ot 2. 







PIGTOR 


15116 MERCHANDISE MART * 
CHICAGO, ILLINOIS 


MAIL COUPON, for Complete Illustrated 
Catalog, with paper samples and prices on 
our complete line. 


Every jeweler should have this book for 
reference when buying boxes and wrappings. 
Contains illustrations, prices, full details on 
hundreds of items you need. Request your 
copy now. 


7 


JQ 
AL PAPER PACKAGE CORPORATION 


232 SOUTH LAKE STREET 


“THE PACKAGE IS PART 
OF THE PURCHASE” 


AURORA. ILLINOIS 


China and Glass 


(From page 186) 


additional traffic into the store, thus increasing sales jp 
all departments. Tourists in particular are attracted by 
china and gift ware items. Surprisingly many chinaware 
sales are made to visitors on their way to or from Vic. 
toria, B. C., a Canadian city whose stores are noted for 
their assortment of fine chinaware. 

Niemeyer believes that a small town jeweler would be 
making a mistake to build a store that is too “ultra. 
modern.” For this reason, he designed the new store to 
retain a number of the mahogany fixtures from the old 
location. The mahogany cases are grouped together in 
one part of the store, the new cases in another. The two 
types of cases offer a pleasing contrast to one another, and 
the conservative mahogany cases effectively balance the 
modern. A further advantage is the fact that old cys. 
tomers feel more at home in the new store than they would 
if entirely new fixtures had been installed. 

In addition to providing more space to permit the intro- 
duction of a glass and crystal department, the new store 
has given Niemeyer the added advantage of five good. 
sized display windows in place of the two small ones 
which he had to work with in the old location. Displays 
are changed regularly, and every effort is made to make 
them as attention-getting as possible. An excellent job 
of window dressing is done by Niemeyer’s 16-year old 
son Philip, a high school student who takes care of all 
window decoration as his part-time responsibility. 





Electric Housewares 


(From page 167) 


The sales momentum gained during the Spring cam- 
paign and continued through the last six months of the 
year with the aid of a 20-page “How-To” Merchandiser 
and new display material. 

Concrete merchandising ideas were given for all the 
Fall and Winter gift-giving occasions and special em- 
phasis was placed on Christmas selling. 

Overall retail response to the campaign grew so en- 
thusiastic that the industry expanded its program for 
1952 to help more stores cash in through a heightened 
promotional effort. Many jewelers have already received 
the recently released 32-page Plan Book which is filled 
with new ideas for merchandising and promoting the 
campaign as well as resources for display and prome- 
tional material. 

Attractive new display material has been prepared 
for the dealers at cost. 

The second annual display contest will also get under- 
way this Spring. Separate prizes will be awarded to the 
jewelry store division. In addition, a newspaper display 












Please send illustrated catalog showing 
your complete line of gift and jewelry 
boxes, wrapping papers, etc. 





contest will be held and prizes awarded to the best entries 
as selected by a panel of experts. 

The jewelry store has an advantage in this campaign. 
Because it is primarily a gift store, it possesses the type 
of salesmanship so vital to the success of the campaigt. 
Name Add this to the well-planned merchandising and promo- 
tional material of the Electric Housewares Gift Cam- 
paign and jewelers should be well equipped to come Up 
Address with rewarding results! 


eeuwewsw —_ 
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Please ask your representative to call 
upon us. 
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NEW FOOLPROOF DESIGN ... 
STURDY... STEADY... DELIVERS FLINTS WITHOUT FUMBLES! 





ONE-ACTION LOAD- @ Sells itself! Most novel and con- 
ING! Loading wheel venient flint carrier ever designed! 
drops single flint directly 
into lighter! Wheel auto- 

matically prevents ac- 
cidental misfire! 


@ Fumble-free! It’s fast! It’s easy! 
It’s fun! 


@ Convenient for pocket or purse. 
Holds 6 long-lasting, sure-spark- 
ing Zippo Flints. 


























| @ Retails for 15¢. Bigger, faster, 
ee : more profitable flint sales! 

Ft <> le @ 2 space-miser, speed merchan- 
ee  Y disers! Self-service card and con- 

ee tainer each hold 24 Zip-A-Flints! 

@ Your cost (card or container) 


— Aer r 4 — $2.16. Your profit—$1.44 
~~ > / ag ~ F . (40% on sales)! 


%Trade-mark of Zippo Manufacturing Company 








SELF-SERVICE CARD 
takes only a sliver of 


SELF-SERVICE CAR- 
TON forms own color- 
ful display. Ideal for space. Colorful! 714" 
cash register rim. Meas- ats Ck wide, 11" high, easeled 
ures only 1%" wide, | 4 GCF | back. Punched for wall 
2%" deep, 2" high.. ) ie 





ONE-ZIP WIND-PROOF LIGHTERS 
ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. 





GET IT WHILE IT’S HOT! Order fast-selling, profit-making Zip-A-Flints from your Zippo Distributor now. 


FOR APRIL, 1952 197 
















Stamp NAMES 
or MONOGRAMS 


ON 

FOUNTAIN PENS 

LEATHER GOODS 
WRITING PAPERS 
GIFT ITEMS 


Make your own 
Price Cards 
Price Tags 











NOW YOU CAN RENT 
the simple, easy-to-use Kingsley Machine 


Write for full details. 


STAMPING MACHINE CO. 


HOLLYWOOD 728, CALIFORNIA 














=.easy to select from 


your 


WRC FINDINGS 
CATALOG 








ORDER FROM YOUR MATERIAL JOBBER. 


Manufactured by W. R. Cobb Company 
Providence, R. I. 
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BE CAUGHT 
NAPPING 


DONT 


When a sales opportunity knocks... 
in the form of a query about a brand 
or a trade mark or who-made-this-and- 
how-can-l-match-it ... do you have 
the answers—fast? 


TRADE-MARKS 
m | the Jewelry 
and Kindred Trade 











You can, if you have the newest edi- 
tion of the handy book that leading 
jewelers have used for half a century 
. « » TRADE MARKS OF THE 
JEWELRY AND KINDRED TRADES. 
The new sixth edition has many new 
trademarks and trade names... . 
sterling and silver plate pattern names 
and thousands of watch names, in 
388 pages—carefully indexed and 
cross-indexed so that you cen find 
them quickly. 








~ ORDER YOUR 
COPY NOW 


TRADE-MARKS OF THE JEWELRY 
AND KINDRED TRADES, 


new sixth edition $77.50 


postage prepald 


THE JEWELERS’ CIRCULAR-KEYSTONE 

100 East 42nd Street, New York 17, N. Y. 

Enclosed find check money order for my copy. 
stood that if | am not completely satisfied, 
10 days’ trial, and receive my full money back. 


Order your copy today and have 
all the resources of the jewelry field 
at your fingertips. 


es nase 


It Is under- 
| may return it after 
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ADDRESS 
TRIAL OFFER.. 


-Money back if you do not believe this book is essential to your business, 
Improve Your 
Knowledge Of oe ee | | 


Take our course in gemology. Our year 
course covers the basic portion of the sub- 
ject plus individual study of 30 gem stones 
including diamonds. 














Write for our folder on prices, etc. 


Washington School of Gemology 
Harry L. Woodruff, Director 
1404 NEW YORK AVE. WASHINGTON, D. C. 
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THE JEWELERS 
DICTIONARY 


COMPLETELY REVISED 
* SECOND EDITION x 


$6:°0 POSTPAID 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42ND ST. NEW YORK 17, N. Y. 


Check or Money Order Must Accompany Order 
DO NOT SEND CASH 
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New Revised Edition 





THE STERLING FLATWARE PATTERN INDEX 


—— eee 





Actual size of book, 
is 23. 


Teaspoons are shown 
actual size in . book. 





IMMEDIATE 
DELIVERY 


All new patterns introduced since the late Summer of 1949 by the leading sterling silver flatware 
manufacturers in this country are now illustrated in the up-to-date edition now available. 


There has also been added to THE STERLING FLATWARE PATTERN INDEX, the only pub- 
lication of its kind, an entirely new and corrected alphabetical index of pattern names. This 
index lists the manufacturer and shows the current status of every pattern. 


Jewelers find THE STERLING FLATWARE binder is of rich black cowhide leather, gold 


PATTERN INDEX absolutely indispensable 
for identifying patterns to be matched—and 
for making selling suggestions to customers. 


stamped. These pages are supplied in loose- 
leaf form, making it convenient and econom- 
ical to insert revisions as they are published 





It contains, under one cover, full-size illustra- periodically. 


tions of more than 1300 sterling flatware pat- lee daily wee ley Sowslens-everywhuue, this hook 
terns—active, inactive and obsolete patterns. , , 

has proved its value as an essential reference 
Illustrations are beautifully done, in full size, volume, invaluable in operating a Sterling 


and printed on fine coated paper. The Silverware Department. 


With binder $20.00—Without binder $15.00 


For those who are using the INDEX we can supply the 1951 Revised Sheets at $5.00 
Prices subject to change without notice. 


All books are sold remittance with order. 
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COPPER ALLOTMENTS FOR SECOND QUARTER. Jewelry mfrs. are being granted a 25% copper 
allotment for the second quarter of the year; findings mfrs., 30%. A special 
metals account has been set up to relieve small business hardship cases. Quali- 
fications: under 500 employees, 50% of production in civilian type goods, possi- 
bility of failure or prolonged shutdown because of insufficient materials, 
unable to continue normal production by using substitute materials, be unable to 


convert to other products. 


JEWELRY SALES IN '51 FOLLOW NATIONAL PATTERN. Jewelry store sales in 1951 amounted 
to $1,170,000,000 as compared to $1,174,000,000 the year before, a decrease of 
3.4%. Total sales for all types of retail business in '5l was $151 billion as 
compared to $144 billion in 1950. Considering the price rises during the year 
in lines other than jewelry, it is estimated that on the whole, actual volume 
of retail sales for all types of business was about 4% below the 1950 figure. 


WALTHAM TO IMPORT 17—JEWEL MOVEMENTS. Waltham Watch Co. announced late in March 
that it would import 17-—jewel movements in order to assure its competitive posi- 
tion. Company will still make some 17-—jewel movements and all of its 19- and 
21—jewel movements. It was pointed out that it will be some time before any 
Waltham watches will be marketed with the imported movements and that due notice 
will be given when these movements will be used. 


JEWELRY TRADE BACKS FAIR TRADE LEGISLATION. "Fair trade does not enhance monopoly, 
but lack of it may create a monopoly," said Craig D. Munson, International 
Silver V.P., before the House Judiciary Committee hearings on fair trade. Faced 
by loss leader and discount selling of brand-name lines by department stores and 
discount houses, the jewelry trade as a whole is backing the need of a bill to 
enforce price maintenance. One piece of legislation which has had a good deal 
of interest would punish "predatory" sellers instead of upholding manufacturers' 
prices. Question is still a long way from solution. 


LAZRUS ELECTED AWA HEAD. Roland Gsell, retiring president of the American Watch 
Association, handed the gavel over to S. Ralph Lazrus, chairman of the board of 
the Benrus Watch Co., who was elected president of the Association at the an- 
nual banquet held March 19 at the Park Lane Hotel in New York. Organization is 
composed of manufacturers, assemblers and importers of jeweled watch movements. 


ELGIN ANNOUNCES ELECTRONIC WATCH. The public's interest in new developments in 
timekeeping was evidenced last month by the widespread publicity given the an- 
nouncement by Elgin of its new electronic watch. Mainspring and winding 
mechanism is replaced by tiny motor which runs for more than a year on its tiny 
"energy capsule". Still in the laboratory, it will be some time before the new 


watch is marketed. 


PROVIDENCE-ATTLEBORO AREA STUDIED FOR DEFENSE WORK. In an effort to channel defense 
work to the costume jewelry manufacturers in the Providence-Attleboro area to 
offset unemployment caused by metal shortages, a special task force of the 
Defense Production Administration from Washington is studying the facilities of 


firms in that area. 
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United States 15,700,000 TV Sets 


Rest of the World 2,000,000 TV Sets 


COMPETITION Turns Luxuries into Necessities 


0 millions of people throughout the world, wash- 
Ting machines, radios and television sets are mi- 
raculous inventions remote from their lives . . . for 
the wealthy only. 

In the United States, however, a new product 
appears in no time in the homes of wage earners as 
well as salaried executives. 

Consider television, for example. Only 6,500 sets 
produced in 1946 .. . over 5,000,000 in 1951. Or 
washing machines . . . more than 24,000,000 in 10 
years. 


What has Competition to do with this? 


Do you think we’d continue to get more and better 
products if only one company made each item or 
each line? 

No! We get more and better products here in 
America, because anybody who thinks he can make 
anything better or sell it more efficiently is free to try. 

And many succeed. Take electrical products like 
radios and television sets . . . and home appliances 
like washing machines and electric fans. Does the 
biggest company monopolize this industry? Not by 
a long shot! Even counting all its affiliated com- 
panies, it still sells less than 1/5 of such products 
bought in this country. 

There are nearly a thousand other companies that 
make home appliances, radios and television sets. 
And they do more than 4/5’s of the business! The 


smallest of them make the biggest companies hustle 
their bones to keep making products better and better. 

In America, a better product can always win con- 
Sumer acceptance in any field. 


Let’s keep the COMPETITIVE SYSTEM working for us 


The Competitive System can be killed! When indus- 
tries are run by government, when taxes are so high 
that they destroy the incentive to work hard and 
risk savings in business ventures, the Competitive 
System languishes and dies. 

You’ve seen it happen in other lands. Let’s not 
let it happen here. 

Let’s all of us watch closely to see that those who 
represent us in government are working with us and 
for us to preserve our Competitive System; to as- 
sure a tax structure that leaves enough incentive to 
make hard work worthwhile, so that any man with 
ability and energy has a chance to earn good money 
and keep most of it. 

Competition thrives best where the rewards are 
high. People live best where competition thrives. 


af 
- 





This report on PROGRESS-FOR-PEOPLE is published by this 
magazine in cooperation with National Business Publications, 
Inc., as a public service. This material, including illustration, 
may be used, with or without credit, in plant city advertise- 
ments, employee publications, house organs, speeches or in any 
other manner. 








THE COMPETITIVE SYSTEM DELIVERS THE MOST TO THE GREATEST NUMBER OF PEOPLE 
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In the photograph below, Mr. Perrin 
is shown seated af his work bench. 
Behind him—within easy reach—is 
his complete set of Marshall Add- 


READ WHAT MR. A. PERRIN OF KANSAS CITY, Mo. 
SAYS ABOUT MARSHALL ADD-A-UNIT SYSTEMS 








A-Unit Systems. 
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TIME IS OUR BUSINESS 4703 TROOST AVENUE 
KANSAS CITY 4, MISSOURI 


October 24, 1951 


C. & E. Marshall Company 
1445 Jackson Blvd. 
Chicago 80, Illinois 


Gentlemen: 


Sometime ago, I bought a complete set of Add-A-Unit Systems 
from your company, and I would like you to know how satisfied 
I am with then. 


There are several things about Add-A-Unit Systems that I 
especially like. The envelope method of packaging watch 

parts is much better than the old bottle systems. With this 
envelope system, I can make changes in the size of my inventory 
by just adding or removing an envelope. There are no bottles 
to label, and no rearranging of old bottles in order to add 

a new one. 


By using the Handy Manual, I have found that your idea of 
"Interchangeability" really works. I don't have any duplicate 
parts now, and yet I can take care of many more watches with 
my smaller inventory. 


I also like the stock control service you have for Add-A-Unit 
Systems. By following your ordering instructions, I always 
have the parts I need on hand, and my systems can't become 
out dated. 


I am glad I invested in Add-A-Unit Systems, and just wanted 
to tell you how well I like their performance. 


Yours cordially, 





ALLEN PERRIN 





You can get a Combined Swiss Staff & Stem 
System for as little as $17.50. This system con- 
tains 48 staffs and 48 stems which have 2000 
REPAIR POSSIBILITIES. A _ lifetime system— 
guaranteed never to become obsolete—al 
contained in a 2-drawer steel cabinet. Write 
today for complete details on this and other 
Marshall Add-A-Unit Systems. 


S 
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ee 
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C. & E. MARSHALL (0. 


DEPT. J, BOX 7737, CHICAGO 80, ILL. 
Branches And Distributors In Principal Cities 
Throughout The U.S.A. 
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Flectronic Wrist Watch 
Developed by Elgin; 
Runs on Stored Energy 


A laboratory model of the electronic 
wrist watch of tomorrow, a timepiece that 
carries its own source of power and runs 
initially more than a year before its tiny 
energy capsule needs replacing, was un- 
veiled March 19th by Elgin National 
Watch Co. 

The first watch of its kind ever built, 
it requires no mainspring or winding mech- 
anism but will keep nearly perfect time 
because it is driven by a motor that de- 
livers power at an absolutely constant rate. 
Yet the energy capsule, motor and watch 
movement together fit inside a man’s wrist 
watch case of conventional size. 

J. G. Shennan, Elgin president, said that 
during his company’s research on the elec- 
tronic watch it was learned that Lip Watch 
Co. of Besancon, France, was also working 





Model battery shows size (but not form) 

of energy capsule to power Elgin National 

Watch Company's new electronic watch. 

Smaller in volume than a penny, the capsule 

stores enough power to run motor of time- 

piece more than a year before new capsule 
is needed. 


on the problem. In order to improve their 
overall knowledge of the field, the com- 
panies have exchanged information but 
each has continued to conduct its own 
research separately. The Lip watch, an- 
nounced simultaneously in Paris March 
19th, differs in many mechanical and elec- 
trical respects from the American version. 

Shennan would not estimate how soon 
the new watch could be marketed, but 
said the present program of testing and 
evaluation on production models would 
centinue for an extended period to insure 
that once the watch is marketed in quan- 
tity it will be a thoroughly tested and 
Proven timepiece. 

(Please turn to page 247) 
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Appeals for E 


ective Fair Trade Climax 


Conclusion of Congressional Hearings 


The fate of proposed fair trade legisla- 
tion during the current session of Con- 
gress was still very much up in the air 
in mid-March. Even top federal officials 
were in disagreement. 

The White House views the proposals 
unfavorably and the Federal Trade Com- 
mission and Justice Department are on 
record as being opposed. But Administra- 
tion ranks were broken when Commerce 
Secretary Charles Sawyer spoke out in 
open espousal. Fixed prices for trade- 
marked and name brand products are 
necessary for the protection of the small 
retailer, he said. 


Against this divided official background, 
committee hearings have been concluded 
on bills which would restore to full effec- 
tiveness the fair trade laws of forty-five 
states. One bill would permit a retailer 
to show, in defense against price-cutting 
charges, that the manufacturer had made 
no real effort to enforce his price against 
other price-cutters. 


Chances are that when the fair trade 
legislation reaches the House floor for 
debate, an attempt will be made to work 
at price maintenance strictly from the 
retail end. One piece of legislation ex- 
pected to be offered as a substitute mea- 
sure would punish “predatory” sellers in- 
stead of upholding manufacturers’ price. 
It may get considerable support. 


Before it concluded its hearings, the 
House Judiciary Committee received testi- 
mony from jewelry trade sources which 
advocated restoration of anti-price cutting 
agreements. 


A strong appeal for enactment of a new 
fair trade law as a protection to retail 
jewelers was made to the committee by 
Sam Jacobson, chairman of the Executive 
Board of Retail Jewelers Associations of 
Greater New York. Without such legisla- 
tion, he told the group, it is becoming in- 
creasingly hard for jewelry stores to com- 
pete with promotions such as _ practiced 
by department stores. 


In a wire sent to President Truman 
early in March, Mr. Jacobson called atten- 
tion to a newspaper account in which an 
Administration stalwart stated that en- 
actment of a fair trade law “would not 





be in accord with the program of the 
President.” 

“Would it be in accord with the Presi- 
dent’s program,” the wire asked, “to aid 
in creating economic havoc and innumer- 
able bankruptcies?” Mr. Jacobson cited 
statistics which showed that bankruptcies 
in the jewelry field for the first two 
months of this year have already been in- 
creased by nine per cent. He referred to 
the two Congressional committees which 
have held extensive hearings on new fair 
trade legislation—both of whom reported 
the bill favorably. 


“Doesn’t this indicate that the small 
merchant is entitled to an opportunity 
for existence?” the president was asked. 
“Which will you sponsor, Mr. President,” 
Mr. Jacobson inquired, “economic. chaes 
or a return to honest retailing?”  ~— 

The Hamilton Watch Co., pioneér and 
staunch supporter of fair trade in the 
watch industry, filed a brief with the 
House Judiciary Committee on March 4th. 
The brief, signed by Hamilon’s vice presi- 
dent in charge of sales, Lowell F. Halli- 
gan, endorsed New York representative 
Keogh’s bill (H.R. 6367) as the most 
effective measure to restore fair trade on 
a workable national basis. 


“We are firmly convinced that fair trade 
contributes to the stability and soundness 
of the thousands of small businesses 
through which Hamilton watches are dis- 
tributed,” stated Hamilton’s brief. “The 
economic well being of these many re- 
tail jewelry stores is directly related to 
the economic health of the Hamilton 
Watch Co., and in a very real sense, to 
the economic well being of the United 
States. 


“Because Hamilton had been diligent in 
the enforcement of fair trade prices, we 
received the voluntary cooperation of 
jewelers all over the country in obtaining 
signatures on fair trade contracts,” Mr. 
Halligan pointed out in the Hamilton 
brief. “At the present time approximately 
90 per cent of the retail outlets being sold 
Hamilton watches have signed these con- 
tracts.” 


In a brief filed with the House Judiciary 
(Please turn to page 247) 
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Fashion Keynote Underlies 
JIC’s New Nation-Wide 


Silver Sales Promotion 


To coordinate the “1952 Silver Fashion 
Parade” on a_ nation-wide basis, the 
Jewelry Industry Council releases to its 
members early this month a comprehen- 
sive selling kit providing easel-backed dis- 
play cards, advertising layouts and copy, 
direct-mail suggestions, window display 
ideas and radio commercials. With these 
will go one and two-column mats of the 
new emblem plus additional mats of illus- 
trations for newspaper ads. 

The Council is also completing in time 
for use with the “Silver Fashion Parade” 
a striking new illustrated 16-page, three 
by five-inch consumer booklet entitled 
“How to Choose and Use Your Silver.” 
Fashioned as an ideal give-away booklet 
for the jeweler to use year-round, it 
will be particularly useful during the 
period between April 24th and May 3rd 
when the entire silver industry is concen- 
trating on making the public aware of 
silver. 

In cooperation with the Counci!  sil- 





verware manufacturers are making avail- 
able to dealers, window displays, news- 
paper mats and other selling aids of their 
own. Some have scheduled national adver- 
tising that especially invites the public to 
visit jewelers during this period. 

The fashion theme, on which the Silver 
Parade of this year is based, carries out 
the idea that silver is “the fashion essen- 
tial in the well-dressed home.” In out- 
lining the new theme to retailers, Coun- 
cil’s Fashion Director Martha Percilla 
says: “There is a fashion angle to every 
business except a dead business, because 
fashion is change and change is news.” 

Leaders in the silver industry and silver 
dealers everywhere have long felt the need 
for an outstanding, fashion-wise, interest- 
ing, and properly inspirational booklet for 
consumers, which when distributed widely 
by retailers and carrying their store im- 
print, would focus the attention of cus- 
tomers and prospects on the overall idea 
of the part silver plays in the well-dressed 
home. 


This need has been fully met in the new 
booklet, “How to Choose and Use Your 
Silver,” which the Council is now making 
available to retail jewelers, both as an 
integral part and parcel of the new Silver 
Fashon Parade, and for use as a distinc- 








NEMJ&SA's 71st Banquet Draws Large Turnout 





“A good time was had by all” is the 
story in a nutshell of the annual banquet 
of the New England Manufacturing Jewel- 
ers & Silversmiths Association, held Satur- 
day evening, February 23rd, in the ball- 
room of the Sheraton-Biltmore Hotel, 
Providence. 

While the evening was designed as 
purely a social event—the highlight on the 
association’s yearly calendar—time was 
taken by President Edgar E. Baker to 
express the appreciation of the manufac- 
turers for the assistance given them in 
their crusade for sufficient brass mill prod- 
ucts to keep alive during the current guns 
and butter economy. 

The affair—the 7lst annual dinner of 
the group—was attended by approximately 
650 manufacturing jewelers and their sup- 
pliers. : 

Guests included U. S. Senator John O. 
Pastore, and State Treasurer Raymond H. 
Hawksley, representing Gov. Roberts. 

A humorous address, generously sprin- 
kled with laugh-provoking stories, was the 
sole program feature. The speaker was 
Harry Hershfield of radio and TV fame. 
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His well-connected stories illustrated 
the general theme that America is a good 
place in which to live and work, and that 
it provides opportunities for all. 

Other head table guests were Dr. Earl 
Hollier Tomlin, executive secretary of the 
Rhode Island Council of Churches, who 
gave the invocation; Congressman Aime 
Forand; Walter H. Reynolds, Mayor of 
Providence; Cyril K. Brennan, Mayor of 
Attleboro; Fred A. Bullock, Sr., president 
of the Jewelers Board of Trade; Bert 
Dehlin, president of the Diamond Peacock 
Club; Harry J. Bromley, president of the 
Twenty-Four Karat Club of the City of 
New York; H. A. Goldberg, immediate 
past president of the National Association 
of Credit Jewelers; Sturgis C. Rice, presi- 
dent of the Boston Jewelers Club; William 
E. Smith, chairman of the banquet com- 
mittee, and George R. Frankovich, execu- 
tive secretary of the NEMJ&SA. 

The gift to each guest was a Thermos 
picnic outfit, consisting of two Thermos 
bottles and a sandwich box in an attrac- 
tive fabric and leather carrying case of 
plaid design. 





tive consumer promotional piece through. 
out the year. 

Copies of this booklet accompany the 
complete Silver Fashion Parade sales ki 
which the Council is releasing to retajj 
jewelers. For maximum usefulness in gop. 
junction with the Silver Fashion Parade 
and for year-round use thereafter, the 
Council furnishes an attractive easel-backed 
display card which invites people to come 
in and ask for a free copy of the booklet 
which can be mounted on the display card 
itself for high visibility. 

In keeping with the main theme of the 
Silver Fashion Parade idea this year, g 
carefully thought out fashion-wise atmos. 
phere prevails in the Council’s sales kit, 
consumer booklet, new emblem, and illys. 
trations for the jeweler’s newspaper adver. 
tising. 

The emblem—new this year and ayail. 
able to retailers in mats—itself typifies 
silver by virtue of a simulated engraver’s 
treatment of the initials of the words 
“Silver Fashion Parade.” 

Council’s entire sales kit includes four 
window displays, two suggested direct. 
mail letters, four radio commercials, three 
newspaper advertising suggestions and lay. 
outs, six mats, and a series of ideas for 
building store traffic and sales during the 
1952 Silver Fashion Parade. 





JIC Outlines Promotion Plans 
For Mother's Day in Idea Book 


“Give mother a gift so warm with 
meaning, so personal, that it could come 
only from the jeweler’s,” is the underlying 
message suggested by the Jewelry Indus- 
try Council’s new 1952 Mother’s Day sales 
program idea book, which is now in the 
hands of Council members all over the 
country. 

Stressing the unusual gift, the charming, 
feminine, personal, and highly individual 
gift—which only the jeweler can supply— 
the Council’s Mother’s Day sales program 
suggestions include easy-to-do window dis- 
plays direct mail letters sent to the 
family, newspaper copy, layouts, and head- 
line suggestions, and hard-selling radio 
commercials. 


Se] re me 


Waltham Trustees Announce 
New Manufacturing Policy 
Trustees of the Waltham Watch Co. 


announced late in March that the firm 
would import 17-jewel watch movements 
and _ self-winding automatic watches in 
order to assure its competitive position. 

While the company will continue to pro- 
duce some of these movements, and will 
manufacture 19-jewel and 21-jewel move: 
ments, it said the wide disparity between 
the cost of production here and the cost 
of imported movements made the policy 
change necessary. 

The trustees pointed out that it will be 
some time before there are any Waltham 
watches on the market with purchased 
movements, and due notification will be 
siven everyone when these movements will 
be used. 
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American Watch Association 
Names Lazrus as President 


S, Ralph Lazrus, chairman of the board 
of the Benrus Watch Co., was recently 
elected president of the American Watch 
Association, trade organization composed 
of manufacturers, assemblers, and import- 
ers af jeweled watches. The occasion was 
the 19th annual banquet and election of 
the association, held March 19th at the 
Park Lane Hotel in New York. The affair 
was attended by officers of more than 70 
watch manufacturing and importing com- 


panies. 





§. Ralph Lazrus (right), new president of 
the American Watch Association, is greeted 
by Roland Gsell, retiring president. 


Other officers elected were: Norman M. 
Morris, Norman M. Morris Corp., first 
vice president; J. P. V. Heinmuller, 
Longines-Wittnauer Watch Co., Inc., second 
vice president; Herbert Ollendorff, Ollen- 
dorff Watch Co., Inc., treasurer, and S. 
Stanley Moser, Louis Aisenstein & Bros., 
Inc., secretary. 

In addition to officers, the new board 
of directors of the association will include 
the following: A. Carnow, Bulova Watch 
Co.; Gaston Ditesheim, Movado Watch 
Agency, Inc.; Harold N. Grey, Gothic 
Jar-Proof Watch Corp.; Roland Gesell, 
R. Gsell & Co., Inc.; Morris Hoffman, 
Invicta-Seeland, Inc.; Benjamin S. Katz, 
Gruen Watch Co.; Herman Lehman, Rima 
Watch Co., Inc.; Arthur Miller, Savoy 
Watch Co., Inc.; Samuel Schecter, King- 
ston Watch Co., and Alfred Wyler, Wyler 
Watch Agency, Inc. 


ECA Honors Oneida for Sharing 
Technical Know-how with Allies 


Special recognition has been given by the 
United States Government to Oneida 
Ltd., of Oneida, N. Y., for the role it 
is playing in supporting mutual American- 
European efforts to strengthen the free 
nations against communism. 

A “Certificate of Cooperation,” bearing 
the red, white and blue “Strength for the 
Free World” shield of the Economic Co- 
operation Administration, and a letter of 
citation signed by Acting ECA Adminis- 
trator Richard M. Bissell, Jr., were re- 
celved early in March by Robert Wayland- 
Smith, vice president and treasurer of 
Oneida Ltd. 

The certificate states that it is awarded 
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in recognition of the firm’s “furnishing 
technical assistance to the peoples of the 
Marshall Plan countries to aid them in 
maintaining individual liberty, free institu- 
tions and peace.” 

Since 1949 the Economic Cooperation 
Administration, which is to be succeeded 
by the new Mutual Security Agency 
headed by W. Averall Harriman, has been 
bringing groups of European technicians 
and specialists to this country to see how 
our American factories use modern tech- 
niques for efficient production. They have 
been taking home this priceless know-how 
to spur their own productivity. In discover- 
ing for themselves what makes America 
tick, they have visited industrial plants, 
business offices, trade associations, labor 





organizations, colleges and Government 
agencies in 44 states and the District of 
Columbia. 


Heyman Bros. Purchase 
Bolean Co. 


Announcement was made March 17th 
by Oscar Heyman & Brothers, Inc., manu- 
facturing jewelers at 642 Fifth Ave., New 
York, that they have acquired control 
of the Bolean Co., New York jewelry 
manufacturers at 62 West 47th St. The 
Bolean firm has been in the jewelry manu- 
facturing business for over 20 years. 

A. Boyce Bolean, who has been active 
in jewelry trade circles for over 30 years, 
has joined the Heyman firm in a sales 
capacity. 
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WATCH CASE CORP. 


150 Varick Street 
New York 13,°N. Y. 
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Over 140 Firms Assigned Exhibit Space 
At NACJ's Jewelry Fair and Convention 


More than 140 exhibiting firms have, as 
of March 7th, reserved space to display 
their new lines at the 1952 National Jewelry 
Fair, according to a recent announcement 
by the Convention Committee of the 
National Association of Credit Jewelers. 
Sponsored by NACJ, the Fair will be 
held in Chicago at the Conrad Hilton 
Hotel (formerly The Stevens), from July 
27th through 3lst. 

The Committee pointed out that the 
present number of exhibitors established 
a record for this early in the year. The 





Committee’s statement also stressed that 
less than ten booths remain unsold in the 
Exhibition Hall and that the Grand Ball- 
room area was rapidly being assigned. 
With the opening of the seventh annual 
National Jewelry Fair, there will be the 
convening of the NACJ convention. Plans 
are being worked out at present by the 
NACJ, and will be announced in the near 
future. An informative and helpful busi- 
ness program designed especially for retail 
jewelers is in the plan stage. Jewelry 
store owners and operators can come to 
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Model GM—For the average jeweler. It 
engraves names, monograms, sentiments, on 
jewelry, watches, lighters, compacts, silver- 
ware, baby cups, fountain pens, and similar 


gift items up to 514” width by any length. 
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GET ONE AND PAY 
206 


EVERY JEWELER NEEDS... 









Only Engravograph 
e Has self-centering vise 


e Engraves 15 sizes 
from ONE alphabet 


OUT OF PROFITS 








the Fair and get the right answers to 
some of the pressing problems confronting 
jewelry retailing today. 

Information regarding display space js 
available from the office of the National 
Jewelry Fair, Arcade Building, St. Louyjs 
Mo. | 

Members of the Convention Committee 
for the 1952 National Jewelry Fair are: 
Clarence Olsen, chairman, Irving N, Chay. 
ken, vice chairman; Wm. Wagner, secre. 
tary; A. E. Newmark, treasurer; Norman 
Kernis, Fred B. Dreifus, H. A. Goldberg 
and Irving J. Wolfgang, president of 
the NACJ. 

Here is a list of firms that have reserved 
space for the 1952 National Jewelry Fair 
up to and including March 7th: 


EXHIBITORS AT 1952 NATIONAL 
JEWELRY FAIR 
Williams Adams, Inc........ New York, N. yY. 


Louis Aisenstein & Brothers, Inc. 
New York, N. Y. 


, er rr Chicago, Ill. 
: 2 ht rT TTT eee New York, N. Y. 
Altheimer & Baer, Inc............ Chicago, Il. 
Adve Pees, TOs. 6 ccc ssc ccces New York, N. Y, 
A.S.R. Lighter Div.—American Safety 
PET SE, bttcbenctecvana Brooklyn, N. Y, 
Arnstein Bros. & Co......... New York, N. Y, 
me MS GT. GHD Gc cs cece ces Providence, R. I, 
FFT TTT TT Chicago, II] 
Baldwin-Miller Co........... Indianapolis, Ind. 
Bardach Brothers........... Indianapolis, Ind. 
Bell Lamp Manufacturing Corp...Chicago, II], 
Benrus Waten Co.........-06 New York, N. Y. 
ee, eR  Prrrrer rrr err Chicago, IIl. 
Blancard & Co., Inc......... New York, N. Y. 
Roy M. Bloom, Inc........... New York, N. Y. 
Ss cede ede nko ees Providence, R. I, 
Bovet Watch Corp............ New York, N. Y, 


Boyle Leather Goods Co., Inc..New York, N. Y. 
Brown & Gravenson, Inc.....New York, N. Y. 


Bruner-Ritter, Inc........... New York, N. Y. 
Buffalo Jewelry Case Co......... Buffalo, N. Y. 
Bulova Watch Co........... New York, N. Y. 
Caplen Jewelry Display........ Buffalo, N. Y. 
Carol Manufacturing Co., Inc. Philadelphia, Pa. 
Casco Products Corp......... Bridgeport, Conn. 
a Eee ee Elgin, Ill. 
China Overseas............ --New York, N. Y. 
A. Cohen & Sons Corp...... .-New York, N. Y. 
tens bhenedawenl Chicago, Il. 
Cranley Silver Mfg. Co. Rockville Centre, N. Y. 
SG TGs 66000000000 608 New York, N. Y. 


Davidson & Sons Jewelry Co., Inc 
New York, N. Y. 
Deltah Pearls ...... inenes ..-New York, N. Y. 
a Bx DE. ok Ks cceeedwons New York, N. Y. 
Dennison Manufacturing Co. 
Framingham, Mass. 
L. Dershowitz & Co..........New York, N. Y. 


ee ME Gb a eke sc eseccenceaes Chicago, Ill. 
Dormeyer Corp............. NES Chicago, Ill 
Dulane, Inc. (Fryryte)....... River Grove, IIl. 
Elgin National Watch Co........... Elgin, IIl. 
Fairbanks Ward, Inc.............- Chicago, III. 
Fantasy of Jewels........... New York, N. Y. 
S. W. Pmrmer, BC.cccccccccs New York, N. Y. 
Feature Ring Co., Inc........ New York, N. Y. 
J. Fiddelman & Son, Inc..... New York, N. Y. 
Firman Leather Goods Corp...New York, N. Y. 
Flex-Let Corp........... ..ee-New York, N. Y. 
Marvin J. Freedman, Inc....... Buffalo, N. Y. 
Edwin Freed, Inc...... eee New York, N. Y 
Goodman and Co........6+.. Indianapolis, Ind. 
The Gruen Watch Co......... Cincinnati, Ohio 
Hamilton Ross Industries Co...... Chicago, IIL 
Harman Watch Co., Inc...... New York, N. Y. 
Helbros Watch Co., Inc....... New York, N. Y. 
L. Heller & Son, Inc......... New York, N. Y. 
Sam Herscovitz Co., Inc...........Chicago, Ill. 
UU "Eee Chicago, Il. 
I eyed Chicago, II. 
Imperial Pearl Syndicate.......... Chicago, IIl. 
The E. Ingraham Co............ Bristol, Conn. 


Iskin Manufacturing Co., Ine. . Philadelphia, Pa. 
Jacques Kreisler Manufacturing Corp. 
North Bergen, N. J. 


Sowels By Wawel. .....cccessssese Chicago, Ill. 
Be Be Meme & Tic ccccoces Los Anceles, Calif. 
ae, eS  eeeereerre New York, N. Y. 
Karpeles Rosary Co., Ltd..... Providence, R. I. 
Frank M. Katz, Inc........¢- New York, N. 1} 
Ken Matsumoto & Co......... Cincinnati, Ohio 
Keystone Silver, Inc..... wees New York, N. Y. 
Irving Klampert Co.......... New York, N. Y. 
Walter Kocher & Co......... New York, N. Y. 
William Korn and Co........... Buffalo, N. Y. 
Kramer Jewelry Co.......... New York, N. %. 
L. M. D. Jewelry Mfg. Corp..New York, N. Y. 
Walter Lampl, Inc........... New York, N. !:. 
Max Landau & Co., Inc....... New York, N. Y. 


Lehman Bros. Silverware Corp. 
New York, N. Y. 


Lieber & Lerner............ New York, N. Y. 
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id Lifton Co., Inc.......New York, N. ¥. | let people know the reasons why a gift | Jewelry Desiqners Guild 
Haro rin Ring Co., Inc.....New York, N. Y. buyer should think of Ais store as the | Elects | Aer > eesti 





heng : 
Longines-Wittnauer — Siew York, N. Y. place to buy a graduation present. 
Luckoff-Wayburn & Frankel, ~on Mich. Advertising layouts for newspaper cam- Macy H. Stein was elected president of 
L. Luria & coo Ray ena beara oy = paigns, direct-mail suggestions, radio com- the Jewelry Designers Guild at a meeting 
aor oreo Watch pete Chienee, th mercials, and easy-to-do window displays of that group held February 9th in N. Y. 
The Mantner Company, ine. new 2 ze ager in = Council’s sales program Other officers elected were: William 
The Meeker Se "hea ee ee idea folder, t erefore, stress the fitting Diehl, vice president; William Sherwood, 
Monarch Watch Co., Eee... aw York, N. Y. gift from the jeweler’s, in keeping with secretary, and A. D’Alessandro, treasurer. 
National Pressure Co "au Claire, Wis. the occasion. The guild holds regular monthly meet- 
New Hermes Engraving Machine Corp. — . The folder of suggestions for a gradua- ings where important events and trends in 
Normatone Hearing Aid Co.....St. Paul, Minn. tion-time ae — in a handy file the field of jewelry designing are dis- 
Ollendorff ~— we neeeonmnene’ se wo agg § cover which contains gift suggestions for cussed.. Main goal of the guild is to create 
Pakula wnt Wedding Ring Co.....Chicago, Ill. - Tree ns * Practical reminder of | finer and more beautifully designed jewelry 
Ihe PaPeubon & Co....-.2..--+-Ghicago, I | ne around. veces uems worth featur. | so that the general public may become 
Henry ing around graduation time. ever more jewelry conscious. 


line Manufacturing Co...New York, N. Y. 
Phillips-Buttrick, Inc........New York, N. Y. 
































inville Stock Co........ ..-Plainville, Mass. 
a eciishos & Son Corp.....New York, N. Y. 
; ac eel le Buffalo, N. Y. 


M. A. oom ig ‘Deal . ag 
i n Rand, Inc. (Dealer Sales Div. 
ae New York, N. Y. 


Remington Rand, Inc. (Electric Shaver Div.) 
Bridgeport, Conn. 





Richie Premium Corp......... New York, N. Y. 

Robbin Products .......... Los Angeles, Calif. 

J. W. Robbins Co............ Attleboro, Mass. 

Roman Silversmiths, Inc....... Brooklyn, N. Y. 

Ronson Art Metal Works, Inc..Newark, N. J. 

Royal Typewriter Co., Inc....New York, N. Y. 

David Sarkin, Inc..........- New York, N. Y. 

Savoy Watch Co., Inc..... ..New York, N. Y. = 
Bob Scheffres Co., Inc............ Chicago, II]. 
Sete BBs ccccccsccesecetss Stamford, Conn. , 
Adolf Schwarez & Son, Inc...New York, N. Y. gE 
Semcea Clock Co., Inc......... New York, N. Y. = 
Semca Watch Corp........ .--New York, N. Y. a 
Seth Thomas Clocks........ Thomaston, Conn. a 


W. A. Sheaffer Pen Co.....Fort Madison, Iowa 
Shiman Brothers & Co., Inc...New York, N. Y. 
Shriro Watch, Inc........... New York, N. Y. 
Silbermann, Kohn & Wallenstein, Inc. 

New York, N. Y. 
Simons-Michelson Co........... Detroit, Mich. 
Albert E. Sloan, Inc........--c00. Chicago, III. 


L. C. Smith & Corona Typewriters, Inc. 
Chicago, II]. 


OS ee Providence, R. I. 
Hy Spreckman & Co.........e00. Chicago, Tl. 
Stein & Ellbogen Co.............. Chicago, III. 
Louis Stern Co... .cccccccecs Providence, R. I. 
The Philip Tanz Co........... New York, N. Y. 
teen on see ee New York, N. Y. 
United States Time Corp.....New York, N. Y. 
Van Schyndle, Inc..........ccecces Chicago, Il 
re New York, N. Y. 
Wakmann Watch Co......... New York, N. Y. 
Waltham Watch Co............ Waltham, Mass. 
Warner Jewelry Case Co., Inc...Buffalo, N. Y. 
Watchmakers of Switzerland..New York, N. Y. 
Wiesen-Hart, Inc............ Cincinnati, Ohio 
Joseph Wiesner, Inc........... New York, N. Y. 
Winton Watch Co............ New York, N. Y. 
J. R. Wood & Sons, Inc....... New York, N. Y. 
i Ce. is eehamedeeenne oo Chicago, Il. 


Wyler Watch Agency, Inc....New York, N. Y. 


Graduation-Time Sales Ideas 
Contained in New JIC Folder 


Graduation day, an important time for 
young people—and for their families as 
well—represents one of the most important 
gift sales opportunities a jeweler has on 














Model GT—A larger all purpose engraver. 
Jt accepts everything from the smallest lady’s 


his calendar. In fact, in some parts of watch and other jewelry items up to a large 
the country, jewelers refer to graduation- trophy cup 6” in diameter or a 12” wide tray or 
time as “a little Christmas.” However, the platter. In other words, it will engrave every- 
traditional gifts of silver for the girl, as thing model GM can, and large objects as well 


well as articles of jewelry, rings, watches 


for both boy and girl graduates are Diamond cut 


meeting stiffer competition from merchants 


who sell other articles. No jeweler, today, .. . Brilliant as hand engr aving! 
however well established, can take gradu- 
ation gift business for granted. j 
Tracer guided— Spritz’: $Pritzer 






Moreover, no matter how much straight 
selling effort to get this business a jeweler 


, i, 
puts forth, he is always wise to let the : 

public know also why his store is the place Send For Free Catalogue G, ''How to Make 

to go for graduation gifts. Money with Tracer Guided Engraving."" 


294 more than (0,000 agree! < 
The Jewelry Industry Council’s sales 


lanning folder, recently issued for use 4 
yen ap + Herning TIOW HOTTHES, T1710. 


by Jewelers around graduation time this 
year, is based on the practical assump- 13-19 UNIVERSITY PLACE NEW YORK 3.N Y 


tion that the jeweler must never fail to 


Curacao, Nyman, 


» » . Anyone can operate it! 
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Over 700 Jewelers Attend 
Pacific Northwest Confab 


Jewelers from Idaho, Montana, Oregon, 
Washington and Alaska attended the three- 
day Pacific Northwest Jewelers Convention, 
February 10-12, at the Multnomah Hotel 
in Portland, Ore. The convention, held 
under the auspices of the Oregon Retail 
Jewelers Association, attracted a record- 
breaking registered attendance of 766. 

The convention got under way on Sun- 
day, February 10th, with a report by 
Harry Brambier, president of the Oregon 
RJA, who told delegates that price con- 
trols and the Supreme Court’s ruling 





against fair trade gave jewelers a trouble- 
some year. 

First speaker at the Sunday session was 
James G. Shennan, president of the Elgin 
National Watch Co. He stated that the 
Supreme Court’s reversal of fair trade laws 
and stricter interpretation of anti-trust 
laws have coupled to cause a “disturbing” 
increase in the competition of cut-rate 
drug and department store sales with the 
jewelry business. The speaker said that a 
solution to the problem must come through 
the combined efforts of retailers and manu- 
facturers. 

A second speaker on the Sunday pro- 
gram was Paul A. Tschudin, director of 
the Watchmakers of Switzerland Informa- 


















ATTENTION 
¢ MANUFACTURERS 
¢ WHOLESALERS 
¢ DISTRIBUTORS 





PHONE e WRITE or 


WIRE for Further Details .. . 


Announcing FIRST 
ittsburgh Jewelry Fair 


September 7 to 10, 1952 
William Penn Hotel, Pittsburgh, Pa. 















Your Opportunity to 
Meet Jewelry Store Buyers 
On Their Own Doorstep 


Important news for manu- 
facturers, wholesalers, job- 
bers and distributors. Vou 
are invited to exhibit at one 
of the greatest regional jew- 
elry markets in America. 


The Pittsburgh Jewelry Fair 
September 7 to 10 at the 
William Penn Hotel in Pitts- 
burgh is certain to be a 
tremendous success. Only a 
few exhibit spaces remain. 
Several thousand jewelry 
people are expected to reg- 
ister from Western Pennsyl- 
vania, Eastern Ohio, West 
Virginia, Maryland and New 
York . . . the heaviest con- 
centration of retailing in the 
country. 


Herman Hollander, Executive Secretary 
Retail Jewelers Association of Western Penna. 
Plaza Building, Pittsburgh 19, Penna. 





tion Center at New York, whose topic was 
“Servicing Swiss Watches.” 

The Evergreen Ducks, an organization 
of Pacific Northwest jewelry salesmen 
were hosts at a cocktail hour and dinner 
on Sunday evening. 

Monday’s program featured talks by 
Father John B. DeLaunay, dean of men a 
University of Portland; Walter J. DeLong, 
director of public information for Weyer. 
haeuser Timber Co., and William F 
Lubersky Koerner, Young, McCullough 
and Dezendorf. 

Presiding over the Tuesday afternoon 
program was John M. Friedlander, pres. 
dent of the Washington State Jewelers 
Association, who outlined his organiza. 
tion’s accomplishments during the past 
year. 





Included among the many prominent 
speakers at the Pacific Northwest Jewelers 
convention were, left to right: James 6. 
Shennan, president of Elgin National Watch 
Co.; Sidney L. Stevens, Salem, Ore., ANRJA 
vice president, and W. Waters Schwab, 
president of J. R. Wood & Sons, Inc. 


He introduced the first speaker at the 
afternoon session who was W. Waters 
Schwab, president of J. R. Wood & Sons, 
Inc., New York. Mr. Schwab, in an in 
teresting and well-received talk, discussed 
the Jewelry Industry Council’s many diver- 
sified activities which directly benefit every 
jeweler. In urging greater support for 
the JIC’s promotion efforts, he pointed out 
that “the Council can only be as good as 
the support we give it permits it to be.” 

Next speaker on the afternoon program 
was Carl J. Begemann, director of mer- 
chandising for the American Safety Razor 
Corp., Brooklyn, N. Y., who delivered 4 
timely address on “Modern Merchandising 
Methods for the Retail Jeweler.” 

A panel on jewelers’ problems was led 
by Carl Greve, Portland, with comments 
from all the principal speakers. 

The Oregon RJA, at a meeting during 
the convention, elected the following of 
cers: Harry H. Brambier, president; Wm. 
R. Johnson, first vice president; Leonard 
Goldblatt, second vice president; J. Lym 
Paul, secretary-treasurer; Edward N. Wein: 
baum, executive secretary, and Frank J. 
Breall, board chairman. 

Members of the Washington State Jewel 
ers Association re-elected John M. Fried- 
lander as president. Horace Raphael was 
elected vice president and Lester Berg, 
treasurer. 





John K. S. Mills, watchmaker of 
Jewelers Building, Boston, Mass., and i 
business there since 1908, died on Febru: 
ary 23 at the Belmont, Mass., Hospital. 
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ltimore Jewelers Association old, is actively engaged in watchmaking at 4 Cancer Crusade, was announced recently 
Ba Lumberport and retains the keen eyes and by John Reed Kilpatrick, president of the 


Elects New Officers at Banquet steady hands of the youth who learned the New York City Cancer Committee. 


The annual dinner-dance of the Balti- trade before the turn of the century. He Composed of five divisions, the Special- 
more Jewelers Association, held on the services most of Harrison County from his ties Group will appeal for funds to sup- 
evening of March 12th at the Sheraton shop, 10 miles from Clarksburg. port the cancer-control program within the 
Belvedere Hotel, was enthusiastically at- The old Elgin school from which Mr. jewelry, buttons, labels, notions and toy 
tended by jewelers and their guests. Wadsworth graduated was an independent industries. 

A short business session preceded the organization, not connected with Elgin The Jewelry Division is headed by Col. 
dinner during which time the nominating National Watch Co. Harry D. Henshel, vice president of Bulova 

Watch Co., with Howard W. Boynton, vice 





committee, under the chairmanship of 


Robert W. Culp, presented the slate of president and treasurer of Handy & Har- 





officers and directors for the ensuing year. | Four Trade Leaders Accept man, as co-chairman. 

The following were elected: John H. Fet- | Bogts in '52 Cancer Crusade Cost Fie poecient: of | Teitael 

ting, Jr., president; Edward G. Kibler, Krussman & Fishel, Inc., marked his initial 

first vice president; Jacob M. Paul, second The appointment of W. Waters Schwab, association with the cancer control program 

vice president; Robert K. Odenheimer, president of J. R. Wood & Sons, as chair- recently by accepting the chairmanship of 
man of the Specialties Group for the 1952 the Costume Jewelry Division. 


treasurer; William G. Ewald, secretary, 
and Mrs. Rosalie McDonnell, assistant 


secretary. 
Chosen as directors were: Harold Aaron, 


Robert W. Culp, Sheldon German, Nathan 
Goldberg, Walter N. Greenebaum, Howard 
C. Heiss, David R. Lakein, Jules Morstein, 
Lloyd Overbeck, Rodney Stieff and 


Howard Sugar. 

Among the invited guests were: Gover- 
nor and Mrs. Theodore McKeldin, Mayor 
and Mrs. Thomas D’Alesandro, Jr., and 
jewelry association officers from near-by 
cities. 

Edward G. Kibler, as chairman of the 
entertainment committee, made the neces- 


sary arrangements for this affair. 
Only the 


Octogenarian Watchmaker | a P AULSON 


Reviews Trade’s Growth RAF 
John W. Wadsworth of Lumberport, W. TIME-0-G 

Va., who graduated in 1895 from the old W 

Elgin College of Horology, Engraving and 

Optics, recently returned to Elgin, IIl., for Sir iter 

the first time since he received his watch- J 5. eas =e im 3c 

maker’s certificate. He expressed amaze- ie. sR | xa a 


. - _* , } fii DS ges 
ment when he saw the changes that time Baa ] Wi ca 
ee) eae //|//,]) eee 
— - 5 de » . MPs = PH % . P ~ }) | x . “! A, 


had wrought. 
Tells the |. eee Be yf 
Complete ry Uf /] 


= COMPARE! 


Comparison 
Proves! 
Many Other Exclusive Features Including 


ij QUARTZ SEE RECORDING CHECKS ALL 
e CONTROL 4c AS YOU REGULATE e MOVING PARTS 


John W. Wadsworth, an 1895 graduate of i===="| MAIL THIS COUPON |"""" 


an Elgin, Ill., horological school, is shown Prove lt Yourself 




















but nothing, 
absolutely nothing 
compares to the 
PAULSON TIME-0-GRAF 
SUPERIORITY 











> 




















advising a customer on watch care in his 

shop at Lumberport, W. Va. Many of the 

tools and foot-powered machines he bought 

as a student are stilk part of his daily work- 
ing equipment. 


“We thought the Elgin watch factory 
was big even in those days, but my first 
reaction was pure-astonishment at seeing 
it again,” he declared. “Comparing it with 
the year 1895, it is beyond recognition, 
not only from outward appearances but 
from the standpoint of progress made in 
American timepiece manufacturing.” 

Mr. Wadsworth, although he is 80 years 
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With a No-Risk Trial 


See for yourself how the Paulson 
Time-O-Graf accurately records, con- 
tinuously with greater sensitivity and 
scanning power. 


4 Easy Terms $100.00 
down, and $28.00 per 
month for 18 months. 


Less 2% for cash 


HENRY PAULSON & CO. 


131 $. Wabash Ave., Chicago 3, Illinois 


HENRY PAULSON & CO. 
131 S$. Wabash Ave., Chicago 3, Illinois 


| would like the PAULSON TIME-O-GRAF 
[] No-Risk Trial 
[] $550.00 less 2% for cash 
[] Contract, $100.00 down. Balance $28.00 


per month for 18 months. 
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J. Wilson, Syracuse Jeweler, 
Named ‘Young Man of ‘51° 


The fact that a merchant can operate 
a great retail jewelry business and _ still 
serve his community outstandingly was 
proven recently when Syracuse’s Junior 
Chamber of Commerce chose Jerome M. 
Wilson, vice president, treasurer and gen- 
eral manager of Wilsons Leading Jewel- 
ers, as “Syracuse’s Young Man of 1951.” 

The award was made Tuesday, January 
29, at a presentation dinner at the Onon- 
daga Hotel at which Senator Wayne L. 
Morse of Oregon was principal speaker. 

Each year a _ representative committee 
carefully appraises and screens the out- 
standing young men of Syracuse on the 
basis of their accomplishments, particu- 











larly in the fields of community service. 
Selection is made of one deemed most 
worthy of this highly-prized award. 

Wilsons Leading Jewelers was founded 
more than 40 years ago by John D. Wil- 
son, president of the corporation. From 
small beginnings the business has grown 
until it has been rated one of the largest 
purchasers of newspaper space among in- 
dependent retail jewelers of the country. 

Merchandise lines have been expanded 
from basic jewelry groups to include prac- 
tically all household appliances such as 
ranges, refrigerators, washers, radios, tele- 
vision, small appliances and such lines as 
luggage, records, bowling balls and many 
others. The store is the only Syracuse 
business with apparatus for drilling bowl- 
ing balls for custom-fitting. 








brand... 


Gold Solder 


‘Best on Earth” 


Distributed by 


Material Dealers Everywhere 


F.H. NOBLE & COMPANY 


o+-. 8. & NOBLE ao company 


Merctenwen 
® Brand Soiders and Noble Findings 
S88 w S8Or~ STrPEET cHrcaco at he 
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MANUFACTURERS SINCE 1872 
559 W. 59th STREET - CHICAGO 21, ILL. 





The business was situated many years 
at the southeast corner of South Saling 
and East Fayette Sts., Syracuse, now the 
site of the new Woolworth building, by 
later was moved across the street to 310 
South Salina St., when the corporation ag. 
quired a large business structure and 
designated it “The Wilson Building.” 

Branches have been established in East. 
wood, a community on the north outskirts 
of Syracuse, and in Auburn, Cayuga 
County. 





aE ne 


Chosen by the Junior Chamber of Com. 
merce as Syracuse's “Young Man of 195{", 
Jerome M. Wilson (right), vice president 
and general manager of Wilson's Leading 
Jewelers, receives congratulations from Sen, 
Wayne Morse of Oregon (left). Announce. 
ment of Wilson's selection was made by 
Forbes S. Tuttle (center). 





Jewelers Board, of Trade 
Re-elects Bullock President 


Fred A. Bullock, president and _trea- 
surer of Dolan & Bullock Co., Inc., Provi- 
dence jewelry manufacturing concern, was 
re-elected president of the Jewelers’ Board 
of Trade February 15 at the organization 
meeting of the board of directors. 

Charles G. Brown, vice president of 
Stein & Ellbogen Co., Inc., Chicago, was 
elected first vice president, and Lester S. 
Wall of R. Blackinton & Co., North Attle- 
boro, second vice president. 

Others elected include: Horace M. Peck, 
secretary and treasurer; Vincent F. Chap- 
man, assistant secretary and _ assistant 
treasurer; Walter C. Crooks, assistant 
treasurer; and James McDermott, assistant 
secretary. 

The executive committee comprises 
Fred A. Bullock, Francis E. Nolan and 
Lester S. Wall. 





Newells Buy Wauchula Store 


Henry L. Newell and his wife, Marene 
C. Newell, assumed management of the 
Edenfield Jewelry Co., Inc., 631 West Main 
St., Wauchula, Fla., on January 26th. The 
business will be conducted under the name 
of Newell Jewelry Co. 

Before purchasing the concern, Mr. and 
Mrs. Newell had for several years managed 
the store for its former owner, W. W. 
Edenfield. They also, at one time, managed 
the Edenfield Jewelry Co. in Winter Haven, 
Fla. 
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American Stone importers 
Elect Dreher President 


Members of the American Stone Im- 
porters Association gathered for their 22nd 
annual meeting on the evening of March 
4th at Schwartz’ Restaurant, 183 Broad- 
way, New York. This meeting was one of 
the best attended gatherings held by the 
organization in recent years. 

Elected as officers for the ensuing year 
were: Robert L. Dreher (Dreher Bros. & 
Wider), president; George M. Heller 
(Heller-Hope Co.), vice president; Sol 
Cordon, treasurer, and Lloyd V. Lassner 
(Lassner & Lassner. Inc.), secretary. 


ROBERT L. 
DREHER 


Named tf resident 
of American 
Stone Importers 
Association 


Named to the board of directors were: 
‘thomas H. Benedict (H. R. Benedict & 
Sons, Inc.); Arthur Starke (Edward A. 
Starke); Edward Lembeck (Edward 
Lembeck & Bros., Inc.); Julius Herzfeld 
(Stone Craft Importers, Inc.), and Max 
Stern (Max Stern & Co.). 

It was announced at the meeting that 
association members will close their estab- 
ishments for summer vacation from June 
28th to July 13th inclusive. This is in con- 
formity with the manufacturing and union 


closing. 





Westinghouse 
Appoints 
Oliver 


R. M. OLIVER 


Mgr. of 
Appliance 
Specialties 





The appointment of R. M. Oliver as 
manager of appliance specialties was an- 
nounced February 24th by T. J. Newcomb, 
sales manager of the Westinghouse Electric 
Appliance Divison. Mr. Oliver, in his new 
post, will supervise and coordinate all ac- 
tivities for electric housewares, fans, 
vacuum cleaners and other appliance spe- 
cialties that may be added later. 

During his more than 25 years’ experi- 
ence in the electrical-industry, Mr. Oliver 
has been active in industry affairs. He 
was chairman of the National Electrical 
Manufacturers Association sales and pro- 
motion committee which initiated and 
Promoted the electric housewares gift 
program. 
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Hamilton Sales Planner 
Urges Graduation Gift Week 


When is the best time to build gradua- 
tion gift sales? The Hamilton Watch Co. 
recommends a seven-week campaign cli- 
maxed by an all-out promotion effort 
during “Graduation Gift Week” three 
weeks before the major local graduation. 
To emphasize this recommendation Hamil- 
ton’s sales promotion department included 
an ingenious sales planner in its recent 
promotional mailing to jewelers. 

The new Hamilton sales planner is a 
cleverly conceived slide rule device. When 
used according to instructions, it presents 
a step-by-step advertising timetable de- 
signed to produce maximum sales results 








during the important graduation gilt sea- 
son. Hamilton’s acetate and cardboard 
sales planner is a highly refined version 
of a similar advertising organizer which 
was distributed by Hamilton and was fe- 
ceived enthusiastically by the trade in 1950. 

“In order to make ‘Graduation Gift 
Week’ really successful,” points out Hamil- 
ton’s sales promotion manager, “jewelers 
using the planner should be prepared to 
remain open at least one evening during 
the promotion week. This arrangement 
gives parents of graduates an extra oppor- 
tunity to visit the store and shop leisurely 
for a gift.” Copies of Hamilton’s gradua- 
tion sales planner are available on request 
to the company’s Dealer Service Depart- 
ment. 











wares 


Hand-lacing a MEEKER 
Billfold with smart-look- 
ing, long-wearing leather 
laces. MEEKER is partic- 
ularly noted for this dis- 
tinctive type of billfold. 


nAnnenns 








are 


BETTER-made 


BILLFOLDS 


and 
better 





money-makers 








* LONG-ESTABLISHED QUALITY 
* SMART NEW STYLING 


for YOU! 











is Backed by: 


* EXPERT CRAFTSMANSHIP 
*% LATEST FEATURES 
*43 YEARS OF “KNOW-HOW” 
* NATIONAL ADVERTISING ] 
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Luckey Named President 
Of Hamilton Watch Co. 


George P. Luckey, former vice president 
in charge of manufacturing, was elected 
president and chairman of the: board of 
the Hamilton Watch Co. on February 
28th at a meeting of the firm’s board of 
directors. He fills the vacancy caused by 
the death of Charles C. Smith, who suf- 
fered a heart attack February 6th at his 
home in Lancaster, Pa. 

The board passed a resolution paying 
tribute to the late Hamilton president. 
“Mr. Smith served the company faithfully 
and well for a period of more than 20 





years,” the resolution read. “His prudent 
counsel and unobtrusive leadership has 
strengthened our organization.” 

Mr. Luckey, a native of Ontario, Calif., 
has been with Hamilton since 1927. He 
has been active in the technical end of the 
business, being credited with the invention 
of the time microscope, the first electrical 
timing device of its kind. 

Mr. Luckey also supervised Hamilton’s 
conversion and activities in making items 
for the armed forces during World War II. 
He is credited with directing Hamilton’s 
present methods of watch assembly. The 
new Hamilton laboratory also was part of 
his planning. 

Mr. Luckey’s first post with Hamilton 
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was head of the tachometer departmen, 
He was appointed director of research ang 
assistant superintendent in 1930, Jp 1933 


GEORGE p. 
LUCKEY 


Elected Presj 
and Board Chon, 
—— Watch 





he was made factory manager. He has beey 
vice president in charge of manufacturing 
since 1940. 





A & Z Salesman Retires 


George D. Allen, who for over 21 years 
traveled the midwest for the A & Z Chain 
Co., jewelry manufacturers of Providence, 
R. I., entered into a well deserved retire. 
ment on the first of this year. Mr. Allen, 
during his many years of service as a 
sales representative, won the admiration 
and respect of the hundreds of jewelers 
throughout his territory. 

Frank “Les” Schloser, who has been 
with the A & Z Chain Co. since 1946, has 
been promoted, and will succeed Mr, Allen. 
Mr. Schloser’s territory will be covered by 


Ralph T. Linnell. 





State and City Watchmakers 
Plan Joint Convention in N. Y. 


Over 800 watchmakers and their guests 
are expected to attend the joint conven- 
tion of the Horological Society of New 
York and the New York State Watch: 
makers Association which will be held May 
24th and 25th at the Hotel Diplomat, N. Y. 

Convention planners have arranged an 
interesting and educational business pro- 
gram which will be interspersed with many 
entertaining social activities. Leading 
watch companies and watch material dis 
tributors have reserved space at the con- 
vention to display their new lines of mer 
chandise. Among the many items which 
will be exhibited are antique clocks and 
watches, chronometers, modern watches, 
clocks, tools, material supplies and visual 
aids. 

The convention will be climaxed by 4 
banquet at which numerous door prize: 
and souvenirs will be awarded. 


DPA Acts to Ease Unemployment 
In New England Jewelry Plants 


A special task force has been assigned 
by the Defense Production Administration 
to survey the situation and hunt ways of 
relieving unemployment in the Providence 
Attleboro area of New England. 

One of the primary jobs will be to ty 
to channel defense work to the costume 
jewelry manufacturers in that area. Cut 
backs in materials to this industry is est 
mated by the Government to have caused 
lay-offs of more than 25 per cent. 
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Opening of Everts Store 
Draws 10,000 Attendance 


Thousands of Dallasites early in Febru- 
ary paid tribute to the Arthur A. Everts 
Co. pioneer jewelers of Dallas, Texas, at 
formal opening ceremonies and open house 
in the firm’s new store at 1813-15 Main St. 

p. A. Hulcy, president of the United 
States Chamber of Commerce, and Dallas 
businessman, cut a gold ribbon, ten feet 
long and two inches wide, across the doors 
of the new store. The ribbon was made of 
gold dust recovered over a period of 
months from the company’s manufacturing 
department. 

Seconds after Hulcy snipped the ribbon 
with a pair of gold shears embossed with 
pearls, hundreds of Dallasites, jammed in 
the entrance way and spilling out to the 
sidewalk in two long lines, crowded into 
the store. 





D. A. Hulcy (right), president of the United 
States Chamber of Commerce, and Dallas 
businessman, cuts the gold ribbon across 
the door of the new Arthur A. Everts store 
at formal opening ceremonies and open 
house held early in February. Arthur A. 
Everts (center), store founder, holds the 
ribbon while his son, Myron Everts, who is 
the firm's secretary-treasurer, welcomes the 
first of 10,000 visitors to the store's open 
house. | 


The formal opening and open house 
were held Monday, February 11th. Store 
oficials estimated 10,000 persons took part 
in the open house and many were turned 
away at closing time. 

On Saturday, February 9th, Everts made 
the major part of its huge move. More 
than a million dollars in precious gems 
and watches were moved by armored truck 
one block east to the new location. A 
dozen armed men, some with sawed-off 
shotguns, guarded the valuables as young 
Frank Everts, grandson of the founder, 
and other employees carried the heavy 
boxes to and from the armored truck. 

As pedestrians stared at the caravan 
outside, a “buried treasure” lay unnoticed 
i its dirty barrel in a dark and littered 


upstairs room at the old location, 1612-16 
Main St. 


A 60-gallon gas drum was half filled 
with twenty years of soggy dust carefully 


vacuumed from ripped-up flooring of the 
repair shop. 


Painstaking men with vacuum cleaners 
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had collected about $6000 worth of gold, 
platinum, silver and palladium shavings 
which over the years had sifted through 
cracks into sub-flooring. 

Floor cracks yielded several small dia- 
monds, one pearl and a gold bead, along 
with the dust. 

The drum is being readied for ship- 
ment to a New York refinery where the 
metals will be separated, cast into bars 
and returned to the new Everts store. 

This was the fifth move eastward on 
Main Street for the Everts Company and 
was made to keep in step with the growth 
cf downtown Dallas. 

Arthur A. Everts started the business 
in 1897 with two borrowed showcases, an 





office safe bought on credit and a small 
stock of jewelry. He bought a sign with 
the first $20 he made and hung it outside 
his “store,” a portion of the old Texas 
and Pacific ticket office. For sentimental 
reasons, Mr. Everts has kept the old sign 
in use and he hung it again inside the 
new store. 


Other store executives include Myron 
Everts, son of the founder, who is secre- 
tary-treasurer, and Tim Welch, vice presi- 
dent. Young Frank Everts, the elder 
Everts’ grandson, is learing the business. 


A group of priceless exhibits, precious 
gems, art objects, collection porcelain, and 
gold and silver table pieces, were imported 
especially for the store’s formal opening 
and were displayed for ten days. 
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—dustproof crown—$52.50 F.T.1. MODEL 618—Same as 617 
except 14 K. Solid Gold case—$59.50 F.T.1. MODEL 1180— 
17-jewel Felsa 690—self-winding—14 K. gold filled—water re- 
sistant case—$67.50 F.T.I. 


INCAX®STAR — the regulator exclusively introduced by ERNEST BOREL 
WATCHES has set the pace for accuracy in fine watches. These watches can 


be serviced in 90 countries the world over. . 
. STYLED by designers who predict the fashion 


mean quick, easy repair. . 


. STANDARD MOVEMENTS 


. CREATED by the world’s largest makers of officially certified wrist 


Chronometer watches with Standard EBAUCHES movements... 


a GIANT 


WORKING MODEL that clearly demonstrates the superiority of INCA*STAR 
and INCABLOC shock-protecting mechanism is free to ERNEST BOREL 
distributors! A proved “SALES-PRODUCER”. Write today! 
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Exclusive US. Jules Borel & Company * 1015 Walnut, Kansas City 6E, Mo. 
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Swiss Photo-Finish Cameras 
To Clock "52 Olympic Events 


A team of 10 Swiss technicians equipped 
with uncannily accurate “fourth dimen- 
sion” cameras will provide official timing 
records to judges of track and other events 
at the Olympic Games in Helsinki this 
summer. 

Described as accurate to 1/860,000th of 
a second, the camera establishes in a single 
operation the winner of a race, the order 
of other contestants’ arrival at the finish 
line, and the elapsed time of each par- 
ticipant. 

This information, all recorded on movie- 
type film is processed in special hot de- 
velopers, enlarged to an 8x10 print, and 








handed to the judges within 90 seconds 
after a race ends. Shown at the bottom 
of each picture produced is the elapsed 
time of each participant, recorded in 
hundredths of seconds. An_ electronic 
quartz chronometer developed by Swiss 
watch experts provides the elapsed time 
record, and is set in motion electrically 
by the racing starter. 

Swiss technicians spent four years at 
an estimated cost of $40,000 to perfect 
the mechanism. A certificate attesting the 
accuracy of the quartz chronometer to 
1/860,000th of a second was awarded by 
the famous Neuchatel Laboratory, which 
sets stringent standards for every quality 
watch produced in Switzerland. 

The 10 technicians will also be equipped 
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We serve as your selling agents, 
advancing you a substantial 
payment for your diamonds 


immediately. 


All arrangements for selling 

your diamonds are made 

within a specified time limit, 
satisfactory to you. 


We assume full responsibility 
for collections. 


Further financing problems on 
your part are eliminated. 


DIAMOND EXPERTS 
SPECIALIZING 
IN WORLD-WIDE 


Galaand 


Cte 
WE CAN 
ASSIST YOU 
IN SELLING 
YOUR 
LOOSE DIAMONDS 


It will Pay You to See Us, when Visiting Our City 


All Inquiries are Confidential 


TRI-CONTINENTAL DIAMOND CORPORATION 


37 WEST 47th ST., NEW YORK - JUdson 6-0324 
29 EAST MADISON ST., CHICAGO * CEntral 6-3700 


OVERSEAS CABLE INQUIRIES: TRICONDIAM, N. Y. 
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with more than 400 other types of chro 
mometers and timers to record events where 
a camera cannot be utilized. 





Kay Ascends to Presidency 
Of Maiden Lane Outing Club 


Members of the Maiden Lane Outing 
Club adopted a proposed amendmen; ts 
the organization’s constitution on March 
13th that would raise membership dues to 
three dollars a year. This action was taken 
at a meeting of the group held at 
Schwartz’ Restaurant, 183 Broadway, Ney 
York. 


DAVE KAY 


Elected 
President 
of Maiden Lane 
Outing Club 





The majority of members agreed on this 
proposed change after a long discussion in 
which other proposals were considered and 
eliminated in the final voting. The rise jp 
membership dues, if approved by the 
majority of the membership at next year’s 
annual meeting, would become effective in 
1953. | 

Unanimously elected to serve as. officer 
for the ensuing year were: Dave Kay, 
Jacoby-Bender, Inc., president; Jack Car. 
ling, National Jeweler, vice president, and 
Joseph H. Frier, Jr., of the law firm of 
Goldman & Frier, secretary-treasurer. 

Dave Levy, of Elgin National Watch (Co, 
chairman of the 1952 summer outing, re 
ported that the affair would be held at 
“Greens,” Pleasantdale, N. J., on Saturday, 


June 14th. 





Tiffany's Veteran Employees 
To be Honored at Annual Fete 


Members of The Twenty-Five Year Club 
of Tiffany & Co., New York, numbering 
185 men and women, will be guests od 
the firm at the fourth annual dinner i 
The Midston House, in New York City, 
on Saturday, May 3rd. 

The festivities will include a memorable 
welcome and the presentation of gold lapel 
buttons or brooches to the eleven new 
members who will have attained theif 
quarter century mark by June 30th of 
this year. 

The new members are: Nils Brolit, 
Arthur P. Coates, William C. Demarest, 
Bernard P. Eipper, Bernard Farley, Georg? 
Haefner, Robert Jantzen, Frederick © 
Peacock, Oscar Reidener, John Wagnet, 
and Helen Whitestone. 

James J. Finnerty, president of the club, 
will preside. Edmund M. Schram is chal 
man of the dinner committee, and Wallace | 
H. Plummer is chairman of the receptiol 
committee. 
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q Sereno P. Davis of Jacobson Brothers 
Diamond Corp., 551 Fifth Ave., New York, 
left recently on an extended visit to the 
grm’s London and Antwerp offices. 

4 The offices, showroom and factory of 
A. Blumstein, Inc., designer and distrib- 
utor of Lucien Piccard watches, have now 
been opened at 37 West 47th St, New 
York. The new location has been designed 
with a smartly modern flair which is in 
keeping with the distinctive design of 
Lucien Piccard watches. 

q Announcement was made recently that 
Nat Alexander has withdrawn from the 
Bert L. Kaufman Co., wholesale distrib- 
utors of men’s jewelry at 9-13 Maiden 
Lane, New York. 

4 Jo-Mart Displays, formerly located at 
995 Mercer St., New York, moved recently 
to new and larger quarters at 549 West 
52nd St. The firm specializes in exhibits, 
point-of-sale and jewelry displays. 

4.Sol Charak, who was recently elected 
president of the Brooklyn Retail Jewelers 
Association, was installed in office at a 
recent meeting of that group held February 
27th at the Granada Hotel. Other officers 
installed were: Harry Brown, vice presi- 
dent; C. Esposito, treasurer; Mrs. Alpern, 
secretary, and Abraham Kaplan, field sec- 
retary. The duties of installing officer were 
capably handled by Sam M. Jacobson, 
chairman of the Executive Board of Retail 
Jewelers Associations of Greater New York. 





Superior Chain Expands Offices 


The Superior Chain Co., manufacturers 
and designers of gold and_ platinum 
jewelry, recently completed the expansion 
of offices and factory at-7 West 45th 
St. New York. In addition to modernizing 
the entire plant, a huge air-conditioning 
unit has been installed. The latest equip- 
ment is now being used to facilitate the 
completion of several new product de- 
velopments, the first of which will be a 
line of 14-karat gold necklaces. 


Gorham Closes Retail Store 
In Maiden Lane District 


The Gorham Company’s New York re- 
tail store at 17 Maiden Lane closed its 
doors on March 31st, after nearly a century 
of service to the city’s financial district. 

The move was announced by Burrill M. 
Getman, vice-president and general sales 
manager for the 125-year-old silver com- 
pany, who said, “The closing of the 
Maiden Lane store, which has always been 
a wholly owned Gorham outlet, points up 
changes jn merchandising policy. which 
have characterized the silver industry. 
With Gorham’s growth and the growth of 
the jewelry and silver retail trade, hun- 
dreds of franchised retail dealers are 
how successfully handling Gorham lines 
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throughout the country. There no longer 
is a need for Gorham to operate its own 
store.” 

Leaving Maiden Lane also, will be the 
Gorham wholesale office, which moves up- 
town to 6 West 48th St., a more con- 
venient location for most Gorham dealers. 

The original Gorham store was opened 
at number 4 Maiden Lane in 1859 when 
the street was the jewelry center of the 
nation. After several moves on the street, 
it opened the store at 17 Maiden Lane in 
1908 to better serve the financial district. 





Jewelers Fraternal Association 
Elects John Tonry President 


A long-standing record of the Jewelers 
Fraternal Association of New York City 
was broken March 13th when John M, 
Tonry, of A. Micallef & Co., Inc., was 
elected president of that organization at a 
meeting held at Schwartz’ Restaurant, 183 
Broadway, New York. Mr. Tonry’s election 
marked the first time that the son of a 
former head of the association ascended to 
the presidency. His father, Charles J. 
Tonry, is a charter member of the organi- 
zation and one of its oldest living past 
presidents. 


JOHN M. 
TONRY 


Named to office 
previously held 
by father 





Elected as vice president of the group 
was Julius Hurley, of the Hurley Watch 
Co., who last year served as secretary of 
the board of governors. Charles A. Parker, 
of H. F. Barrows Co., was re-elected secre- 
tary-treasurer. 

Those selected to serve on the board of 
governors are: Edwin Schuster, immediate 
past president, chairman; A. V. Ansel, 
THe JEWELERS’ CiRCULAR-KEYSTONE, secre- 
tary; Frank Russell, Anson, Inc.; Jack 
Carling, National Jeweler, and _ Irving 
Gromet, Manne & Son, Ine. 





Cartier Heads Heart Fund Unit 


Claude Cartier, president of Cartier, Inc., 
jewelers at 653 Fifth Ave., New York, 
has accepted the chairmanship of the 
Jewelry Section in the 1952 fund drive of 
the New York Heart Association. 

Mr. Cartier’s section comes under the 
Commerce and Industry Division, which 
this year seeks to raise half of the cam- 
paign goal of $1,100,000. 
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MANNING OPAL CORPORATION 


22 West 48th Street, New York 
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DIAMONDS| 


All Sizes - All Qualities 
Order the quantity, size and quality yeu 
need. We fill orders promptly by mail. 
We also send diamonds on approval. Ask 
for Price List No. 18 of May 1951. 
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HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Silversmiths 
17 West 45th St. New York 19, Mt. Y. 
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SOME INTERESTING CHARMS 


From Our Large Assortment 





BY CHARM CRAFT CORP. 
FINEST QUALITY FINISH 
Subjects Shown Approx. 1/2 Size 


From 3.00 Keystone in 14K. Also made In 
Sterling Rhodium finished and 1!/20th 12K. 
Gold-Filled. Catalogue sent on Request. 


CHARM CRAFT CORP. 


Mfr's ef 14K, Gold-Filled & Sterling Silver 
Cherms, Bracelets, Earrings, Tie Slides, Coeff Links 


——='98 Broadway New York 9, N. Y._ 
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CHATONS — MARCASITES 
AND FANCY STONES 


K. GINSBURG, INC. 
570 7th Ave. New York City, N. Y. 


LOngacre 3-1176 











216 


Obituaries 












7. 


Jesse ADLER, 64, active in jewelry trade 
circles for 50 years, died February 5th at 
his home in Brooklyn, N. Y. Mr. Adler, 
as a young man, was in charge of the 
factory of Untermeyer, Robbins & Co. For 
many years he and a partner operated the 
diamond firm of Adler and Heine. Mr. 
Adler, in later years, headed the Hallmark- 
Raleigh Watch Corp. and was a vice presi- 
dent of the Gothic Jarproof Watch Corp. 
In addition to his widow, he is survived 
by a son, Jesse, Jr., who is manager of 
P. B. Levy, Inc., jewelers of Newark, N. J. 

Joun W. Btiock, Sr., who was active 
in the New York jewelry trade until his 
retirement in 1948, died March 4th at his 
home in Lantana, Fla. Mr. Block started 
his business career in 1904, at his father’s 
jewelry establishment at 9 Maiden Lane, 
New York. After his father’s death in 
1912, Mr. Block maintained the business 
at the same address until 1925 when he 
moved uptown to 22 West 48th St. His 
sons, John W., Jr., and Rodney I., joined 
their father in business at the end of 
World War II and were associated with 
him until its dissolution in 1948. In addi- 


tion to his sons, he is survived by his 
widow and four grandchildren. 

Wruiam A. HE LLeEr, 50, secretary-treas- 
urer of Heller & Heller, wholesale jewelry 
distributors of Newark, N. J., died Feb- 
ruary 12th at Beth Israel Hospital in that 
city. 


Long active in jewelry trade organiz- 


WILLIAM A. 
HELLER 
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ation, Mr. Heller was a member of the 
New Jersey Retail Jewelers Association, 
Jewelry Industry Council, National Whole- 
sale Jewelers Association, and the Jewelers 
Board of Trade. He is survived by his 
widow. 

Max Jacoss, 52, sales representative of 
the Gruen Watch Co., died March 16 in 
New York. Mr. Jacobs, winner of a Gruen 
sales award in 1951, had represented the 
company in the New York area since 1945. 
He leaves his widow and one son. 

AupHeus S. Pace, 74, retired Provi- 
dence jewelry manufacturer, died March 
3rd after a long illness. A lifelong resi- 
dent of Warwick, R. I., he was treasurer 
of the Oscar E. Place & Sons Jewelry Co. 
in Providence until its liquidation in 1932. 
During World War II he worked for two 
years in various offices at the Quonset 
Naval station, Quonset, R. I[., until ill 
health forced his retirement. Surviving 
are his widow, a daughter, a son and two 
brothers. 





Tuomas J. Rout.epce, 79, who prior to 
his retirement in 1923 was active for Many 
years in retail jewelry circles, died March 
8th at his home in Miami, Fla. Before 
his retirement, Mr. Routledge had Con: 
ducted his own business in Elmira, N, y. 
He also, at one time, was associated with 
the Dueber-Hampden Watch Co., Canton, 
Ohio. Mr. Routledge was a former vice 
president of the New York State Retail 
Jewelers Association and the American 
National Retail Jewelers Association, He 
is survived by a son, Harold, who is asso. 
ciated with the Slater Jewelry Co., Miami, 
Fla. 


— —_— 


Henry S. Dennison, 74, Dies; 
Headed Dennison Mfg. Co. 


Henry Sturgis Dennison, who for the 
past 35 years served as president of the 
Dennison Mfg. Co., Framingham, Mass, 
died February 29th at his home in that 
city. He was 74 years old. 

Born in Boston, Mr. Dennison was 
educated in the public schools of Newton 
and Roxbury Latin School, and received 
an AB at Harvard with the class of 1899. 
He had honorary degrees from the Uni- 
versities of Pennsylvania and Michigan in 
recognition of his industrial leadership. 


HENRY S. 
DENNISON 





Immediately on graduation from Har- 
vard, Mr. Dennison joined the company 
in Framingham, working in all divisions to 
study the problems of manufacturing and 
to prepare himself for executive assign- 
ments to follow. 

Under his presidency the Dennison Mfg. 
Co. continued its growth. Last year the 
business set a new record with orders of 


more than $37,000,000. 





Ties With Chubb Firms Severed 
By L. Tomarken and Dee Stores 


Louis Tomarken, president and treasurer 
of Dee Stores, Inc., well-known New York 
State jewelry chain, announced recently 
the severance of the business relationship 
that existed between his firm and Chubb’s 
Jewelers, Lackawanna, N. Y., and Chubb’s, 
Inc., Tonawanda, N. Y. Mr. Tomarken’s 
personal interests in both firms have also 
been severed. 

In a recent announcement, Mr. To- 
marken pointed out that Max Sugarman, 
formerly co-partner of Chubb’s Jewelers 
and owner of 50 per cent of the stock in 
Chubb’s, Inc., is now sole owner of both 
companies. 
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MLOC MEMBERS ENJOY BIG EVENING 





The Maiden Lane Outing Club held its 
winter affair, the annual dinner, at the 
Hotel Beekman, Park Ave. and 63rd St., 
New York City, on Wednesday, February 
th. This was the 28th banquet of the 
club and was in character with the pur- 





pose of the organization; to further good 
fellowship among those engaged in the 
sales of jewelry. 

Plans were announced during the ban- 
quet for the club’s summer outing. 





Golden Circle Club of N. Y. 
Names Davidson President 


An off-the-record address on crime and 
corruption in New York City highlighted 
the monthly meeting of New York’s Golden 
Circle Club, held March 10th at the Hotel 
Abbey, New York. The speaker was Julius 
Helfand, assistant district attorney of Kings 
County, who during his absorbing address 
delved deeply into various aspects of spe- 
cial crime investigations he has worked 
on recently. His talk was well received 
and probably accounted in part for the 
sizable attendance at the meeting. 


LEO DAVIDSON 


Elected to 
presidency of 
Golden Circle 

Club 





An election of officers was held during 
the meeting and the following chosen to 
serve for the ensuing year: Leo Davidson, 
president; Sam Lewitt, vice president; 
Charles Popiel, secretary; Harold Perlman. 
treasurer; Joe Hornstein, financial secre- 
tary, and Frank Sheppard, sergeant-at- 
arms. 

Elected as directors for one year were: 
Al Walden, Jack Carling and William 
Latin. Named as directors for two years 
were: George Kramer, Arthur J. Tuveri 
and Dave Weinberg. 

















THE GUARANTEED WATCH CROWN 
Samples FREE to Jebbers 
ACON WATCH CROWN CO. 
Manufacturers of Gold-Filled Crowns 





Sold through Jobbers & Mfrs. 
58 ELDRIDGE STREET NEW YORK 2, N. Y. 
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Port Jervis Jewelry Store 
Observes 50th Anniversary 


One of the best known and oldest 
jewelry stores in Port Jervis, N. Y., Pip- 
pitt’s, will this year observe the 50th anni- 
versary of its founding. 

The original store was opened by the 
late Harry J. Pippitt in October, 1902, 
when he purchased the interests of a watch 
repair service. Mr. Pippitt continued in 
active supervision of his busness until his 
death on September 21, 1949. 

The business, on December 1, 1949, was 
purchased by Adolph Carlton and his son, 
Robert, who today are continuing the tra- 
ditions established by the originator of 
the business. 


New Diamond Financing Plan 
Offered by Tri-Continental 


A diamond financing plan described as 
“new and unique” has been instituted by 
Tri-Continental Diamond Corp. with offices 
at 37 West 47th St., New York, and at 29 
East Madison St., Chicago. The main 
purpose of the organization’s program is 
the elimination of financing problems on 
the part of the diamond purchaser. 





Principals in the firm, shown above, are 
long experienced. in the diamond business. 
They are, seated to left to right: William 
Levine, of William Levine and Co., 
Chicago, and Al Konigsberg, of Alamac 
Diamond Importing Corp. Standing are 
Louis Ostreicher (left), of Afram Dia- 
mond Trading, Inc.. and Max West. 
Alamac Diamond Importing Corp. 
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Leading the BuTTON EARRING trend, 
the Alice line features many smart styles 
and designs for your most discerning cus- 
tomers. And regular Alice customers needn’t 
worry about poor deliveries . . . each is 


taken care of to his complete satisfaction. 


$1090 


Thru the wholesaler 


JEWELRY CO. 











Ask your wholesaler for 
Fisher's new sport 
charm catalog, — 
charms, medals, and 
sporting jewelry. 


J.M. FISHER CO., Attleboro, Mass. 














FINE STERLING 
HOLLOWWARE 


and 
AUTHENTIC ANTIQUE 
REPRODUCTIONS 


72 K STREET 
BOSTON, MASS. 





Sold only direst te Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 








NICKEL SILVER 
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THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 
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q Officers and directors of the Diamond 
Peacock Club have held several meetings, 
and, as this issue went to press, plans were 
complete for the Club’s annual dinner- 
dance, to be held at the Hotel Somerset, 
Boston, on Saturday, April 19. A beautiful 
souvenir has been selected for the ladies. 
q The same sort of news surrounds plans 
for the all-day convention and banquet of 
the Massachusetts and Rhode Island Re- 
tail Jewelers Association, to be held in 
the Parker House, Boston, on Wednesday, 
April 16. A round-table discussion is sched- 
uled for the morning session, to be con- 
tinued in the afternoon. Many door prizes 
will be distributed throughout the day, 
and during the evening, which will be 
highlighted by the dinner and fine enter- 
tainment programs. 

q The Boston Jewelers Bowling League 
will wind up its season at the Boylston 
Street Alleys on April 15. At last scoring, 
the Mahar & Engstrom team was leading 
—for the third year in succession. The 
annual banquet will be held in the Bur- 
gundy Room, Hotel Brunswick, Boston, 


on Saturday, May 3, followed by entertain- 


ment and distribution of prizes. 

q Louis Lemay, of Lemay Brothers, jewel- 
ers, Manchester, N. H., has been on a 
Bermuda trip with Herbert “Andy” An- 
derson, oilman of Manchester, who is well- 
known to New England jewelers. 

q “Present Day Jewelry Problems” was 
the subject for general discussion at the 
March 13th meeting of the New England 
Guild of the American Gem Society. Mem- 
bers gathered at the Science Park Mu- 
seum, and, after the discussion, gem-test- 
ing instruments were made available for 
those who wished to identify stones or 
learn more about the use of the instru- 
ments. 

¢ Cooperating with the Civilian Defense 
authorities in Boston, in an all-out air- 
raid test on February 21, occupants of 
the Jewelers and Washington Buildings 
“obeyed instructions 100 per cent,” ac- 
cording to the various air-raid wardens 
assigned to their duties by William Haw- 
thorne, superintendent of the building. In 
the Jewelers Building, the following served 
as wardens: 2nd floor, Warren Donnelly, 
D. C. Percival & Co.; 3rd, George Kabler, 
Harry Parritz & Bro.: 4th. George Mullin, 
Mahar & Engstrom: 5th, Benjamin Rosen- 
berg; 6th, Sidney Bloomfield; 7th, Leon 
Heller, of Heller & Son: 8th, Harold 
Price, I. Alberts Sons; 9th, Sidney Fisher; 
and 10th, Benjamin Dexter, elevator man. 
In the Washington Building: 2nd, Ells- 
worth Read. Kettell, Blake & Read; 3rd, 
Anthony Marino; 4th, Harry Marcus, 
Joseph Gann, Inc.; 5th, Alden Belcher, 
Sanger & Co.; 6th, Ara O’Hanion; 7th, 
Patrick Marino; and 8th, John Perry. 
Where not identified with any firm, those 
named are in business for themselves. 

q Miss Katherine T. Reagan, daughter of 


NEW ENGLAND 


Edward Reagan of Reagan, Kipp Co, 
jewelers, 17la Tremont St., Boston, one of 
several runners-up in the annual Snoy 
Train Queen contest of the Boston & Maine 
Railroad this year, was chosen officially 
as “Miss Snow Train of 1952” by a group 
of newspaper-editor judges. She, and her 
sister, “Pat,” were entertained at the 
Eastern Slopes Inn, North Conway, N. H. 
by the railroad, and both received skj we 
sons from Hannes Schneider, noted sj 
teacher. 
q The Thomas Long Company’s fp. 
ployees Association held its annual meet. 
ing, dinner, and installation of officers at 
the Smorgasbord Restaurant, Boston, on 
March 20. Louis Raposa was named presi. 
dent; Anna Tamposki, vice-president: 
Barbara Powell, secretary; Rena Blan. 
chard, treasurer; and Barbara Dunn, as. 
sistant secretary-treasurer. Allen and 
Forrest Davidson, president and treasurer 
of the firm; George Moses, secretary; and 
Samuel Levy, are all back from Florida 
vacation trips. 
q Arnold Topham of Topham’s Watch 
Shop, Plymouth, N. H., has taken over 
two display windows on the street floor 
location of his upstairs shop, and has done 
these over in mahogany and bleached oak. 
q Michael Andosca has been named man- 
ager of Ella’s Jewelry & Gift store, Clare. 
mont, N. H. 
q Albert E. Alie, Dover, N. H., jeweler, 
has just installed a new maroon carrara 
glass and stainless steel front on his store, 
the name “Alie” being lighted by reversed 
neon in maroon on a light green back- 
ground. 
4 Joseph Gann, of Joseph Gann, Inc., 404 
Washington Building, is recuperating from 
an operation at Beth Israel Hospital, 
Boston. 
4 Caliri Brothers Co., jewelers, 131 Essex 
St.. Lawrence, have moved to a new loca- 
tion on the same street following a fire at 
the old location just before Christmas. 
4 Mrs. Alberta Chesley is no longer with 
the Cohen Jewelry Co., Inc., Bristol, 
Conn. 
4 Charles Rutman, of Richards Jewelry 
Co.. Manchester, N. H., while visiting the 
Spring Gift Show at the Parker House, 
displaved plans for a new Colonial home 
he is building. 
4 Walter Kersey of Kersey’s Jewelry Store, 
Rumford. Maine, a leading Knight of the 
Rumford Lodge of Elks, recently won 4 
ritualistic contest for the State of Maine, 
and will represent the Pine Tree State at 
She 




















For all the silver you need 
All you need is 


9A. Siloer Co. 


NEW HAVEN ll, CONN. 


1847 Rogers Bros.—Anchor Rogers Sterliag= 
Wm. Rogers & Sons 
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convention of Elks to be held 
k City at a later date. 

4 The Rumford Jewelry & Optical Co., 
the oldest jewelry store in Rumford, 
Maine, has been forced out of its quarters 
by the fact that the W. T. Grant Co.. has 
taken over the building and adjacent land 
for a new store. As yet, no new location 
has been found for the jewelry store. 

¢ Joseph S. Jason, jeweler of Manchester, 
\. H.,, has just installed one of the largest 
clectric signs in the city, a huge affair of 
multicolored neon. 

4 Albert J. Maier has just opened a new 
jewelry store in Chatham, Mass. 

4 Ned Walker, New England representa- 
ve of the Wadsworth Watch Case Co., 


Dayton, Ky., has just moved into a new 


a national 
in New Yor 


home in West Newton, and held “open 


house” the end of March. 

4 Henry Turgeon, jeweler of Newport, Vt., 
has just purchased the jewelry business 
of Nathaniel Morrison, Windsor, Vt., and 
yill continue to operate that store at its 
same location. 

{Myer Lippa, of Lippa & Co., Burling- 
ton, Vt, is recuperating from a recent 
operation. 

4 Goodfellows Jewelers, of Barre, Vt., 
have moved to a new location, opening 
near the old place on Main St. 

4 Sandlers, Inc., of Gloucester, Mass., have 
iust remodeled the store, installing two 
new offices. 

4J. W. Rutherford, jeweler of Calais, 
Maine, has completed remodeling of in- 
terior and exterior of his store. 

4A. J. Lizee & Son, of Willimantic, Conn., 
are moving from their present upstairs 
location to a new street-floor store early 
in April. 

4 Members of the Rhode Island Watch- 
makers Association held a business meet- 
ing and Elgin Night at the Sheraton Bilt- 
more Hotel, Providence, recently, with 
G. A. Webber, of Elgin National Watch 
Co, speaking on watch repairs, and also 
showing slides of new features of Elgin 
movements. The meeting was followed by 
a question and answer period. © 

{ Elliott M. Lansky, son of J. M. Lansky, 
3 Jewelers Building, has been honor- 
ably discharged from the Navy and has 
gone back with C. W. Cook, jeweler of 
Lynn, Mass., as salesman. 

{ Miss Eleanor Baron, of I. Alberts’ Sons, 
8th floor, Jewelers Building, is back from 
a Florida vacation trip, well-tanned. 
(Louis F. Guiness, Inc., 711 Jewelers 
Building, has completed redecorating its 
place. 

{ Joseph V. DiVita, 601 Jewelers Build- 
ing, is back at work following two and 
a half months’ absence due to an accident. 
¢ Among many Jewelers Building people 
who have been on Florida vacation trips, 
and now back, are Philip H. Trachten- 
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SELLS FAST 
Make 150% profit selling Mirac- 
ulous, Sacred Heart and other 
medals encased in_ transparent 
EVERLASTING Plexiglas. 18” 
gold-plated chain with lock. Gift- 
boxed. Your cost $10.80 doz. (Re- 
tails $2.50 ea.) Sample pendant 
$1.00 sent first class. Money back 
guarantee, FREE CATALOG. Send 
$1.00 for sample to get started. 
STEPHEN PRODUCTS CO. 
1947 Broadway, Dept. K2, N. Y. 23 














berg, Room 609; John Baker, and Julius 
Millman. 

q Edward S. Page and Mrs. Page, of 
M. S. Page Co., 508 Jewelers Building, 
have been on a Caribbean cruise. 

€ Sgt. Richard Dalzell, son of Harry Dal- 
zell, M. S. Page Co., 508 Jewelers Build- 
ing, has just been, assigned to Camp Pen- 
dleton, after 22 months’ service with the 
U. S. Marines in the Aleutian Islands. 

q Mahar & Engstrom, 405-410 Jewelers 
Building, which recently added a new crys- 
tal and bracelet room, has had its entire 
quarters redecorated. “Mike” and Alice 
Mahar are back from a Florida trip. 

q Edward E. MacCourt, New England 
representative of Louis Manheimer & Bros., 
Inc., 411-12 Jewelers Building, has just 
moved into a new home on Turtle Lane, 
Dover, Mass. 

¢q Extensive alterations have been made in 
the A. Frisch & Co., Inc., quarters, 306-7 
Jewelers Building, and include new par- 
titions for a new stock room. 

€ Clarence Lund, of Lund Jewelers, Inc., 
Boston, broke his leg in seven places while 
skiing early in March at Mad River, Vt. 
He was confined to the Wellesley-Newton 
Hospital, Wellesley, Mass. 

q Mrs. Rose Marshall, head bookkeeper of 
the Travis, Farber Co., 909 Jewelers Build- 
ing, left with her husband on March 15 
for a week at The Concord, Kiamesha 
Lake, N. Y., to mark their 25th wedding 
anniversary, following it with a week-end 
in New York City. Before leaving, some 
28 well-wishers gave the couple a dinner 
at Steubens Restaurant, Boston. 

q Harold Ginsburg, of, the Boston Jewelry 
& Loan Co., Fall River, Mass., with Mrs. 
Ginsburg, celebrated their 10th wedding 
anniversary with a new pale yellow Jaguar 
English convertible, and plan a_ cross- 
country trip in the early spring. 

q¢ Robert “Bob” Johnson, New England 
representative of the Parker Pen Co., and 
one-time cross-country runner for the Uni- 
versity of Maine, has been training dili- 
gently for the annual Boston A.A. Patriot’s 
Day Marathon, to take place on April 19, 
and, through his friend, George Brown, 
Jr.. has been appropriately given “No. 
51” in the race. 

q John Perry, 817 Washington Building, 
has just moved into a new ranch-type 
home on Princess Eve Drive, Wollaston, 
Mass., and is now dubbed the “New 
Mayor” of Quincy by his Boston friends. 
q Arthur S. Kelley, treasurer of Norling 
& Bloom Co., 809 Washington Building, 
on invitation of Samuel F. McAllister, 
jeweler of Woodsville, N. H., spoke there 
recently at a businessmen’s luncheon. 

q Mr. and Mrs. Harold Barry of Barry & 
Epstein, 400-401 Washington Bldg., are 
back from a South America and West 
Indies trip. Isadore and Mrs. Epstein, of 
the same firm, left for Florida on March 
15. 

q Henry Desjardins, jeweler of Salem & 
Beverly, Mass., and “secretary of the 
Braves Royal Rooters,” post-cards that he 
arrived safely with his secretary, Mrs. 
Yetta Smith, at Bradenton, Fla., after 
driving non-stop, 34 hours, 1475 miles in 
his new Cadillac convertible. 





lt pays to use the 
BEST Jewelry 





Casting Investments 


Our investment materials for precious 
metal casting are made for us by ex- 
perienced manufacturers .. . equipped 
for volume production backed by con- 
tinuous laboratory controls and re- 
search departments. In our opinion 
these investments are the best obtain- 
able today. 


Moreover, our great volume of invest- 
ment business assures you delivery of 
fresh material to fill orders regardless 
of size. 


Storage accounts arranged to 
give you the advantage of 
favorable quantity price scales. 


ALEXANDER 
SAUNDERS & CO. 


Jewelry Casting and Finishing 
Equipment and Supplies 


95 Bedford Street 
New York 14, N. Y. 








24 Hour Service 


PEARLS 


ORDERS PROMPTLY 
ATTENDED 10 


MAIL 


R&G Jewelry Corp. 


Ly W. S7te St, Nev. 9 eae, 
LU. 2-0813 
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REWARD 


Your reward is no lost Watch Repair Sales 
when you order from POLTOCK, because 
we are a Supply House for all “‘Hard-to-Get” 
Watch Parts—Swiss and American! Write 
Dept. J for FREE Ligne Gauge, Catalog 
and Stationery. JOHN A. POLTOCK & 
CO., 15 Maiden Lane, New York 38, N. Y. 
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WATCH MATERIALS—, 


Florida's largest watch material house 
Serving the Nation by mail. 


Prompt mail service 
Write for Price List C 


DEAN COMPANY 


7/2 N. Atlantic Ave., Daytona Beach, Fia. 

















Synthetic & Semi-Precious 


STONES 


Synthetic Ringstones all sizes and shapes 
DIAMONDs—AIll Sizes and Qualities 


JOSEPH BLANK 
COrtlandt 7-3562 


87 Nassau St. New York 38, N. Y. 
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ALLCRAFT NOVELTY CO. INC. 


$-18 Mciden Lone, Dept. A, New York 38, N.Y. 











WRITE FOR 
Our New 


COMPLETE CATALOG 


Materials, Tools, Watch 


Ceses and Dials, Watch 
Attachments, Jewelry 


TILMORE WATCHES 


CENTRAL WATCH MATERIALS 
& SUPPLY CO.. Inc. 
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134 So. 8th St 


Phila. 7, Pa. 











LE ATLN JEWELRY REPAIR 


®*STONE SETTING & MANUFACTURING ATe 
e HOME! Same Course given Residence stu-~» 

ate. } ae 26 illus. Lessons and val- - 

uable a. Cost r les d > 
® Offer limited. Write NOW! soalesnilian: . 
°®A. W. THACKER ACADEMY FOR JEWELERS © 
7 117 Fourth Ave., Pittsburgh 22, Pa. * 








LEARN WATCHMAKING 


REPAIRING - ENGRAVING 
At Old-Fashioned School—Est. 1894. Approved 
for P.L. 16 Veterans & 346 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phile. 
Write Dept."’K"' Ill'd Catalog 
BAldwin 9-1376 
Arthur T. Johnson, Principal 




















WATCH REPAIRS 
For the Trade 


Precision Workmanship at low price. 
Electronic Timing. Over 30 years experience 
Price List on Request 


0. E. BOSS 








4925 Walnut St. Philadelphia 39, Pa. 
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q.A string of banners tying-in with a spe- 
cial Elgin promotion are prominently dis- 
played in the Darlington C. Hart jewelry 
store at 309 Broadway, Camden, N. J. 
Added emphasis is given the store’s tie-in 
by an attractive window display featuring 
Elgin watches. A spokesman for this con- 
servative firm stated that they are not in 
the habit of displaying banners but their 
current use has attracted much favorable 
attention. 

4 A small, self-erasing tablet, suitable for 
use as a shopping list, is presented to 
each customer making a purchase at the 
jewelry store of C. Edwin Crothers, 101 
Fairfield Ave., Upper Darby, Pa. This 
handy and popular give-away keeps the 
Crother name before the customer every 
day. 

4S. Glusman, jeweler in the Bankers 
Securities Building, was at this writing 
using a new series of advertisements on 
match book covers. Attempting to test the 
response, he has used the inside of the 
match book to present a “special get- 
acquainted offer” whereby any customer 
presenting the match book cover will be 
credited with $1.00 towards the cost of 
repairs of a watch. 

q Miss Geraldine Levine, formerly with 
another jewelry store in the Philadelphia 
area, recently joined the staff of Leo Rob- 
bins at 137 S. 8th St., Philadelphia. 

q Sidney Weissman of Weissman’s Jewel- 
ers, 1501 W. Susquehanna Ave., Phila- 
delphia, recently returned from a six-week 
vacation trip in Puerto Rico. 

q Ellis C. Kurtz was elected recently to 
serve a second term as president of the 
Retail Merchants Credit Association of 
Philadelphia. Others elected were: Samuel 
S. Weissman, first vice president, and Jack 





SPARKLING CHAPEAU 





Diamonds go to a girl's head in the chapeau 
which Hollywood hat designer Rex created 
especially to show off the 75-carat “Trans- 
vaal Diamond." The costly gem, brought to 
Hollywood for the film "“Tarzan's Savage 
Fury, is here worn by Valerie Atkinson. 
Rex predicts a new filmtown fashion in the 
wearing of diamonds as hat decorations. 





* PHILADELP HI 


Green (Louis S. Grossman, Inc.) and 
Julius C. Brooks (Stork’s, Inc.), directors 


q Julius Popowich, Philadelphia manufac. 
turer of leather wrist watch straps, an. 
nounced recently the graduation of his 
son, David, from Temple University, Sop 
David, who received a Bachelor of Science 
degree in marketing, was one of the ten 
students of his class elected to Alpha 
Delta Sigma, the national honorary adver. 
tising and marketing fraternity. He will 
enter his father’s firm shortly in a selling 
and sales promotion capacity. | 


€ Quite a number of people have te. 
sponded to the Jagielky invitation to give 
a gift certificate from this Walnut Stree 
store in Philadelphia. The new gift cer. 
tificates are being promoted as year-round 
customer attractions. 


q The New Jersey Retail Jewelers Asgo. 
ciation met at the Walt Whitman Hote] 
in Camden, N. J., March 17th. 


q John Miles of Skulnick’s Jewelers, 43) 
S. Broadway, Camden, N. J., regrets that 
he has lost “Scraps and Sweeps,” his note. 
book of amusing and instructive notes on 
happenings in the jewelry and watch re. 
pair field. He has kept it up for years 
and suggests that for sheer pleasure as 
well as for enlightenment others in the 
field should start such a notebook. 


q All the cases have been lightened, and 
the store brightened with new cream paint 
and newly inlaid linoleum at Hans Kuen. 
merle’s, 6607 Rising Sun Ave., Philadel- 
phia. 

q Alan Gurwood, jeweler at. 817 E. Alle. 
gheny Ave., had a unique but unpleasant 
experience recently when he was robbed 
of his personal jewelry while his merchan- 
dise was left untouched. Alan has been 
the victim of a streak of bad luck re- 
cently. His wife and mother were both 
ill, then his daughter and he joined the 
sick list. Penicillin helped him but de- 
veloped an allergy on his hands which 
caused him to remove his rings and watch 
while working around the store. When 
two men came in to look over some jewelry 
he took the usual precautions to watch 
the stock but paid no attention to the 
proximity of one of the men to his per- 
sonal jewelry, perhaps because he was 9 
unaccustomed to removing it. After they 
left he discovered his rings and watch had 
gone too. At this writing they have not 
been recovered. 

4 Philip R. Kolbe, local representative for 
the Benrus Watch Co., has moved to 
Philadelphia making his home at the West: 
bury Apartments at 15th and Spruce Sts. 
q During almost the entire month of 
March the large display window at Coro- 
net Jewelers, City Line Shopping Center, 
Philadelphia, featured an exhibit of mount- 
ings and the story of their manufacture. 
From the raw material stage to the finished 
product, the story was told with sketches, 
copy, and samples of material and tools, 
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including sample castings, and finished 
rings. “The exhibit resulted in a great deal 
of comment and some business,” said a 
spokesman for the store. 

4 Harry Shaw of Shaw Jewelers, Federal 
St, near Fifth in Camden, N. J., is, at this 
writing, in Tripoli, Africa, building an air- 
port for Uncle Sam. Although he is not in 
the armed services he is certainly on active 
duty. Harry will be remembered as the 
young man who built many of the modern 
and very attractive show cases at Shaw 
Jewelers. 

4 Barr’s Jewelers and Silversmiths of 
Philadelphia and Camden are making 
wise use of the symbol indicating their 
membership in the Diamond Council of 
America in newspaper and other advertis- 


ing. 

4 The Retail Jewelers Association of 
Philadelphia and Eastern Pennsylvania 
have decided to make Lew Tendler’s fam- 
ous restaurant at Broad and Locust Sts. in 
Philadelphia, their headquarters for future 
meetings. The organization will meet at 
this restaurant the third Tuesday of each 
month during the coming year. 

4 Jack Tucker of Tucker’s in Darby, Penn- 
sylvania, has recently returned from an 
eight-day vacation in Bermuda, tanned and 
brimming with energy to carry out some 
new promotional ideas he has formulated. 
q Alan Gurwood of Gurwood’s Jewelers, 
Phila., has been requested to again take 
on the duties of Publicity Director for the 
Retail Jewelers Association of Philadelphia 
and Eastern Pennsylvania. Alan did such 
a splendid job when he held this office last 
year that he is being coaxed into accepting 
it again despite illness in his family which 
caused him to resign it previously. 

4 The February meeting of the Retail 
Jewelers Association of Philadelphia and 
Eastern Pennsylvania was the first under 
the regime of the new officers elected in 
January: President, Edward Chaitken of 
Lichtey’s; First Vice President, S. Sidney 
Weissman of Weissman’s; Second Vice 
President, Lewis DeWolf of DeWolf Jewel- 
ers; Secretary, George Lyons of Samuel J. 
Lyons Co., and Treasurer, Samuel Kind II 


of S. Kind and Sons. 





Pittsburgh Jewelry Fair 
Attracts Widespread Interest 


Widespread interest has been created by 
the announcement of the first Pittsburgh 
Jewelry Fair to be held at the William 
Penn Hotel in Pittsburgh September 7-10. 

Sponsored by the Retail Jewelers Asso- 
clation of Western Pennsylvania, the 
Pittsburgh Jewelry Fair is expected to 
attract several thousand jewelry people 
from Western Pennsylvania, Eastern Ohio, 
West Virginia, Northern Maryland and 
from certain counties in Kentucky and 
New York state. Manufacturers, whole- 
salers and distributors from many parts of 
the country have already reserved exhibit 
space, 

Lewis L. Silberman. of Wilkens Jewelry 
Co, Pittsburgh, is chairman of the exhibit 
committee, and Edward Wolf of B. Harton 
Jewelry Co., McKees Rocks, Pa., is asso- 
clate chairman. Manufacturers, wholesalers 
and distributors wanting further details 
are invited to contact Herman Hollander. 
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executive secretary, Retail Jewelers Asso- 
ciation of Western Pennsylvania, Plaza 
Building, Pittsburgh 19, Pa. 





Bulova School Presents Bronze 
Plaque to ‘52° Association 


On the occasion of the seventh anni- 
versary of the “52” Association, held Feb- 
ruary 23rd at New York’s Waldorf Astoria 
Hotel, the alumni and student body of the 
Joseph Bulova School of Watchmaking 
presented a bronze plaque to Nathan Feist, 





John Buhs (center), paraplegic student at 
the Joseph Bulova School of Watchmaking, 
presents bronze plaque to Nathan Feist 
(right), president of the "52" Association. 
Looking on are Eugene B. Dorroh (left), 
president of the Bulova School Alumni As- 
sociation; Felix Radleigh (second from left), 
student at the Bulova School, and S. Grant 
Conner, director of the school. 


president of the “52” Association. The in- 
scription on the plaque lauded the Asso- 
ciation “for actively keeping their pledge 
‘the wounded shall never be forgotten.’ ” 

Over 200 hospitalized and disabled ser- 
vicemen and veterans, in addition to mem- 
bers of the Paralyzed Veterans Association, 
Blinded Veterans Association and Disabled 
American Veterans, were guests at the 
anniversary celebration. 


N. Y. State RJA Completes 
Plans for 43rd Convention 


This year’s convention of the New York 
State Retail Jewelers Assocation, which 
will be held May 4 to 6 at the Ten Eyck 
Hotel in Albany, promises to be one of the 
most instructive and interesting meetings 
in recent years. A splendid program is as- 
sured by the number of prominent trade 
leaders who have accepted invitations to 
address convention sessions 

Featured topics for discussion include an 
instructive address on diamond cutting, 
and talks on the merchandising and pro- 
motion of watches and silverware. 

Many of the nation’s leading manufac- 
turers will exhibit their new lines of 
jewelry merchandise throughout various 
hotel suites. 

Convention planners have included a 
number of special treats in the convention 
program for wives of the visiting delegates. 
In addition to the gala social and enter- 
tainment program which is planned, the 
ladies will be able to keep abreast of cur- 
rent fashion trends when the scheduled 
style show is presented. 
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der today! 
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q J. F. Bonfill has purchased the Chas. F. 
Manahan Jewelry Co. in Pecos, Texas. The 
former owners, Mrs. and Mrs. Manahan, 
have retired from business and plan on 
traveling extensively. 

q@ Lewis-House of Jewels, Inc., 518 E. 
Houston St., San Antonio, Texas, won the 
“Store of the Month” designation in Jan- 
uary for leading all stores in the Texamoa 
Jewelry Store chain in sales. Other Lewis 
stores are located in Amarillo, El Paso and 
Lubbock, Texas. 

4 The Beaumont (Texas) store of the 
Zale Jewelry Co., Inc., has moved into its 
new location at 500 N. Chaparral St. The 
store was formerly located at 499 Pearl St. 
q The Geo. Phillips Co., Inc., wholesale 
jewelers at 216 N. 2nd St., Richmond, Va., 
recently added Waltham watches, Schick 
electric razors, and Remington electric 
razors to their diversified stock of jewelry 
merchandise. 

4 On the occasion of his 50th anniversary 
with the firm, fellow-employees of Linz 
Bros., Inc., jewelers at 1608 Main St., 
Dallas, Texas, presented Ascher M. Kahn, 
vice president of the company, with a 
handsome gold and diamond miniature 
album to hold the photos of his five grand- 
children. The album, which was presented 
on February 23rd, was produced by crafts- 
men in the store. Mr. Kahn joined the 
firm in 1902 as a “horse-and-buggy drum- 
mer” and held almost every position in 
the store before he ascended to the vice- 
presidency. 

q Dewey Jewelers, Inc., Jacksonville, N. C., 
has been granted a charter by the Secre- 
tary of State to operate a jewelry store 
business. Authorized capital stock is $100.,- 
000. Incorporators: J. Dewey Edwards, 
Irving Silverstein and E. W. Summersill, 
all of Jacksonville. 





HIRSUTE ADORNMENT 





In preparation for the Rock Hill (S.C.) 
centennial celebration, Morris Segal (left), 
and A. R. Suritz, treasurer and president 
respectively of Barry's, Inc., jewelers of that 
city, recently sprouted this hirsute adorn- 
ment. Thousands of other Rock Hill male 
citizens are preparing for the centennial, 
which will be held the week of May 4th, 
by reverting to the 1852 style of wearing 
beards and mustaches. Rock Hill ladies 
will sport appropriate centennial garb by 
wearing bonnets, hoop skirts, lapel watches 
and cameo brooches. 





> THE SOUTH 


Baltimore-Washington News 


q A move to new and larger quarters was 
completed in March by the American 
Jewelry Co., Baltimore wholesale distrib. 
utors. The firm, formerly located at 295 
W. Baltimore St., is now situated in 
modern quarters at 1 N. Liberty St. 

q Daniel W. Crone, vice president of 
S. & N. Katz, Inc., Baltimore, was a mem. 
ber of the judging committee which met 
recently at the St. Regis Hotel, New York, 
for the purpose of selecting this year’s 
“Brand Name Retailers of the Year.” Qne 
hundred merchants in 20 categories, jp. 
cluding jewelry, were selected as winners 
and will be honored April 16th at , 
dinner highlighting Brand Names Day— 
1952 in the Grand Ballroom of the Waldorf. 
Astoria Hotel. 


q Sonja Henie and Ed _ Sullivan, well. 
known personalities, were guests on the 
regular television program of the Carl J. 
Doederlein Co., 320 N. Charles St., Bal. 
timore. 

q Vera-Ellen, motion picture starlet cur. 
rently featured with Fred Astaire in “The 
Belle of New York,” was a recent guest 
at the store of Leon Levi, 316 W. Lexing. 
ton St., Baltimore, where she appeared in 
conjunction with a jewelry sales promotion. 
4 The Greater Washington Retail Jewelers 
Association has once again reserved ex: 
hibit space at the annual Home Show 
which opens April 19th at the National 
Guard Armory in Washington. Utilizing 
a booth of adequate size, plans are in the 
making to place on exhibition a fabulous 
million-dollar collection of gems with the 
aim to make this the leading display 
the show. Jewelers having unusual items 
are urged to put them on display. An 
estimated 200,000 persons attended the 
show last year and a greater turnout is 
anticipated at this year’s event. The ass 
ciation’s display is considered of great 
advertising value to the jewelers in this 
locality. 


Baltimore Chosen as Site 
For 38th Tri-State Confab 


Plans ,are nearing completion for the 
38th annual convention of the Tri-State 
Jewelers Association, comprised of jeweler 
of Maryland, Delaware and the District of 
Columbia. according to a recent announce 
ment by Walter N. Greenebaum, president 
Howard C. Heiss, convention chairmat. 
has announced that the affair will be held 
on May 4th and 5th at the Emerson Hote! 
in Baltimore. 

An interesting list of speakers for the 
business sessions has been arranged 1 
M. L. Millspaugh, who is in charge of 
programming. Among the expected speak 
ers are Charles W. Williams of the Federt! 
Reserve Bank, Fifth District, Richmon¢; 


Craig D. Munson, vice president of the 


International Silver Co., and Louis Bet 
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man, C.P.A., who will talk on controls 
and merchandising. 
Plans call for special treats for the 


ladies including a visit to the famed 
Pimlico Race Track on Monday, May 5th. 
Gala entertainment is scheduled for Sun- 
day evening as well as for the main 
banquet on Monday evening. 





Washington RJA Sponsors 
Hannaford Lecture Series 


A series of lectures by Gladys Babson 
Hannaford, internationally known lecturer 
on diamonds, was sponsored recently by 
the Greater Washington (D. C.) Retail 
Jewelers Association. Mrs. Hannaford, dur- 
ing the week beginning February 25th, 
delivered talks before numerous civic and 
educational organizations in the nation’s 
capital. 

In her talks, Mrs. Hannaford discussed 
the history, sentiment, tradition, and cut- 
ting of diamonds, and used as illustrations 
specimens of “blue ground” diamond-bear- 
ing rock, rough uncut diamonds, polished 
gems, and replicas of famous diamonds 
which played important parts in history. 
Slide photographs showing mining and 
cutting operations were used to supplement 
the lectures and exhibits. 


Irvington Firm Changes Name 


Maxwell and Smith, Jewelers, is the new 
trade name for the firm of Van Laar Jewel- 
ers, 1207 Springfield Ave., Irvington, N J. 
The firm has been operating under the new 
name since last December 31st. 

The proprietors of the store, in a recent 
announcement, stated that there will be no 
change in the ownership or management of 
the concern. William C. Smith and Max 
Zenchuck, store owners, stated that they 
are the only authorized representatives to 
conduct business of any description rélat- 
ing to the firm. 
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Approximately 4000 Buyers 
Attend Dallas Gift Show 


Attendance at the 32nd_ semi-annual 
Dallas Gift Show, held F ebruary 17-22 at 
the Baker Hotel and Second Unit of the 
Santa Fe Building, far exceeded all pre- 
viously established records. Fred Sands, 
director of exhibits, reported a 20 per cent 
increase in registrations and a sharp rise 
in the number of new exhibitors who dis- 
played their wares at the show for the 
first time. 

Southwest Exhibitors, Inc., sponsors of 

the semi-annual event, announced a total 
registration of 3972 buyers. Included in 
this figure were buyers from 16 states and 
two foreign lands. 
; Buying at the show was described as 
normal” and “steady” by sponsors of the 
event. Buyers carefully shopped the mar- 
ket before placing orders for merchandise 
to replenish depleted _stocks. 

Exhibitors of costume jewelry reported 
heavy sales in new merchandise, partic- 
ularly in items selling from two to twenty 
dollars at retail. Lamps, in all prices and 


classes, were reported as selling remark- 
ably well. 


FOR APRIL, 1952 





Heavy sales in promotional merchandise 
were also reported by the show sponsors. 
This possibly indicates an increased tempo 
in merchandising activities at the retail 
level during the coming months. 

Many Dallas wholesale jewelers reported 
heavy traffic in their downtown showrooms 
during the show. Among these were the 
Gerwe Brown Co., Lyles-Van-De Grazier Co., 
Moore-DeGrazier Co., and The Tynes Co. 

The fall dates for the Dallas Gift Show 
have been announced as August 3lst 
through September 5th. 





Thomas H. Briddell (center), vice president 
in charge of sales of Chas. D. Briddell, 
Inc., makers of Carvel Hall cutlery, was 
presented with a genuine “cowboy's” buckle 
during the Dallas Gift Show by Arch M. 
Lyles (right), of the Dallas firm of Lyles- 
Van-De Grazier Co. Witnessing the presen- 
tation is Chase Holland, who heads the San 
Angelo firm that made the buckle and also 
the organization that sponsors the Dallas 
show. 
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q The Chicago jewelry fraternity welcomes 
an old friend as a new permanent resident 
in the person of Ben Troup who has estab- 
lished offices in Room 1615 of the Hey- 
worth Building. Ben, who represents 
Kestenman Brothers and Van Dell Corpo- 
ration, has been traveling the midwest 
territory for over 20 years out of his 
Eastern factories and has been a familiar 
figure at all Chicago jewelry functions. 

q The Linick Chemical Co., which has 
been located in the Heyworth Building 
for many years, announced recently a move 
to new quarters in Room 918 of the 
Mallers Building, 5 S. Wabash Ave. 

q Jim Flateau, 29 E. Madison St., returned 
to work early in March after a month in 
the hospital. All his friends were happy 
to see him up and about again. 

q His many friends in the trade were 
happy to learn that Charles Mundhank, 
manufacturers representative on the 11th 
floor of the Heyworth Building, returned 
to work March 10th after a two-month 
bout with pneumonia in the hospital. 

q Marshall Spies of Spies Bros., Inc., man- 
ufacturing jewelers at 27 E. Monroe St., 
will vacation in Florida until the middle 
of this month. 

q Agnini & Singer, 656 N. Western Ave., 
announced recently that George Khourie 
will replace Paul Kelly as Cleveland sales 
representative. 

q Business friends and associates of G. H. 
Matson, 55 E. Washington St., extended 
their condolences on the death of his 
mother, Mrs. Amy Matson, who died at 
the age of 98 on February 18th in Prince- 
ton, Ill. Mr. Matsoa flew in from Pompano 
Beach, Fla., where he had been vacation- 
ing, for the funeral, after which he re- 
turned to Florida. 

q Jules Brandel, advertising manager for 
Pakula & Co., 5 N. Wabash Ave., reported 
that the firm will be officially moved to 
their new and larger quarters at 218 S. 
Wabash Ave. on May 1. They will occupy 
the entire seventh floor, thereby combining 
all their operations on the one floor, and 
will have 35 per cent more space. Hugh 
Campbell Lyon has been appointed to 
cover the Florida and Georgia territory 
for the firm. Mrs. Genevieve Loeb, cos- 
tume jewelry buyer for the firm, was vaca- 
tioning the end of March in Florida. 

q Richard Radewagen, having disposed of 
his controlling interest in the Chicago 
Silver Co., 226 S. Wabash Ave., and its 
affiliate, The Rade Co., in February, so- 
jorned for several weeks in Florida. After 
his Florida vacation, Mr. Radewagen in- 
tends to devote himself to the teaching of 
engraving, a field in which he has excelled 
for 50 years. 

q Mr. and Mrs. Maurie Schur of Van 
Schyndle, Inc., 36 S. State St., will leave 
for Florida April 10th where they will 
vacation for three weeks in Miami. 

q Charles Brown, vice-president of Stein 
& Ellbogen Co., was another Miami, Fla., 
vacationeer during March. 
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q Phil Nathan, partner in the firm gj 
Nathan & Berg, manufacturing jewelers, 
at 39 S. State St., was on a 30-day vaca. 
tion in Hawaii. 

q Bernard Zell, who represents Jacoby. 
Bender in Chicago, was expected back 
around the middle of March from his Palm 
Beach, Fla., vacation. 


q Arnold Price of The Ball Co. 6 y 
Michigan Ave., expects to be out of town 
until April 15 on a selling trip. 


q This seems to be the month for Florids 
vacations. And a good thing, too, with all 
the mean weather we've been having here 
in Chicago. Nate Blank, Speidel Corp, 
was another who escaped the snow and 
sleet by vacationing in Florida during 
March. 





Lemieux Completes 25th Year 
With C. & E. Marshall Co. 


L. Philip Lemieux, sales representative 
for C. & E. Marshall Co., 1445 W. Jackson 
Blvd., Chicago, celebrated his 25th annj- 
versary with that firm during the month of 
February. Mr. 


Lemieux has been the 


L. PHILIP 
LEMIEUX 


Celebrates 
25th Anniversa 
with C. & E. 


Marshall Co. 


Marshall sales representative in the Pacific 
Northwest for many years, and is well 
known by jewelers throughout the entire 
area. 

In appreciation of his long and faithful 
service, the company presented Mr. 
Lemieux with a suitable gift for the occa 
sion. 





Future Promotional Plans 
Discussed at Jewelers Meeting 


The Jewelers Association of Greater 
Chicago, on March 5th, held a closed 
meeting at which Allen B. Gellman, presi 
dent of the Illinois Watch Case Co., dis 
cussed Elgin American’s Mother’s Day 
promotion for the association. This wa 
enthusiastically endorsed by the group. 

Dave Martin, president of the group, 
informed members that many plans alt 
being made and other avenues explored 
to regain some of the watch business 
which the retail jeweler has been losiné 
to other outlets. 

The group’s ad committee which is do 
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‘ng a splendid job, includes: Charles Gold, 
[. G. Rogers Jewelers; Norman Kernis, 
Norman Jewelers; Lew Cutler, Busch 
Kredit Jewelry Co.; Irving Chayken, 
Armstrong Jewelers, Hammond, Ind.; Jim 
Marks, Marks Bros., Jewelers; Abe Wex- 
ler, S. D. Slavin, and Ben Sacks, execu- 
tive secretary of the association. 

The organization’s silver anniversary 
dinner-dance will be held June 8th at the 


Palmer House. 


illinois RJA Convention 
Big Success Despite Fire 


Despite inclement weather that left 
roads in an extremely hazardous condi- 
tion, over 225 jewelers and their guests 
attended the annual convention of the 
Illinois Retail Jewelers* Association, held 
March 2nd at the Leland Hotel in Spring- 
field. 

After having braved dangers occasioned 
by the weather, members and their guests 
were next confronted with a fire that 
broke out in the hotel shortly after the 
convention got underway. Twice conven- 
tion delegates were forced to evacuate the 
hotel while firemen brought the evasive 
blaze under control. As a result of the 
conflagration, the convention Juncheon and 
banquet were transferred to the Hotel 
Abraham Lincoln. 

First convention speaker was Neal 
Schenet, director of sales training for 
Elgin National Watch Co., who presented 
a forceful and helpful talk on “Five Steps 
to Ring Up a Sale.” His address was 
supplemented by recordings of actual 
sales conversations. 

Next speaker on the afternoon program 
was Jack Montgomery. sales manager of 
M. A. Mead & Co., Chicago, Ill. He dis- 
cussed catalogue and discount house com- 
petition from the wholesaler’s viewpoint 
and offered suggested remedies. 


Highlight of the convention was the 
jewelry fashion show which. was mode- 
rated by Martha Percilla, fashion director 
of the Jewelry Industry Council. Mrs. 
Charles H. Barker. wife of the Illinois 
RJA secretary-treasurer, was one of the 
models in the fashion revue who showed 
why jewelry is an important requisite for 
every costume. 

Guest speaker at the evening banquet 
was Gen. Bonner Fellers, former military 
secretary to Gen. Douglas MacArthur, who 
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spoke on the present conflict with the 
forces of communism. 

“Stalin only fears air power and the 
underground,” he said, “and the under- 
ground is the cheapest defense we have 
against Stalin.” 

Presiding at the convention was Presi- 
dent Thomas E. Keers, of Paris. He was 
ably assisted by Robert L. Goulding, Alton, 
first vice president, and W. Henderson 
May and C. H. Barker, both of Springfield, 
second vice president and _ secretary-trea- 
surer, respectively. 





New Golden Rooster Officers 
installed at Formal Party 


The Ladies’ Night party of the Golden 
Roosters, held February 23rd at the Con- 
gress Hotel, was reported to be the most 
successful they have ever conducted. Vin- 
cent Newman, in charge of arrangements 
for the affair, declared that the two enter- 
tainment acts were well-received and the 
dance music furnished by the orchestra 
was excellent. Despite extremely bad 
weather, over 325 persons attended. 





Richard Showerman, manufacturers’ repre- 
sentative (seated right), out-going Chanti- 
cleer, hands over his gavel to Vincent New- 
man, who was installed as Chanticleer at 
the Golden Roosters’ formal party on Feb- 
ruary 23. Standing, left to right, are War- 
ren Hendricks, of the Evans Case Co., who 
is the new Keeper-of-the-Nestegg, and 
Robert Lieberman, Stein & Ellbogen Co., 
re-elected Scratcher. 


A lovely Evans cloisonne enamel table 
lighter was given to those present as a 
souvenir of the occasion. 

The next Rooster social event will be a 
solf outing and picnic at the Acacia 
Country Club on Thursday, June 19. Alvin 
Lauschke is in charge of arrangements for 
the outing. 





Noble to Move City Office 


F. H. Noble & Co. will, on or before 
May Ist, move their Chicago city office and 
display room into new and larger quarters. 
The new location will be in Suite 1716 of 
the Heyworth Building, 29 E. Madison 
St., where a complete line of jewelry boxes, 
jewelers’ findings, medals, ball charms and 
trophies will be shown. 

Henry Vidt, Noble’s veteran Chicago 
area representative, and “Jim” Middlemas, 
former Pacific Coast emissary, will wel- 
come both local and visiting members of 
the trade to the new quarters. 
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Artisans in American 
occupied Germany. 


The most fashionable 
and popular jewelry 
today —is made in 
attractive earrings— 
bracelets—rings and 
necklaces—at reason- 
able prices. 





Memo approval packages sent to 
rated jewelers — 


ASIATIC ART JEWELRY CO. 


225-5th Ave., New York 10, N. Y. 














DIAMOND SETTING 


Gold and Platinum Jewelry Repairing 
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PEARL RESTRINGING 
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Nation-wide prompt service. 45¢ per strand plus 
postage. Missing pearls perfectly matched; 
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prices, All jobs guaranteed. 
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114 West 6th Street. Cincinnati, Ohio 




















Exclusive Franchise Plan Offers 
All These Selling Aids: 
Effective Advertising 
Attractive Displays 
Distinctive Boxes 
Prompt Mail Order 
Service 

National Brands 


Write for Information 


A.G.SCHWAB *:x-"” 


WE 
he 
pporiTABly 


229 East Sixth Street 


CINCINNATI 2, OHIO 


FaitTArULY SERVING THE RETAIL JEWELER SINCE 1878 





The Wallenstein-Mayer Co. 


31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Knaown 


Makes of 
DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


We Give You SERVICE PLUS 


Write for our new 
1952 Catalogue 
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¢ Local wholesalers and manufacturers 
were extending congratulations to three 
retailers celebrating anniversaries. The 
Frank Herschede Co., 8 W. Fourth St., was 
founded 75 years ago by the late Frank 
Herschede, who was succeeded by his 
sons, Lawrence and Edward, and later by 
Mark Herschede, a son of Lawrence, and 
the present store general manager. Observ- 
ing their 20th anniversaries in business 
are Cleves & Lonneman in suburban Belle- 
vue, Ky., and Carl Leser, 4144 Hamilton 
Ave. 

q Recent road trips were made by C. F. 
Gebhardt and Robert Faigle of Faigle 
Brothers, manufacturers, 528 Walnut St.; 
A. R. Jester and L. F. Rohan of A. R. Jes- 
ter, manufacturer, Lyric Bldg.; Theodore 
A. Knoebber of T. Knoebber Co., manu- 
facturers, 514 Main St.; Robert Stocker 
and Norman Rosfelder of Rosfelder 
Bros. & Co., manufacturers, 413 Race St.; 
Tom Schira, Jr., of Schira Bros., manu- 
facturers, 530 Walnut St.; Victor Kaufman 
and Victor Youkilis of the Victor Corp., 
Enquirer Bldg.;. Ralph E. Goebel, whole- 
saler, Provident Bank Bldg.; William 
Rauch of C. & H. Rauch, Inc., wholesalers, 
530 Walnut St., and Harry Feinberg and 
I. B. Goodman of the I. B. Goodman Mfg. 
Co., 205 W. Fourth St. 

¢ Vacationing recently were Jule Kassel 
of the Kaufman-Kassel Co., manufactur- 
ers, 434 Elm St.; Nolan Cruze of N. B. C. 
Mfg. Jewelers, Inc., Covington, Ky.; John 
Schira of Schira Bros., manufacturers, 530 
Walnut St., who proudly displayed a photo 
of a 150-pound sailfish he caught in 
Mexico; Walter Decker of Don Moore 
Jewelers, retailers, 435 Main St.; N. J. 
Mecklenborg of Mecklenborg & Gerhardt, 
manufacturers, 811 Race St.; Anton Gangl, 
retailer, Union Trust Bldg.; George E. 
Brown and John A. Gerwe of the Gerwe 
Brown Co., wholesalers, 817 Main St.; Abe 
and Sidney Rosenbaum of the American 
Jewelry Co., retailers, 33 E Sixth St.; 
Boris Litwin of Litwin & Sons, Inc., manu- 
facturers 114 W. Sixth St., and Jacob Lit- 
win of the same firm, who returned home 
via Camp Chaffee, Ark., where his son is 
in training. Most of these vacationed in 
Florida. 

€ On the military front, Joseph Lonneman, 
Jr., son of Joseph Lonneman of Cleves & 
Lonneman, who had been in Korea since 
June, 1951, was in Japan awaiting rotation 
to the States; Lieut. j.g. Edgar N. Cleves, 
Jr., son of the other firm partner, visited 
with his family between Mediterranean 
and Atlantic cruises, and Robert Vogel- 
pohl son of Stanley Vogelpohl, watchmaker 
for Elmer T. Harzog, retailer in suburban 
Covington, Ky., is now a staff sargeant 
with the 40th Division Field Artillery in 
Korea. 

q J. Flateau, salesman for the Kaufman- 
Kassel Co., became ill while on a road 
trip, but was convalescing in Presbyterian 
Hospital, Chicago. Harold B. Cohen was 
pinch-hitting for him in the West Coast 
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territory. Others reported on the sick lig 
included Maury Solomon of D. Jacobs 
Sons Co., wholesalers, 811 Race St., whose 
selling trip was delayed; Louis Lang of 
A. G. Schwab & Sons, Inc., who recently 
returned to work; Mrs. Walter W. Schucht 
bookkeeper for the Frank Herschede Co, 
and Don Moore, retailer at 435 Main St. 
q Replicas of the world’s most famoys 
diamonds attracted large crowds to the 
windows of the Mabley and Carew Cp, 
downtown specialty store. The replicas 
were supplied for the store’s diamond 
jubilee anniversary by the Frank Hers. 
chede Co. ‘ 

q Ed Garg, who has been associated jp 
various capacities for many years with the 
Gerwe Brown Co., wholesalers, 817 Main 
St., has been appointed credit manager 
for the firm. 

q Adolph Wiebell, widely known retailer 
at 1739 Vine St., has retired after 42 years 
in business, and the store is now being 
operated by his son, Edward. 

¢ Leo Geiger of Whitley City, Ky., is now 
covering Tennessee and _ western Ken. 
tucky territory for the E. & J. Swigart 
Co., material distributors at 32 W. Sixth 
St. 

q Seymour Baun, retailer at 4027 Hamil- 
ton Ave., was captain of a team which won 
the championship in the B’nai B’rith bowl. 
ing league recently. 

q Charles E. Richter, owner of the Richter 
Jewelry Co., Sixth and Main Streets, has 
been re-elected president of the Main 
Street Businessmen’s Association. 

q A semi-annual meeting and luncheon for 
its sales force was held by A. G. Schwab 
& Sons, Inc., on February 10 in the Nether. 
land Plaza Hotel. 

q Allan Jay, a veteran in the jewelry 
trade, is now a salesman for A. R. Jester, 
manufacturer in the Lyric Bldg. 

q Robert R. Williams has been elected 
president of N. B. C. Mfg. Jewelers, Inc, 


in suburban Covington, Ky. 





New NACJ Service Supplies 
Members with Sales Forecast 


During the latter part of February, the 
National Association of Credit Jewelers in- 
augurated a service which will supply its 
members each month with a retail jewelry 
sales forecast for a period covering six 
months. The monthly forecast will be pre- 
pared by F. B. Todd & Co., specialists in 
demand studies for industries, individual 
companies and regions. 


Each monthly forecast will include four 
charts to show the selling situation, the 
inventory situation, the buying situation 
and the jewelry trade’s position i 
economy. Estimated sales volume for each 
month is stated in millions of dollars and 
the figures are compared with the same 
month for 1951. 

The first forecast made by Todd & ©. 
covers to the end of June, 1952. This firs 
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study and the calculations that will be 
presented for future months are printed on 
sheets that may be fitted into a looseleaf 
binder. 
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Columbus Chosen as Site 
For Ohio RJA Convention 


Lester Thomas, president of the Ohio 
Retail Jewelers Association, announced re- 
cently that the organization’s annual con- 
vention will be held this year in Columbus, 
at the Deshler-Wallick Hotel, September 
14-16. As in the past, a jewelry show will 
be held in connection with the convention. 

The Convention Committee is planning 
qa program that will emphasize improved 
techniques for selling diamonds and 
colored stones. Two nationally known 
speakers have already accepted invitations 
to address convention sessions on “down- 
to-earth” retail selling methods. The pro- 
gram will be designed to avoid technicali- 
ties and theories but will stress actual 
over-the-counter selling experiences. 


Helzberg's Named Jewelry Store 
Brand Name Retailer of Year 


Helzberg’s Diamond Shops, Inc., Kansas 
City, Mo., has been selected “Brand Name 
Retailer of the Year” in the jewelry field. 
Henry E. Abt, president of Brand Names 
Foundation, Inc., announced the _firm’s 
selection March 14th in a telegram to 
B. C. Helzberg, president of that company. 
The award was made in recognition of out- 
standing presentation of manufacturers’ 
brand names to the public during 1951. 

Four other winners in the jewelry sec- 
tion of the fourth annual competition 
sponsored by the Foundation were awarded 
“Certificates of Distinction.” They are: 
Schindler’s, Sioux City, Iowa; Hillman’s 
Jewelry Store, Canton, Ohio: Pinsker’s 
Jewelry Store, Middletown, Conn., and 
Martinek Jewelry Store, Traverse City, 
Mich. Schindler’s was also honored last 
year, receiving a “Certificate of Distinc- 
tion” for 1950. 

Selection of the winners was the result 
of two judging meetings held in Chicago 
and New York City. Judges included the 
18 “Brand Name Retailers of the Year” 











honored at last year’s Brand Names Day. 

The Foundation’s fourth annual “Brand 
Name Retailer of the Year” plaques and 
citations will be awarded to merchants in 
20 fields of retailing at the Brand Names 
Day-1952 dinner, Wednesday, April 16, in 
the Grand Ballroom of the Waldorf-Astoria 
in New York City. More than 1500 lead- 
ing executives in manufacturing, distribu- 
tion, advertising and retailing will witness 
the presentations. Brand Names Day-1952 
will include an extensive series of special 
activities to entertain the winners of these 
awards during their visit to New York City. 


Longines-Wittnauer Announces 
Two New Executive Changes 


The appointment of Irving Abel as vice 
president of the Longines-Wittnauer Watch 
Co. was announced recently by John P. V. 
Heinmuller, president. At the same time 
he also announced the promotion of Har- 
old A. Fagin from credit manager to as- 
sistant treasurer, 





HAROLD A. FAGIN 


Asst. Treasurer 


IRVING ABEL 


Vice President 


Mr. Abel first became associated with 
Longines-Wittnauer in 1936 as a sales rep- 
resentative. Later he became sales mer- 
chandising manager and eventually na- 
tional sales manager, a position he held 
for a number of years prior to his latest 
appointment. 

Mr. Fagin, since he joined Longines- 
Wittnauer in 1946, has risen successively 
to collection manager, credit manager and 
now assistant treasurer of the company. 





SARKIN SALES FORCE ATTENDS ANNUAL MEETING 


hha 








Promotional plans for the coming year were outlined by executives of David Sarkin, Inc., 

es York manufacturing jewelers, at the firm's annual sales meeting held January 9th at the 

ye Warwick, New York. Displaying various features of the firm's new catalog to part of 

e Sarkin sales force are Samuel Gorman (seated second from left), sales manager, and 
David Sarkin (seated third from right), president. 
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Exclusive Distribution of 
“Miss Vanity” Boxed Ladies 
Jewelry Is Now Available. 





We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 


























KEYSTON 
Cultured Pearls... fy 


A. 14K White Gold Cultured Pearl Shortener $4.50 
B. 14K Large Baroque Cult. Pearl Bracelet. $30.00 
C. 14K Claw Mtgs. 7MM Cult. Pearl Eorr. $17.00 
D. 14K Cup Mtgs. 7MM Cult. Pearl Earr.. $15.00 


S. SMIGROD 
37 WEST 47 STREET, N. Y. 19, N. Y. 








Used by Jewelers Everywhere 
Scribable Celluloid, Plastic 

Button Fast Tags—in all sizes. 
Write for Descriptive Catalog 

ROYAL TAG & LABEL CO. 

81 Warren St. Newark 2, N. J. 
Market 3-3618 
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Make Use of Your Movements 


60 different sets of watch case dies. For all 
movements. Complete cases. Also, backs and 
bezels, for any cases made from your own 
metals, if desired. Jewelry dies made to order. 


TOOL AND DIEMAKER 


a ° 
Wm. Wishinsky «re iitersSie 
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HAWAIIAN ORCHIDS 


Store traffic increased 
4-fold with Vanda 
Orchids flown espe- 
cially for your Open- 
ing, Anniversary, Spe- 
cial Event. Tested and 
proven. Discover what 
they have done for 
others. Make yours the 
most successful promotion ever planned. 


Single orchids, foil wrapped .08 Each 
Two orchids, foil wrapped .12 Each 


F.O.B. Los Angeles 


ALDEN ASSOCIATES 


1727 West 7th St. Los Angeles 17, Calif. 
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€ contracts 
ce oem books, etc. 
> FREE samples 








s.j. surnamer co. 


3/0 7th Ave., N.Y. 1, N.Y. 





REDIT FORMS 














CULTURED PEARLS 


PRICE LIST ON REQUEST 


TOYO PEARL CO. 


PERMANENT FIRM BUYER IN JAPAN 
542 S. BROADWAY, LOS ANGELES 13, CAL. 

















GEM TESTING LABORATORY 
Has ' X-Ray equipment In the West for 
pearl identification. Testing of all stones. 


Appraisals for the trade. Same day retura of 
shipments. 


KENNETH F. MacKENZIE, F.G.A. 
Gemologist 


707 Se. Hill St., Les Angeles 14, California 
Appraisals and Gem Testing Exclusively 

















CULTURED PEARLS 


Illustrated brochure on request for complete 


line of pearl jewelry. 
EMPRESS PEARL SYNDICATE 
ee U. 8. Patent be mew 
t 


porters——M utors 
315 W. sts St. Los Angeles 13 

















Send today for your FREE copy of New 
issue of "GEMOGRAM.”" A booklet which 
will aid you in selling and merchandising 
fine colored stones. 


FINE RUBIES — EMERALDS — SAPPHIRES 


GEORGE C. HOUSTON 


220 W. Sth St. Los Angeles 13, Calif. 
MUtual 1872 
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¢ Budd Rosenberg, vice president and di- 
rector of advertising for Gensler-Lee 
Jewelers, San Francisco diamond special- 
ists. was recently elected director of public 
relations of the de Young Museum Society, 
at their annuak meeting in San Francisco. 
The Society is a group of civic and art- 
minded San Franciscans who conduct 
projects to raise money for further acquli- 
sitions for the de Young Museum of San 
Francisco. 

q Boyd O. and Evelyn Allen, retail jewel- 
ers of Manteca, Calif., have moved their 
store into their own newly constructed 
building at 122 West Yosemite Ave. The 
interior features new modern fixtures. 

q Andrew and Lillian Olson, active for 
nine years in the jewelry business in 
La Jolla, Calif.. have opened a new store 
at 517 Ist St., Encinitas, under the name 
Olson Jewelers. 

q Lawson’s Jewelers, southern California 
chain, have opened a new unit at 8228 
East Firestone Blvd., Downey. Owners are 
Philip Wolff, Alfred Delson and Joseph 
Koven. 

q After 22 years in one location, Don Fd- 
wards, well-known Fresno jeweler, has 
moved into a new store at 2019 Fresno 
St., Fresno, Calif. 

q Crescent Jewelers, 1100 Broadway, Oak- 
land, Calif., have opened a new unit in 
the fast growing section of Walnut Creek, 
according to Vic Graber, owner. Alfred 
Weinstein, operator of a Hayward, Calif., 
jewelry store. will manage the new branch 
operation. 

q Mary Martha Machado, daughter of Mr. 
and Mrs. John B. Machado, jewelers of 
Santa Clara, Calif., became the bride of 
Charles Blair on January 15th. 

q The Orville D. Paynes, retail jewelers 
of Woodland, Calif., have announced the 
forthcoming marriage of their youngest 
daughter, Betty Jean, to Albert Arnold 
Gondry. 

q Cleo Wahlstrom and Earl W. Bodurtha, 
retail jeweler at 3258 Mission St., San Fran- 
cisco, exchanged marriage vows January 
Ist at a formal afternoon wedding in Bur- 
lingame. The couple will reside in San 
Francisco. 

q Martin Wax, hobby shop owner and 
former resident of Chicago, recently pur- 
chased Fox Jewelers, retail store at 698 
South Alvarado St., Los Angeles, from 
Murray Fox. 

q The Chern-Britton Co. has opened offices 
at 424 S. Broadway, Los Angeles, Calif. 
The firm carries a complete line of watch 
materials, crystals, straps, bands, watches, 
and jewelry supplies. Jim Britton was 
formerly associated with large Eastern ma- 
terial supply houses for many years. 

q Carlyle K. Brosius, fromerly at 8225 S. 
Main St., Los Angeles, has moved into a 
new retail jewelry store at 8443 South 
Broadway. 

q E. J. Albrecht, well known retail jeweler 
of South Pasadena, Calif., has moved from 


? WEST COAST 








905 Fair Oaks Ave. into his new store at 


1005%4 Fair Oaks Ave., Pasadena. 


_ ~~ -- — 


Andrus Store Opened in Salinas 


Andrus Jewelers, a new retail establish. 
ment, opened February Ist at 218 Main 
St., Salinas, Calif. Although the address 
has been utilized as a retail jewelry shop 
for 33 years, the new store has been com. 
pletely refurnished, decorated and . 
modeled. Cabinet displays on one side of 
the showroom have been replaced by 
shadow boxes set into a plaid paper back. 
ground, new furnishings have been added, 
and an office has been established upstairs, 

Principals of the new firm are Alva 
Andrus, formerly manager of a retail 
jewelry store, and John C. Fumia, rancher 
and former manager of the Jenkel David. 
son Optical Co. 





‘Know Your Jeweler’ Campaigns 
Planned for California Cities 


To formulate local campaigns on the 
“Know Your Jeweler’ theme, William 
Erb, executive secretary of the California 
Retail Jeweler Association, and Robert 
Russell of Foote, Cone, & Belding, West 
Coast public relations man for the Watch: 
makers of Switzerland, will tour California 
in April. 

Allied closely with the Swiss watch: 
makers’ national advertising policy, which 
is designed to emphasize the professional 
status of the retail jeweler and watchmaker 
as a specialist in his field, these “Know 
Your Jeweler” campaigns feature news 
paper supplements and other communily 
promotions of a cooperative city-wide 
nature. 

“Know Your Jeweler” campaigns wele 
conducted in Eureka, Riverside, Monterey 
Peninsula, Ventura, Santa Barbara, Long 
Beach, and Santa Cruz, Calif., during the 
Christmas season. 


——- —— — 


California Jewelers Told 
Details of Swiss Ad Campaign 


Three major objectives of the curren! 
advertising program of the Watchmaker 
of Switzerland were emphasized by Pail 
A. Tschudin, director of that group’s It 
formation Center in New York City, before 
the February dinner meeting of the jewel 
ers 24-Karat Club of Southern California, 
attended by 65 members and guests. 

First of these objectives: establishmet! 
of the retail jeweler as a specialist and 
the right place for the consumer to pur 
chase watches and jewelry; second: i 
crease the watchmaker’s profit and és 
lish him in the public mind as a qualified 
specialist; and third: back up the entife 
program with factory-tested and inter 
changeable parts. 

On the West Coast to address a four 
state jewelers’ convention in Portland, Ore. 
Mr. Tschudin answered the audiences f 
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queries on the tariff question and wage- 
jabor conditions. He reported that in 1951, 
93 per cent~ of the total output of Swiss 
‘swelled watches came to the United States. 
England and the “sterling” group were 
second largest consumers. The industry, 
which today provides 28 per cent of the 
livelihood of the Swiss people, dates back 
to 1601, when it was first recorded in the 
annals of Geneva. At present, over 2000 
factories make jewelled watches, parts and 
attachments. 

Emanuel Lippett, club president, con- 
ducted the meeting. Vice President Harry 
Prezant repeated his appeal for old watch 
movements for paraplegic trainees. The 
club has been furnishing tools and equip- 
ment to the men in veterans’ hospitals who 
are preparing themselves to work as watch- 


makers. 


Gift-Laden Jewelers Feted 
By Disabled Vets at Hospital 


When members of the Jewelers 24-Karat 
Club of Southern California journeyed to 
the Long Beach Veterans Hospital to make 
their annual Christmas gift presentation to 
the Watch Shop boys, they found them- 
selves on the receiving end of a surprise 
party hosted by the 26 paraplegic veterans. 

The committee of three visiting the vets 
—Harry Prezant, Dick Gallien and Harry 
Rosenshield — distributed watchmaking 
tools, cigarette lighters, sport shirts, watch 
bracelets, and other gifts donated by Club 
members. The Watch Shop has_ been 
adopted by the jewelry club members who 
keep patients supplied with tools, old 
watch movements and other supplies vital 
to the project. 

The 24-Karat Club is now conducting a 
campaign to gather watch movements that 
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the patients may practice on in the work- 
shop. Jewelers interested in contributing 
old ~movements to the hospital may send 
them to R. P. Gallien, 220 W. Fifth St., 
Los Angeles 13. 


Enos Succeeds Halbert as 
President of Evergreen Ducks 


an organization 
salesmen, 


The Evergreen Ducks, 
of Pacific Northwest jewelry 
held their annual meeting and election of 
officers on the evening of February 9th, at 
the Multnomah Hotel, Portland, Ore., the 
day preceding the fourth annual Pacific 
Northwest Retail Jewelers Convention, 
held from the 10th to the 12th. 

Frank Enos of Sausalito, Calif., repre- 
sentative for J. R. Wood & Sons, formerly 
first vice president of the Ducks, was 
elected president for the ensuing year. 
He succeeds Curtis G. Halbert of Regal 
Rok Crystal & Dial Co., Portland. 

Other officers elected were: Serge Becker, 
Seattle, Girard-Perregaux representative, 
first vice president; Jack Epstein, Seattle, 
Bulova Watch Co., second vice president; 
Norman Friedman, Seattle, Jacques Kreis- 
ler Mfg. Co., secretary, and Gordon West, 
Seattle, The Parker Pen Co., treasurer. 

Ralph Erickson of Roy & Molin, Port- 
land, was named to the newly-created 
position of executive secretary. 


Rensie Gets OPS Approval 


Announcement was made March 13th 
by the Rensie Watch Co., Inc., 302 Fifth 
Ave., New York, that the Office of Price 
Stabilization has, by special order, per- 
mitted the firm to establish ceiling prices 
on their entire line of clocks to both 
jobbers and dealers. 

















Two New 


Eastern Star 
Rings 


Created by Gran 





HERE ARE TWO new exquisitely fashioned 
Eastern Star Rings for quick turnover. 
They are made with jewelled synthetic 
stone points radiating the 5 colors on a 
14K white gold Rhodium finished top 
which is encircled with rosettes that 
form a brilliant reflecting pattern. 
Shanks are 14K yellow gold. 

Also available with center plate for 
setting a diamond or alter. Gavels too 
can be applied for making them attrac- 
tive Past Matron rings. Your inquiry 
will receive prompt response. 


GRAN and COMPANY, Inc. 
546 So. Meridian St. * Indianapolis 25, Ind. 
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Advertised in Seventeen! The ankle bracelet 
that’s worn over bobby socks. A fast-selling 
profit-maker that starts teen traffic coming 
your way. Gold- or silver-tone, heart-shaped 
or round bangle. 












3 COSTS YOU 
$6.00 a doz. for a gross 
RETAILS or more 
FOR $6.75 a doz. for less than 
a gross 


The Albert S. Samuels Co., San Francisco jewelers, devoted their Market Street window to | 
this dramatic exhibit on watch repair and servicing. An electronic timing machine and an | 
automatic cleaning machine were teamed with a complete layout of watchmaker's tools and | 
other bench aids to emphasize the importance of scientific, professional care of a fine | 
watch. A number of the domestic and Swiss-made tools are used in servicing water-resistant | 

and other special feature timepieces. | 


plus 20% Fed. tax. 






or write for further information to 
BOBEN MFG. CO., Dept. J 
3015 Salena St., St. Louis, Mo. 
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This Entirely New Method of teaching 
Engraving is an innovation in Home 
Study Training. 


With the help of the “Silent Teacher”’ 
you can now learn the fine techniques 
of Engraving at Home—in your spare 
time. 


The “Silent Teacher” enables you to 
see your own errors... correct your 
own work... progress faster. 


The “Silent Teacher” is under the di- 


rection of GUSTAVE VAN ERP, Master 
Engraver, and originator of the method. 


Write for full information 


Kansas City School of Watchmaking 
Tracy & Admiral, Dept. E Kansas City 6, Missourl 
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importers of 


¥ ENGLISH CHINA 


and 
EARTHENWARE 
Stock and Import 














WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 











FONDEVILLE & CO., INC. 
149 Fifth Ave. New Yerk 10, N. Y. 
AL. 4-0104 











EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 











TEDMAN IMPORTING CO. 


225 Fifth Ave. Suite 829 
New York 10, New Yerk 


ROYAL CHELSEA 
ENGLISH BONE CHINA—EARTHENWARE 











MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware 
Royal CAULDON Bone China and Earthenware 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 








CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Stemware, Vases, Bowls 
AMERICAN MADE—Stemware and Drinking Accessories 
Send for new illustrated catalog 
R. F. BRODEGAARD & CO., Inc. 
225 FIFTH AVENUE NEW YORK 10, N. Y. 
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GRANAT GETS GLAMOROUS NEIGHBOR 








Granat Bros., Inc., San Francisco jewelers, acquired a new and pretentious neighbor on 

February 4th when. Saks Fifth Avenue opened a store in the edifice on the right above, 

| Crowds of people visited the new Saks store on opening day despite the fact that the 

| firm did not use any newspaper advertising to announce the event. The new store is located 
on. Grant Ave. at the corner of Maiden Lane. 





Sinkler and Blakinger 
Promoted at Hamilton 


The board of directors of the Hamilton 
Watch Co., on February 28th, elected 
Arthur B. Sinkler vice president and a 
director of the company. Mr. Sinkler, 
former assistant secretary and director of 
research, succeeds George P. Luckey, who 
was elevated to the presidency. 

Richard J. Blakinger, general counsel, 
was appointed by the board to succeed Mr. 
Sinkler as assistant secretary. 





A. B. SINKLER R. J. BLAKINGER 


V. P. in Charge Asst. Secy. and 


of Manufacturing General Counsel 


A native of Villanova, Pa., Mr. Sinkler 
has been with Hamilton since 1936. He 
started at Hamilton in the timing and cas- 
ing department; he was made a supervisor 
in the research-engineering section § in 
1940; foreman in assembly research in 
1946; director of quality in 1946; general 
manager of the defense order division in 
1950: and director of research in 1951. 

Mr. Blakinger, the new assistant secre- 
tary, has been general counsel for Hamil- 
ton since 1950. He is a graduate of Cornell 
College, Iowa and Northwestern University 
School of Law. He was previously asso- 
ciated with former U. S. Senator Scott W. 
Lucas (Ill.) as a legislative assistant. 
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Schwanke-Kasten Co. Appoints 
F. A. Schmitter Vice President 


Announcement of the appointment of 
Fred A. Schmitter as vice president of the 
Schwanke-Kasten Co., retail jewelers of 
Milwaukee, Wis., was made recently by 
William H. Schwanke, president of the 
firm. 

Mr. Schmitter is well-known in the fine 
jewelry field in Wisconsin as a designer 
and specialist in diamonds and platinum. 
He also specializes in the rebuilding of 
customers’ valuable old jewelry. 

A native of New York, Mr. Schmitter 
started his jewelry training in engraving 
with Wendell & Co., New York jewelry 
manufacturers, under the _ direction of 
William Morris. He continued work with 
this company in Chicago and Kansas City 
until he settled in Milwaukee 30 years ago. 
Mr. Schmitter was with the Alsted-Kasten 
Co., Milwaukee, when Mr. Schwanke pur. 
chased the firm in 1936, forming the 
Schwanke-Kasten Co. 


—_——— — -- 


Shyer Named to 
ANRJA Committee 


Harold L. Shyer, prominent jeweler of 
Nashville, Tenn., was appointed recently to 
the Trade Diversion Committee of the 
American National Retail Jewelers Asso 
ciation. 

Another honor was recently bestowed 
upon Mr. Shyer when he was appointed 4 
Colonel on the staff of the Governor of the 
State of Tennessee. 


Hoyt Marks 50th Anniversary 


An important milestone was observed 
March Ist by A. T. Hoyt, leading jewelet 
and optometrist of Moravia, N. Y. On that 
day, Mr. Hoyt celebrated the 50th am 
niversary of the founding of his business 
in that town. 
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April 


13-17—Northwest Gilt, Art and House- 
wares Show, Radisson Hotel, Minneapolis, 


Minn. ' a 

15-18—Pittsburgh Gift Show, William 
Penn Hotel, Pittsburgh, Pa. 

16—Massachusetts-Rhode Island Retail 
Jewelers Association, 37th Annual Conven- 
tion, Parker House, Boston, Mass. 

19—Diamond Peacock Club, Annual 
Dinner-Dance, Hotel Somerset, Boston, 
Mass. 

90-21—Oklahoma Retail Jewelers Asso- 
ciation and Oklahoma Horological Associa- 
tion, Joint Annual Convention, Skirvin 
Tower Hotel, Oklahoma City, Okla. 

90-22—-Michigan Retail Jewelers Asso- 
ciation, Annual Convention and Jewelry 
Exhibit, Grand Rapids, Mich. 

90-24—49th State Gift, Art and House- 
wares Show, Statler Hotel, St. Louis, Mo. 

20-21—Pennsylvania Retail Jewelers As- 
sociation, Annual Convention, Yorktowne 
Hotel, York, Pa. 

90-22—-Minnesota Retail Jewelers Asso- 
ciation, 48th Annual Convention, Hotel 
Nicolett, Minneapolis, Minn. 

27-28—Texas Retail Jewelers Associa- 
tion, Annual Convention, Shamrock Hotel, 
Houston, Texas. 

27-29—North Carolina-Virginia Retail 
Jewelers Association, Annual Convention, 
Robert E. Lee Hotel, Winston-Salem, 
N. C. 

27-29—-Wisconsin Retail Jewelers Asso- 
ciation, Annual Convention, Pfister Hotel, 


Milwaukee, Wis. 


May 


4-5—Maryland-Delaware-District of Co- 
lumbia Jewelers Association, 38th Annual 
Tri-State Convention, Emerson Hotel, Bal- 
timore, Md. 

4-6-—Florida Retail Jewelers Association, 
Annual Convention, Jacksonville, Fla. 

4-6—New York State Retail Jewelers 
Association, Annual Convention, Ten Eyck 
Hotel, Albany, N. Y. 

10-12—Horological Institute of America, 
Annual Convention, HIA Headquarters 
(817 14th St., N.W.) and National Acade- 
my of Science (21st and Constitution Ave., 
N.W.), Washington, D. C. 

11-12—Alabama Retail Jewelers Associa- 
tion, Annual Convention, Thomas Jeffer- 
son Hotel, Birmingham, Ala. 

18-23—New York Stationery Show, Hotel 
New Yorker, New York. 


June 


Lowe National Wholesale Jewelers Asso- 
Clation, 45th Annual Convention, Drake 


Hotel, Chicago, Ill. 
8—Jewelers Association of Greater Chi- 


cago, Silver Anniversary Dinner-Dance, 
Palmer House. Chicago, III. 
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14—Maiden Lane Outing Club, Annual 
Summer Outing, The “Greens,” Pleasant- 
dale, N. J. 

19—Golden Roosters of Chicago, Golf 
Outing and Picnic, Acacia Country Club. 

28-30—New Jersey Retail Jewelers Asso- 
ciation, Annual Convention, Hotel Tray- 
more, Atlantic City, N. J. 

29-30—New Hampshire Retail Jewelers 
Association, Annual Convention, Hotel 
Wentworth-by-the-Sea, Portsmouth, N. H. 


July 


6-11—New York Lamp Show, Hotel New 
Yorker, New York. 

12-14—United Horological Association 
of America, 19th Annual Convention, Hotel 
Lafayette, Long Beach, Calif. 

13-18—National China, Glass & Pottery 
Show, Hotel New Yorker, New York. 

20-23—-Southeastern China, Glass and 
Gift Show, Municipal Auditorium, At- 
lanta, Ga. 

20-25—35th California Gift Show, Mer- 
chandise Mart, Brack Shops, Biltmore and 
Alexandria Hotels and Individual Show- 
rooms, Los Angeles, Calif. 

27-31 — National Association of 
Credit Jewelers, Annual Convention 
and National Jewelry Fair, Conrad 
Hilton Hotel (formerly The Stevens), 
Chicago, Il. 

28-August 8—Chicago Gift Show, LaSalle 
Hotel and Palmer House, Chicago, III. 


August 


3-6—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

10-13—Pittsburgh Gift Show, William 
Penn Hotel, Pittsburgh, Pa. 

10-14—American National Retail 
Jewelers Association, Annual Conven- 
tion and Trade Show, Waldorf Astoria 
Hotel, New York City. 

17-20—California Retail Jewelers Asso- 
ciation, Annual Convention, Biltmore Ho- 
tel, Los Angeles, Calif. 

17-20— Western Jewelry, Silverware, 
China and Glass Show, Biltmore Hotel 
and Individual Showrooms, Los Angeles, 
Calif, 

17-21—Kansas City Gift Show, Muni- 
cipal Auditorium, Kansas City, Mo. 





Stein 
Promoted 
at Ronson 


HERBERT M. STEIN 


Named Asst. 
General Sales 
Manager 





Announcement of the appointment of 
Herbert M. Stein as assistant general sales 
manager for Ronson Art Metal Works, 
Inc., Newark, N. J., was made recently by 
John F. Des Reis, vice president in charge 
of sales. Mr. Stein, who has been with 
Ronson since 1949, was formerly assistant 
idvertising director of the company. 
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Selling The Repair Job 


The take-in man of a watch repair department must do a selling that 


is sometimes more difficult than actually selling jewelry store mer- 


chandise. This article reveals methods that have profited jewelers. 


eas the most difficult single thing 
about watch repairing is not doing the actual work— 
but is (1) getting the watch in the shop in the first 
place, and (2) being able to put your hand on the job 
any time it is called for. 

This is by way of stressing the importance of selling 
the repair job. And all jewelers agree that the take-in 
man must do a selling job which is sometimes even more 
dificult than selling merchandise. It is the general 
consensus that the take-in man has the most difficult job 
in the retail store. He must be a salesman, a technician, 
a psychologist, a diplomat, and a hard-headed business 
man. He must please his employer, his watchmakers, 
and his customers. It would be simple to set up a 
hypothetical take-in man, but he would probably bear 
little resemblance to the real thing. To find the real 
thing we decided to learn how other men do it. 

Our first interview was with the take-in man in a large 
store in a medium size city. He has a staff of several 
watchmakers who do the actual work, and one girl as- 
sistant. His job is to take in the work, examine it, esti- 
mate the price, book the job (make a record of the work 
and date of estimate) and place the watch in line for 
the shop. When the job comes back from the shop he 
checks it, sees that the band is in good working order, 
fresh cord if the old one is worn, a new crystal if needed, 
and calls the customer to report the watch ready to-de- 
liver. The general procedure is pretty much the same. 
Here is how he handles the details: 

“In handling a lot of work as we do, you must be able 
to do so with a minimum of time and a maximum of 
efficiency. This calls for a rigid procedure followed at 
all times. Nothing shakes a customer’s confidence like 
your inability to locate his watch instantly. To him 
that is the most important watch in the world. We want 
to keep it that way. 

“Therefore, our system is simplicity itself,” he says. 
“We use tags numbered in sequence. Number one goes 
on the first job of the New Year and we follow through 
numerically until December 31. With a stylus, we 
scratch the tag number in the back of the case, preced- 
ing it with a single digit denoting the year, like 0-145 
would be job number 145, the “0” meaning ’50. Next 
year it would be 1-145, etc. 

“During the rush hours there is little time to do any- 
thing except write names on tags and get on to the next 
one. Unless it is an obvious job such as a mainspring 
or the like, we ask for a chance to examine it before 
we quote a price. 

“When the rush lets up, we take the movement out 
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of the case, place the tag number in the case, and re- 
move the balance and the dial and hands so we can 
examine every part of the watch. Then we list the 
amount of work needed on the tag, and estimate the 
cost. When this is done, the watch goes to the esti- 
mate board from which either I or the assistant call the 
customer and give him the details. 

“If any selling is needed, we do that, too. But most 
of our customers bring their work here because they 
trust us for a fair job and a fair price. They are prob. 
ably either old customers or if new ones, they have been 
sent to us by other customers. We never advertise our 
repair department. 

“For years our guarantee period was one year. About 
three years back we, along with other jewelers in this 
town, reduced it to six months on both repair work and 
new watches. This change gave us some trouble with 
customers who had always had a one vear guarantee. 
With them we explain the reasons back of the change, 
such as the necessary care for the small precision 
watches of today. If they remain too persistent, we take 
care of the job for them, explaining that we are doing 
so because of the misunderstanding.” 

This man makes the whole procedure sound quite 
routine and is probably not even aware of the real 
psychology he uses on his customers. If he was not, 
we called on another who was. These two stores are 
about the same in volume of work. both using several 
watchmakers. In store number two, there is a watch- 
maker assistant to the take-in man as well as a girl who 
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5-3-L46 Sold 6 Mo. Guarantee 
7-4-6 Order Clean Mepg 11.00 
8-12-50 * * Staff 13.50 








An example of the record used in an efficient repair department. 
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cleans dials, changes cords, and does other odd jobs not 
expected of the more expensive watchmakers. But from 
here on, the routine becomes entirely different. 

However, here, too, there is a regular routine. The 
take-in man is near the front door. When the customer 
brings in the watch, they look it over immediately and 
give a price right there while the customer waits. 

“It takes so very little time,” he explained to me, “to 
look the job over and give a price that we believe it best 
to do this while the customer looks on. If he wants to 
know what it needs, we tell him and if necessary we 
show him what we are talking about. There are other 
considerations, too. It enables us to talk to the customer 
in person. We find we get better and quicker results 
this way than over the phone. In using the phone, we 
find the customer frequently cannot be reached. If a 
man, he is at the office or wherever he works. If a 
woman, she, too, may be working or out shopping or 
attending some social function and thus be hard to lo- 
cate. So we call and call, taking up a lot of our help’s 
time without getting results. 

“Then by giving them the story while they wait, we 
get them while they are in the mood to have the job done. 
They have not yet got used to getting along without their 
watch. And this is important. 


NEVER QUOTE ROUND FIGURES 


“Another bit of sales psychology we use on the cus- 
tomer is to never quote round figures. That is, we never 
say a job will cost $10. Instead, we say $10.50. 

“Ten dollars sounds too much like a good round 
figure to cover everything. For that reason we believe, 
and we have proved it here many times, they will pay 
$10.50 just as quickly and feel better about doing so. 

“We inspect the crystal, the dial and the band care- 
fully. These things are important to the appearance of 
the watch and may prevent its being lost because of a 
faulty band. Then we pick up many extra dollars in 
dial refinishing, replacing cracked or scratched crystals. 
A badly discolored dial can be completely refinished at 
a cost of only two-fifty to the customer. We keep new 
bands on display right under the watch take-in depart- 
ment. If the band is in bad condition or shows signs of 
wear, we suggest a new one will add to the appearance 
and the safety of the watch. 

“This sells a lot of bands. Most people want a watch 
to keep time, but it is also a piece of personal adornment. 
They want it to lock pretty as well. And that is just 
about as important as having it keep time. All cases 
must be polished carefully, of course.” 

This covers the taking-in process generally, but it does 
not give details on keeping track of one watch when 
hundreds are handled every day. That is important, 
too. So we asked another question. 

“How do you handle the watch after it comes into 
the store?” 

“We have our own system for this,” he said, “As | 
said, we quote the price for the complete job, and we 
usually do not. do half jobs. By that I mean if a watch 
comes in for a staff and we can see by its condition it 
will not give service without putting in order, we do not 
take it for a staff only, as some places do. That way 
kills too much time and does not make satisfied custom- 
ers. They soon forget the price if it gives good service. 
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They never forget the price if it does not. 

“So we usually put it in order along with whatever; re. 
pairs are needed. Say it needs a staff and clean and 
good order. We make a flat charge of $12.50. This we 
call a Good Order job, provided we find it does not need 
anything else. Should the mainspring have to be re. 
placed, as they usually do, we go ahead with it at the 
price quoted. After we have quoted a price, we try to 
stick with it. 

‘After we have looked it over and quoted a price we 
believe it very bad policy to call again and tell him we 
have found more work is needed and charge more for 
the job. If we make a mistake we take the loss. For. 
that reason we try to be very accurate in estimating our 


jobs. 


SIMPLE JOB ROUTING PROCEDURE 


‘As for the routine here, that is quite simple The first 
time we get a job, we place a number in the back of 
the case. This is the only number we ever assign that 
job. In addition we use numbered tags just to keep a 
tracer on the job at all times. When we assign the 
original number that number is listed on a card along 
with the customers name, address, phone number and 
the type and size of watch. Each succeeding job and 
the date it was done is entered on this card which re. 
mains in our file. We cross index the names and job 
numbers. so we can trace it from either the name or 
the number. A complete record or all future jobs on 
this watch is kept on this card. When the watch is de- 
livered, the card is filed away in the “delivered” file. 
After the guarantee period has expired, we send out 
cards suggesting it is time to have the watch checked 
over again. You can see the many possibilities here. 

‘Each time a watch comes in, we place another num- 
bered tag on it carrying the name and address. The 
usual records are made on the original card, and we use 
the number on the tag as a tracer. If the last digit is a 
9, say, we assign that particular watch to compartment 
9 on our “do it” board. We follow through on the 9 
all the way through the shop and back to the finished 
board. 

“When the watch comes down from the shop, it is 
checked off on the master card and again placed in com- 
partment 9 awaiting delivery. The master card shows 
us where it is at all times. In one minute we can put 
our hand on any watch called for. 

“After the watch has been delivered, the card is placed 
in the “delivered” file where we can reach it should the 
job come back for any reason. We do get the card and 
right before the customer we show him when it was 
repaired, what was done, and how much was charged 
for the job. If it is covered by our guarantee, there is 
no question about our taking care of it without charge. 
If it is not covered by our guarantee, we show him why 
it is not as compared with the date of the last work and 
the work done at that time. He cannot deny the record. 
We also know, by the master card, which workman did 
the work before.” 

So much for the routine of the bigger stores. How 
about the smaller stores where one man takes in the 
work, does it and delivers it in person? How does he 
operate? To learn his methods, we called on the small 

(Please turn to page 238) 
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For birthdays and graduation feature the 
sensationally successful BELWYN. 
Bell alarm. Popular Belwyn-6 Assortment 
: features 6 clocks — one each in blond, 

we SPLE START - maple and mahogany finish, plain dial, 

W OBRERRATING PRR wedizt 38 TRiasTiMN retail $8.907; plus same three finishes, 
ke OWES OF Rae Hegeayy OR ar: PG luminous, retail $9.90*. Sales-building, 

permanent-type display 
FREE of extra charge. 
Order now — supply limited. 
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A superb bridal gift— the DYNAIRE. 

, Symbolizes latest in modern design... 

ey oa pertect on top of a television set. Blond 
or mahogany finish. Retails for $19.85T 
electric; $24.907 8-day key wind. 








For Father’s day suggest the BAXTER. A sleek, modern 
desk clock characterized by its smart appearance and 


versatility. Blond, mahogany, chinese red. or 
ebony finishes. Electric, retails for $24.90T. a 
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FIELDSTON 


Designed. fee tordaag a huang 


Thrilling anniversary gift— the New FIELDSTON. 
Compact, hour and half-hour strike clock. 
Mahogany finish highlighted by decorative design in 
tooled 16K gold leaf. Dial in mat silverplate with 
applied numerals and distinctive hands of 

bright polished brass. Electric or 8-day key-wind to 
retail at $35.007. Blue satin and gold background 
banner display, as shown, included FREE of 

extra charge with your Fieldston purchase. 


‘THESE FOUR CLOCKS, styled in the contemporary manner 
with an eye towards today’s smaller-roomed homes, will be 
heavily promoted in Seth Thomas* advertising this Spring 

in Lapres HoME JourNAL, BETTER HoMEs & GARDENS, 

and THE Brive’'s MAGAZINE. 


Cash in on the interest this advertising will create. 
Tie your store in at the local level. Display, feature, 
suggest and sell Seth Thomas Clocks. 
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Division General Time Corp. 
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NGINE-TURNED CASES—What was the year when 
engine-turned work was first done on watch cases? 
(Question No. 6127) R. A. 

A nswer—About this, we will say that the inventor of 
engine-turning, or the exact date when it was first intro- 
duced, are not known. Some historians say that one 
Francois Guerint of Geneva, Switzerland, invented the 
process and began its practice in 1770. But there are 
examples of it that were assuredly done as early as 1670, 
by some sort of attachment to lathes that actuated a cut- 
ting tool for simply the “barleycorning,” from which all 
other forms of engine-turning were developed. 

We can say, however, that the beginning of this type 
of decoration on watch cases was not earlier than about 
1770; and during the next 20 years, examples of engine- 
turning on watch cases were very rare. Between 1790 
and 1800 the use of engine turning on watch cases and 
dials very rapidly increased and became popular. With 
the decline in production of pocket watches, replaced so 
largely by bracelet watches since about 1910, the use of 
engine-turning on watches declined in proportion. There 
is no suitable place for such decoration on wrist watch 
cases, the backs of these being best left smooth. 


EMAGNETIZING HAIRSPRINGS—How can I de- 

magnetize these new watches with hairsprings of 
white color, and balances all in one piece, not bimetallic? 
I have practically burned out a demagnetizer trying to 
do this, but I don’t get good results. (Question No. 6128) 
K. B. 

Answer—You are really asking a very odd question. 
If we understand your description clearly, the balances 
and hairsprings mentioned are supposed to be non-mag- 
netic or anti-magnetic; so it is an odd circumstance that 
you should find such material magnetized at all. Then, 
you do not say anything about your instrument or meth- 
ods of using it for demagnetizing; but we will be glad to 
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try to help you if you will write again and give us all 
the information possible, such as what makes and models 
of watches are you having this trouble with? What kind 
of a demagnetizer do you use, and how do you put the 
work through it? What means do you use for testing for 
magnetism ? 

Please make the information as complete and detailed 
as possible, and we will try to give you some suggestions 
of what is wrong and what to do about it. 


EMOVING CORROSION—A customer, an antique 

collector, has an old brass bowl she wants polished. 
It is deeply corroded. The surfaces are smooth, not 
chased. Is there some chemical process that would remove 
corrosion? (Question No. 6129) L. M. 

Answer—Any preliminary chemical treatment would 
have to be followed by an abrasive operation; and we 
believe that to start with the grinding operation, might 
save time and bother. all-in-all. 

You could use any coarse grinding powder on a felt 
buff on your jeweler’s lathe, to start with. Medium grain- 
size emery, or carborundum powder, can be bought @ 
jewelers’ supply houses anywhere. Select felt buffs that 
will reach the surfaces of the job conveniently. Apply oil 
and abrasive to the buff and grind until the brass metal 
is clearly exposed all over the surface of the bowl. Then 
follow with one or more successive grindings with finer 
grain abrasive, the last being jewelers’ cake Tripoli. The 
highest polishing could be given after this, with rouge, 
at first used on a felt buff. and finally on a soft rag buff. 


LOCK PARTS—Where can we buy new parts for a 
clock that has no name on the plates, but on a brass 
block, part of the regulator, is stamped “L. Brocot, 
S.G.D.G.” (Question No. 6130) B. D. 
Answer—the inscription that you quote, “L. Brocot, 
S.G.D.G.” is a reference only to the French and Swiss 
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INSTALLMENT PAYMENTS are mechanically posted to both the cus- 
tomer’s and store’s record in a few seconds. 


ie oN 
>. i me 
™ oS 


A NATIONAL CASH AND CREDIT CONTROL machine provides 3 impor- 
tant advantages: speed, accuracy and protection for both customer 
and owner. 
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“Our National Cash and Credit Control Machine 


saves us *2,080 a year 








... that’s why we bought four more !” 











MR. W. H. LEONARD, JR. 
owner of Leonard Jewelry, 
Salisbury, North 

Carolina. 


“Our National Sales Register, 
installed in our main store, made 
a marked difference in the econ- 
omy and efficiency of our 
operation. 

“We are now enjoying time- 
and-money-saving advantages 
we never thought possible. We 
save over half the time we used 
to spend in balancing out at the 
end of each day. Under the old 
system it was not possible to 
get important information until 
the following day. With our 
National System, we get it me- 


chanically ... the same day. 
_ “We now save one person’s full time from bookkeep- 
ing duties, which results in a net saving of $2,080 


& year. 


“With these substantial savings and increased oper- 
ating efficiency in our main store, we decided to in- 
stall a National System in each of our 4 other stores. 
We sincerely recommend a National System to any- 
one who owns a jewelry store.” 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO — 
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Jewelers handle a variety of transactions . . . cash, 
charge, layaway, installment, budget account, and de- 
ferred payment plans. These can. be complicated and 
costly . .. or they can be handled with speed at 
low cost. 

Mr. Leonard is one of thousands of jewelers who 
agree that a National System answers any jeweler’s 
record-keeping problems. 

If you, too, want to improve your control over ac- 
counts and collections .. . eliminate slow, costly and 
sometimes inaccurate back-office posting .. . and re- 
duce errors .. . call your National representative. He 
will gladly survey your present methods and then give 
you a confidential report on the savings you may 
expect. Why not call him today? 





CASH REGISTERS * ADDING MACHINES 
ACCOUNTING MACHINES 
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patents held by Brocot for a long time on the regulator 
arrangement that is in your clock. It does not have any 
meaning as to the identity of the maker of the clock; 
many clockmakers used Brocot’s patent, on royalty pay- 
ments to him. Even so, French clocks were not “mass 
produced” with manufacturers supplying duplicate repair 
parts. 

Some importers like F. J. Boesse & Company, Inc., 9 
Rockefeller Plaza. New York 20, N. Y., or Buhl, Peer, 
& Keefe, 131 E. Chestnut Street, Lancaster, Pa., some- 
times have certain of the parts of French clocks in stock 
“‘in-the-rough” that may be bought and filed or turned to 
fit the job. We suggest that you write to these firms and 
see whether they can supply parts that you could alter to 
fit. Otherwise, you could have any parts made outrighi 
by qualified trade shop services whose addresses you may 
find in the advertising columns of Jewelers’ Circular-Key- 
stone. 


TAL NUMBERS—When was the change made in 

numbering clock and watch dials, in the figure for 
“four,” from the old IIII to the modern IV? (Question 
No. 6131) L. C. 


Answer—We will say that on dials with Roman 
numerals, from the very earliest time down to our own 
days, the form IIIf has been used almost exclusively for 
“four” on dials; so that there never has been the change 
mentioned; there are very few examples of using IV on 


clocks or watches, from about 1450 down to 1950, The 
reason for the preference for III is that it gives the dial 
a better appearance; the numerals all around the Circle 
are more uniform in bulk or weight, as it were. 
Another way of saying it is that if IV is used instead 
of III, then the dial looks out-of-balance, as IV js ,, 
light-looking as opposite to VII and VIII on the othe, 
side of the dial. Anyone can see, by looking at watche 
and clocks with Roman dials in jewelry store stocks, tha 


these practically all have IIIT instead of IV. 


ING REMOVER—We have heard that there js , 

chemical which will dissolve a gold ring off a finge; 
without hurting the flesh. Is there any such solution? 
(Question No. 6132) P. N. 

Answer—Corrosive liquid of any kind that could 
dissolve a metal ring would surely destroy the finger 
wearing the ring, long before much damage would he 
done to the ring. If the problem here is how to remove 
a ring that has become tightened, perhaps on a swollen 
finger, that has to be done by introducing a thin protec. 
tive slip of metal or other material, between the finger 
and the ring, and then sawing the ring through with a 
jeweler’s saw. There are also special tools for removing 
rings, of several designs and manufactures, that can be 
obtained from dealers in jewelers’ supplies. The work 
has to be done in any case by mechanical means. 





Selling the Repair Job 
(From page 234) 


store with a reputation of doing good work and han- 
dling good merchandise. Here is his report on watch 
repairs: 

“Being small,” he says, “we have smaller problems 
but to us they are nonetheless real because of that. We 
have a good reputation for repairs because we handle 
them in a businesslike manner. 

“When the customer enters we always, no matter how 
busy we are, look up and greet him or her in an ap- 
propriate manner. We never ignore the customer be- 
cause we depend on him for our living. If we are busy 
and cannot wait on him at the moment, we say so and 
ask that they wait until we can do so. This puts them 
at ease as they are aware that they are not being ignored. 

“The moment we can get to that customer, we speak to 
him again, calling him by name if possible. We take 
the watch as they pass it over and then we let them ex- 
plain what they want, or what the trouble seems to be. 
They all like to speculate on their watch trouble. They 
seldom have any real idea of the trouble, but they think 
they do and that is important to them. Usually we try 
to examine it while they are explaining. 

“When we have finished the examination, we explain 
briefly what the trouble is and what the charge will be 
and tell them when we can have it finished. You see, 
we cover their questions before they ask them. This 
confidence and assumption gets many jobs for us. By 
answering their questions before they ask them we are 
using one of the oldest tricks in selling. Should they 
question our charges, we go into some detail. Here is 
an example. 
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“We list everything needed individually. Like this: 





Order & Clean ................. $7.50 
ee 5.00 
ME ae id . Do ie ga te alent enna. 0 2.50 

$15.00 


“Then we point out that to do any single job listed 
here, we must take down the moveiment completely. 
Therefore, we will save considerable time by doing the 
complete job at once, and explain that all jobs are needed 
for good service. For that reason, we quote him a price 
of just $13.50 for the complete job. 

“He can see that he is making a saving of $1.50. 

“If the watch has rusty parts that can be cleaned and 
re-used, we tell him truthfully that at the present time 
the rust has not reached the stage that it simply must be 
replaced, but we point out that rust keeps eating pits 
into fine steel parts and eventually they will have to be 
replaced at a much greater cost. 

“In short, we truthfully explain that to have the work 
done before it gets worse is a simple matter of economy. 
You see we just use common sense in such matters. We 
never find it necessary or advisable to oversell a job o 
make false statements concerning a job. If his watch 
needs little work, we tell him so and charge only fot 
what is needed and what is done. There is no othe! 
way.” 

Thus we find that three stores use different methods 
to obtain the same net result. Get the job in the first 
place, handle it efficiently while it is in the store, deliver 
it at a price that will enable the department to show 4 
small profit for the year. 

There are perhaps as many ways of doing it as theré 
are men to handle such jobs. How do you do it? 
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Ot pays XD Mod enibye — 


the butcher, the baker, the cocktail maker 








Florist W. R. Shackelford, Wilkins- 
burg, Pa.: 


“Our business has more than 
doubled in our new store! The Pitts- 
burgh front is the talk of the town.” 


Women’s apparel store co-owners 
Sam Prago and A. Guyes, Greens- 
boro, N. C.: 


“Since modernizing four months ago 
we have found that business is run- 
ning 20 to 25% betier, in compari- 
son with the same period in 1950. 
We are well satisfied.”’ 


Furniture store owner J. H. Biggar, 
Pasadena, Calif.: 


“Our new exterior has attracted 
people from all over Southern Cali- 
fornia to Biggar’s . . . we believe 
the fact that the number of em- 
ployees doubled from 65 in 1946 to 
130 in 1951 is significant.” 


proved it...with increased sales! 


And so did all the progressive merchants shown here. They 
modernized their places of business with Pittsburgh Store 
Fronts and Interiors ... and here’s what they say: 


Restaurant-bar owner Louis Fratan- 
gelo, Pittsburgh, Pa.: 


“Since the installation of the new 
Pittsburgh front business has _ in- 
creased 30% and employee morale 
and working efficiency is at a new 


high.” 


Hardware store president John Sell, 
Pittsburg, Kansas.: 


“What our new front did for our 
business is almost unbelievable, 
and we had to employ more sales 
people to take care of the increased 
business.” 


Grocer Harvey C. J. Deiley (shown, 
center, with partners) Allentown, 
Pa.: 


“We have found that our business 
has improved beyond expectations 
as a result of our new store front. 
It is a very attractive one and ex- 
ceeds our fondest dreams as to ap- 
pearance and pulling power.” 














hen you modernize your estab- 

lishment for better business, 
consider the advantages of using Pitts- 
burgh modernization materials . . . 
the leaders in the field. The line in- 
cludes such eye-catching products as 
Polished Plate Glass; Twindow— 


Pittsburgh’s window with built-in 


‘4 





Store Fronts 
and Interiors 
by Pittsburgh 





= 





PAINTS 


PITTSBURGH 


FOR APRIL, 1952 


insulation: Carrara Structural Glass in 
ten handsome colors: lustrous Pittco 
Store Front Metal: beautiful. clear 
Mirrors; and many other quality prod- 
ucts that will help give your place of 
business a new sales personality . . . 
inside as well as outside. 

For information about the complete 











PAATR. 


Look That Sells.’”’ 


sells ee 


GLASS 


line of Pittsburgh Products, and for 
photographic examples of how other 
merchants have used Pittsburgh Prod- 
ucts tocreate sales-winning store fronts 
and interiors. send for our booklet, 
“How To Give Your Store The Look 
That Sells.” It’s yours for the asking. 
Just return the coupon. 


Pittsburgh Plate Glass Company 
2079-2 Grant Building, Pittsburgh 19, Pa. 


e) 
il Without obligation on my part, please send me a FREE copy of 


; rH eed > ) 
a MONE 
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| 
your modernization booklet, ‘‘How To Give Your Store The | 
| 
| 
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"Golden Comet’ Display | General Mills Offers New Elgin Package 
introduced by Kreisler | Special ‘Package Deal!’ For ‘Color’ Watches 
| A new “package deal,” which offers the 
_ Tru-Heat iron and the Betty Crocker pic- 
ture cook book for the price of the iron 
alone, has been announced by John A. 
Sullivan, vice president of General Mills 
| Home Appliance division. 
| The cook book, which broke all records 
for book sales last year, sells for $3.50, so 
retailers will offer an $18.45 value for 
$14.95. A powerful 3-phase advertising 
schedule is planned including television, 
y radio, newspapers and magazines. 
7 hiwk Ph : wien 
8 Bulova Distributes 
; Easel Display Unit Elgin National Watch Co. has designed 
, “Golden Comet” watchband display by a pearl gray plastic box lined with gray 
te Jacques Kreisler designed for the firm’s felt and satin, in which tongue end of the 
of new man’s expansion watchband. The | b attachment fits under the pad. The package 
| “Comet” is shown in its tailored style Bian \\ Beef is being used first for the company’s new 
7 as the tail on a comet circling the earth. ‘er 2 “color” watches, twin Lord Elgins with 
7 Clear blue forms the sky background while | matched dial and strap treatment—one in 
the lettering and stars are gold. Sturdy black, the other in lemon. Each watch 
oe | and durable, the display is mounted on a retails for $87.50. federal tax included. 
a heavy piece of oak-imprinted cardboard. 
7 | General Electric Issues 
Danecraft Issues | Consumer Instruction Booklet 
. Anniversary Catalog | General Electric, in cooperation with the 
} Felch & Co., makers of Danecraft Ster- Manhattan Shirt Co., has prepared an 
ling Silver Jewelry, has issued its anniver- illustrated booklet on how best to wash 
| sary catalog to aid retailers who are in and iron a man’s shirt. Twenty-four pages 
ft need of a handy reference manual. This ee long, the two-color booklet traces the 
: catalog, 84%” x 11”, contains approxi- | Ses course of a shirt from inital preparations 
. mately 100 pages of clear illustrations of | Bulova Watch Co. ” distributing to its for washing through to ironing and fold- 
the firm’s line of originals by Primavera | dealers for Mother's Day this full color ae. 
‘o for 1952. A free copy may be obtained easel display rite In addition to pet The booklet is ly being mad 
at ~ P’ : nently mentioning May IIth as Mother's € booklet is currently being made 
ner by writing to Felch & Co., Inc., 25-29 | Day the display focuses attention on the available to distributors and dealers of 
. Bucklin St., Providence 7, R. I. | Bulova watch. General Electric housewares. 





Effort of Four Advertisers Combined in Cooperative Tableware Promotion 
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Z REED: BARTON Rawat Doutten \ wloria 
- ail 
For the first time in the tablewares field, a group of leading adver- & Barton, Royal Doulton dinnerware, Fostoria crystal, and Kaye 
tisers combines its efforts in an impressive promotion appearing in Walt table cloths and mats. The campaign stresses the fact that 
the April issue of House Beautiful. Consecutive 4-color pages featur- regardless of pattern, fine quality accessories such as those of the 


ing modern table settings include Florentine Lace sterling by Reed joint sponsors are beautiful and correct. 
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e Protect your health 
e Keep clothing and workshop clean 


















Let my “Lungs” 
breathe your dusts! 





» Recover precious metals 
» Get faster, better grinding 


and polishing 


HE Leiman high-suction system acts as power- 
ful “lungs”, removing all dangerous grinding 
dusts and polishing particles at the source. Sur- 
roundings are clean and safe for you and your 


LEIMAN 


““ALL-IN-ONE’’ UNIT 


MODEL 47F. Needs only 18 x 
29 inches floor space. Ideal 
for small shop, small work or 
restricted space. Has 1/3 
h.p. motor for wheels or buffs 
up to 4"'. Also V h.p. in- 
terior motor, suction fans and 
dust collectors. Adjustable 
dust hoods have wet pumice 
pans and electric light sock- 
ets. Very quiet running. May 
be used with your own polish- 


GRINDER-POLISHER 
DUST COLLECTOR 

















MODEL A. Needs only 2 x 4 
foot floor space. Top produc- 
tion machine for all classes of 
jewelry and silver work. Ac- 
commodates two wheels or 
buffs up to 8°". Dust hoods, 
with electric light sockets. 
Available either with '/2 h.p., 
110 volt motor or 1 h.p., 220 
volt motor. Two dust collect- 
ing cabinets permit separate 
collection of gold, platinum 





workers. Put in a modern, inexpensive Leiman 
“all-in-one” unit and enjoy dependable protection 
and production for years and years, 


ing motor. Plugs into any or other dust for recovery. 


standard 110 volt outlet. 











171 Christie St. 
Newark 5, N. J. 


WRITE FOR FREE DETAILED BULLETIN show- 
ing various models and prices. No obligation. 














WATCHMAKERS + JEWELERS | 
ENGRAVERS « INSTRUMENT MAKERS | 


MODERN WATCH REPAIRING TO PERFECTION 
Efficient—Fast—Inexpensive Service 
REQUEST TRADE PRICE LIST AND FREE SHIPPING LABELS 


Also: Jewelry—Clock Repairing—Special Order Work 
WE CARRY: 


All imported & American Tools, equipment, materials, move- 
ments, cases, attachments, all jewelers findings and sundries. 
All books on Watch-Clockmaking, Jewelry, Engraving, etc. 
SPECIFY your requirements for FREE information. 





gual 
WE, PAY MORE FOR YOUR 











LATEST enlarged catalog on all dress and service watches; all clocks: 
cuckoo clocks; watch bracelets. Write for your FREE copy today! | 
JUST OUT: Request latest "BARGAIN FOLDER 52" on imported and 
domestic tools and materials for big savings. | 
SPECIAL SALE ON ALL KINDS OF GRAVERS | 
4 QUICK MAIL ORDER SERVICE 
Member of Jewelers’ Board of Trade 


| 
MODERN TECHNICAL SUPPLY CO. | 
| 





we recover 


MORE 


from it 
WILLIAMS exclusive Dyna-flo 


process recovers MORE 








Wholesaler & Importer 


Dept. 4-JCK; 55 W. 42nd Street New York 36, N. Y. 














oo ae . “ | GOLD PALLADIUM 
(} a PLATINUM SILVER 
| than any other known method 


of refining. 

That’s why Williams pays you 
more for every ounce of 
grindings, filings, sweepings, 
polishings, watch cases and 
dust. A broad statement? Let 
us prove it! Send us a trial 
shipment NOW. Prompt cash 
returns, 


WILLIAMS GotpD REFINING CO., INC. 


BUFFALO 14, N. Y 
HAVANA, CUBA 


MOST WIDELY USED 
WATCH AND CLOCK OILS 





2978 MAIN ST., 
FORT ERIE, ONT 
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Suggested Window Display for the Silver Fashion Parade 
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A promotional plan designed to increase 
jewelry store traffic during the Silver 
Fashion Parade, April 24 through May 3, 
has been offered dealers by The Inter- 
national Silver Co. The plan is_ built 
around a woman’s interest in all fashions 
and an opportunity to vote for a favorite 
pattern—plus a free gift for all those who 
participate. 

The company suggests, “Fashion in silver 
is patterns; therefore, we suggest that a 








| 


VOTE FOR YOUR FAVORITE 
PATTERN AND RECEIVE... 


OS FREE SILVER POLISI 


COME IN NOW ! 


dealer arrange a Silver Fashion Parade of 
all the patterns he carries in stock. To 
induce people to enter the store and vote, 
something more than an_ invitation § is 
As a reward for registering their 
favorite pattern, we suggest the dealer 
offer free a one-ounce bottle of Interna- 
tional Silver Polish.” 

Above, one of several window displays 
suggested by International for dealer pro- 
motion during Silver Fashion Parade. 


needed. 





Point-of-Sale Aid 
Offered by Gruen Watch 
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For its big Spring Autowind Watch pro- 
motion The Gruen Watch Co. is offering 
this new motion display lithographed in 
full color with 3-dimensional die-cut de- 
sign. It operates on a simple battery. 
There are no wires, nothing to plug in. 

Other dealer aids to help Gruen jewelers 
make the most of this promotion include: 
window cards and streamers, self-mailing 
folders, newspaper mats and_ specially- 
designed Autowind Watch boxes. 


Correction 


On page 227 in the February issue of 
JC-K it was incorrectly reported that 
Gemex was celebrating its 25th anniver- 
sary. It should read 35th anniversary. 
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New Southern Distributors 
Appointed by Arvin 


Three new southern distributors have 
been appointed by Arvin Industries, Inc., 
according to Raymond P. Spellman, sales 
manager of the radio and television divi- 
sion. 

Adams Sales Co., Inc., 424 East Com- 
merce St., San Antonio will handle Arvin 
radio and television distribution in San 
Antonio and adjoining counties in south 
central Texas. Appliances, Inc., 501 Stewart 
St., S.W., Atlanta, has been granted the 
franchise for the state of Georgia. 

Wheeling, West Virginia and surround- 
ing communities will be supplied from 
now on by the Earle Rogers Co., 12th 
and Main Sts. 


1847 Rogers Bros. Plans 
Spring Advertising Campaign 


A new advertising and merchandising 
campaign, built around the theme, “Buy 
The Set To Fit Your Needs,” will be con- 
ducted this spring by the 1847 Rogers Bros. 
division of The International Silver Co. 


The campaign—aimed at selling women 
that 1847 Rogers Bros. has a service for 
every family need—will open formally with 
a two-page, four-color spread in the April 
14 issue of Life magazine. It will be con- 
tinued through the Silver Fashion Parade 
and the June wedding and graduation gift 
seasons, 

A complete set of newspaper mats for 
dealer use at the retail level has been 
prepared. These mats tie-in with the Life 
magazine spread. 











Columbia Diamond Rings 
Announces Plans for "52 


During the annual sales meeting held 
at the Columbia “Tru-Fit” Diamond Ring 
office in Long Island City, C., Benjamin 
Axel, vice president, announced to his 
national sales staff force the company’s 
greatly expanded plans for 1952. In addj. 
tion to the new series of Columbia “Tru- 
Fit” Diamond Rings with the exclusive 
feature that assures perfect fit of a diamond 
ring, the line will include traffic-building 
promotional numbers. 

The entire line of “Columbia,” “Lady 
America” and “Tru-Fit” diamond rings 
will be backed by an intensive ad cam. 
paign, including contests and promotions. 


Mat Service Available 
For Benrus 'Sweetheart' 


The Benrus Watch Co. recently released 
its mat service for the new series of Benrus 
“Sweetheart” watches. Featuring a striking 
two-color cover, the service includes a series 
of hard-hitting, hard-selling mats in all 
sizes. 
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Early reports from salesmen in the field 
indicate that the Benrus “Sweethearts,” 
priced from $39.75 to $71.80 in models for 
both men and women, have been well 
received. 

According to Harvey Bond, Benrus Ad- 
vertising Manager, copies of the new 
“Sweetheart” mat service may be obtained 
by writing to the Benrus Watch Co., 200 
Hudson St., New York City. 


Shriro Expands Watch Line 
And Ad Program for 1952 


Returning from a flying trip to Switzer 
land, Morris Feldman, vice president of 
Shriro Watch Inc., announced the greatly 
expanded merchandising and promotion 
plans for Sandoz watches. The line will 
include extra-thin, smart ladies’ and men$ 
water resistant watches in stainless steé 
gold-filled and solid gold cases. 
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silver Promotion Material 
Prepared by Heirloom 


The Heirloom Sterling line of Oneida 
Ltd. is offering to dealers a comprehensive 
selection of promotion material. Included 
are mats, radio scripts, booklets, letter 
suggestions, etc., for an Educational Pro- 
cram Promotion and a Graduation Tea- 
spoon Promotion. 

Part of the educational promotion is the 
“Silverscope,’ a concise booklet which 
serves as a table setting guide. It is 
available with store imprint at $.20 for 
each standard edition and at $.50 for the 
deluxe edition. “Silverscope” contains an 
illustrated wheel chart showing the correct 
place settings for formal and_ informal 
dinner, luncheon, breakfast, tea and buffet. 
It is ideal for distribution to home eco- 
nomic teachers, students and sterling 
prospects. 

The Graduation Teaspoon Promotion in- 
cludes a complete display ensemble, cor- 
sages, suggested congratulatory letters to 
sraduates, gift cards, newspaper mats, 
radio spots and publicity releases, and 
other promotion aids. 


—__________._. 


Imaginative Window Display 
Promotes Rolex Watches 





Rolex Watches were given an imagina- 
tive window display treatment by Tourneau 
Inc. New York jewelers. 

This unusual display was created by 
Rolex to leave with the potential customer 
three individual and important thoughts: 
Rolex is a highly stylized watch; Rolex 
is an incomparable timepiece; Rolex is a 
fine, dignified product. : 


Zippo Launches Biggest 
Ad Drive in Its History 


The Zippo Mfg. Co. will launch the 
largest advertising campaign in its history 
this year to promote its line of windproof 
pocket lighters. Life, Look, and The Sat- 
urday Evening Post will carry half-page, 
black and white insertions which will ap- 
pear with greater frequency each month 
through August. 

The copy theme will continue to popu- 
larize the slogan, “Why Zip, Zip, Zip When 
One Zip Does It.” 
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Anson ‘Sweetheart Ident’ Features Heart Charm 
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Anson's new ‘Sweetheart Ident" bracelet features a detachable heart charm added to the 

now familiar identification bracelet. The hearts, as well as the bracelets themselves, are 

sterling silver and are available either plain or with the insignia of the various branches of 

the military service. Anson's “Sweetheart Idents" are available in an assorted group set in 
a full-color display tray that is free with the assortment. 





Wooden Pennant Display Unit 
Available to Ronson Dealers 





Among the latest designs in point-of-sale 
displays by Ronson Art Metal Works, Inc., 
this wooden pennant unit is now available 
to Ronson dealers. Ideal for window 
placement, this attention-commanding dis- 
play is only 10 in. long by 4 in. wide by 
10% in. high. 


Dual-Purpose Display Box 
Prepared for Feature Lock 





Henry Peterson, President of Feature 
Ring Co., has announced that the firm’s 
new two-purpose box is ready for distri- 
bution through Feature Lock wholesalers. 





Father's Day Council 
Releases De Luxe Display 


The Father’s Day Council announces an 
imposing new de luxe three dimensional 
unit for Father's Day, June 15. This dis- 
play is centered arounfl the full-colored 
reproduction of the official Father's Day 
painting. 





Imitation flowers and ivy add touches 
of color and depth to the unit. “Father’s 
Day” copy card and panel are silk-screened 
on cardboard and are removable to enable 
dealers to use the display as the feature 
attraction for a Father’s Day promotion 
and throughout the summer season when 
copy is removed. 

To order this write to Father’s Day 
De Luxe Displays, 50 East 42nd St., New 
York. 


Price Reductions 
Announced by Ingraham 


A price reduction has been announced 
by the E. Ingraham Co., Bristol, Conn., 
for its Sentinel Little Pal Alarm Clocks. 
Effective immediately, the reduction ap- 
plies to both retail and trade prices. The 
Sentinel Little Pal, with plain dial, will 
now be nationally advertised and _fair- 
traded at $3.67 (formerly $3.95); with 
radium dial at $4.14 (formerly $4.50). 
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Mele Co. Plans Large Advertising-Promotion Campaign 





The Mele Manufacturing Co., Inc., 366 
Fifth Ave., New York, is planning the most 
extensive advertising and promotion cam- 
paign in its history. At the recent national 
sales meeting, which took place in New 
York, the firm’s new line was presented 
and plans were formulated for an adver- 
tising program which includes Life, Esquire 
and Holiday magazines for late spring 
campaigns. 





Founded in 1912, the company has con- 
sistently been a leader of the jewel box 
industry. At present it is introducing a 
line of travel jewel boxes, in addition to 
its regular jewel box and musical jewel 
box styles. 

Above, left to right, are Joseph Mele, 
advertising and promotion manager; Ed- 
ward Mele, vice president in charge of 
production; and John Valli, sales manager. 





Kreisler Spring Line Backed 
By Extensive Display Aids 


A total of 34 dealer display aids are 
now being made available to retail jewelers 
by the Jacques Kreisler Mfg. Corp., North 
Bergen, New Jersey, makers of men’s and 
women’s watchbands and men’s jewelry. 

Among the 34 dealer aids are a number 
of newly developed displays which make 
their debut with the Kreisler spring line. 
They include counter cabinets, lithographed 
units, trays, boxes and a motion display. 
Designed to meet a variety of needs, they 
make ideal window displays, provide ample 


space for storage of merchandise, double. 


as ‘top-of-the-counter units, and in many 
other ways do an effective point-of-sale job. 
Geared to specific or general Kreisler pro- 
motions, they can either show a complete 
line neatly or compactly, or dramatize one 
particular style. 








One of a wide offering of dealer display 
aids by the Jacques Kreisler Mfg. Corp. 


Above, a permanent display case of 
white oak and plate glass presents cuff 
links and tie bars. Inside unit is space 
for 36 sets in their individual boxes. 
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Whitcomb Illustrations 
Highlight Community Ads 
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Continuation of the intensive and now 
familiar “Community for Keeps” campaign 
into Spring of 1952 has been announced 
by Harley H. Noyes, vice president in 
charge of advertising for Oneida Ltd. Jon 
Whitcomb, whose illustrations have become 
well known nationally, again has been 
chosen to portray the sentimental theme 
of the campaign. 

The campaign, aimed at the young mar- 
rieds and the bride-age market, will be 


carried in Life, Ladies Home Journal, 
Woman's Home Companion, Redbook, 
American and other magazines. All pub- 


lications will carry full page ads and 13 
cover positions are planned. 








Quick Fit Catalog 
Ready for Distribution 





In answer to many requests from watch. 
makers, the new 160 page Quick Fit Ma. 
terial Catalog, number 1952M, is now 
being distributed by leading wholesalers 
of watch material. 

The catalog features identification charts 
for Swiss watches showing actual shapes 
and sizes of movements. Separate sections 
for Automatic and Chronograph watches 
and complete lists showing interchange- 
ability help make this an easy-to-use cata- 
log for every day reference. 


x 


Martin-Lewis Telethon 
Features Gruen Watches 


Gruen Watches were the chief gifts in 
the recent Dean Martin-Jerry Lewis Tele- 
thon for the New York Cardiac Hospital 
over station WNBT and its affiliates. For 
16%5 hours Martin and Lewis—aided by 
Barry Gray—performed oyer television to 
raise funds for a new hospital to be built 
by the N. Y. Cardiac Fund. 

To stimulate bidding and to increase the 
size of. bids, Gruen watches were featured 
as chief prizes all through the telethon. 
Numerous stars in show business appeared 
on the show. 


General Mills Produces 
Three Millionth Iron 





Harry A. Bullis, chairman of the board 
at General Mills, is given a gold-plated 
Tru-Heat iron by Carman Morrell, me- 
chanical division employe, to highlight 4 
celebration when the three millionth iron 
came off the assembly line. Irons, which 
the company began producing in 1946, was 
the first of the General Mills appliances. 
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ASR Palette Display 
Features Vogue Lighters 
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ASR Ascot Lighters are now featuring 
the Vogue Lighter attractively mounted on 
a palette display for the fashion conscious. 
This new artist’s palette display is readily 
set up for windows or counters and con- 
tains four Vogue Lighters with assorted 
slip-cases in plaid, red calf, green calf and 
black and gold moire. 

Vogue Lighters including slip-cases re- 
tail for $12.50 each, plus 20 per cent 
federal tax. Extra slip-cases are now avail- 
able for ASR Ascot Lighters. 


Two-Ring Weddings 
Gain in Popularity 


According to Bernard Kousin, President 
of Kousin Jewelry Co., Inc., the year 1951 
saw a considerable increase in the number 
of American men who tied the wedding 
knot in double ring ceremonies as com- 
pared with 1950. The factor most respon- 
sible for this increase, said Mr. Kousin, is 
the shipment of troops to foreign lands. 

He also stated that gold or palladium 
rings were exchanged by four out of five 
brides and grooms last year as compared 
with three out of five in 1950. 


Plastic Window Display 
Offered to Norma Dealers 
The Norma Pencil Corp. of New York 


is offering retailers its new “Fluorescent 
Four” window display for the promotion 
of Norma Multikolor Pencils. The numeral 
4 is made of special plastic that has high 
luminosity. 





This display is available to dealers, with- 
out charge, on request. The executive 
offices of the Norma Pencil Corp. are 
located at 137 W. 14, St., New York. 
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Diamonds from Baumgold 
Featured on Television 


Between rounds of the Rocky Marciano- 
Lee Savold fight held recently, 3412 Circle 
of Light diamonds from Baumgold Bros., 
New York, were featured by Pabst Blue 
Ribbon. For the video audience, loose 
diamonds pressed in wax spelled out the 
advertising slogan, “What’ll you have?” 
Other diamonds, heaped into the form of 
the seal and ribbons, formed the sponsor’s 
shield. 

Although the fight was staged in Phila- 
delphia, the diamond commercial was tele- 
vised from a New York studio for the 
entire CBS television netwerk. 


G.E. Promotion Campaign 
To Spark Clock-Radio Sales 


The second General Electric “Weekend 
with Fred Waring” consumer promotion 
campaign will be launched on the 14th of 
April and continue through May 24th. The 
promotion is the focal point of General 
Electric’s celebration of the production of 
its two millionth clock-radio and is de- 
signed to increase store traffic for G.E. 
dealers and stimulate interest in clock- 
radio sales. 

A total of 100 prizes will be offered; 
the grand prize winner to receive an all- 
expense paid air trip to New York City 
with a companion for three days at the 


Waldorf-Astoria as the guest of Fred 
Waring. 
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Above, S. M. Fassler, G.E. ad and sales 
promotion manager, is shown with promo- 
tion kit for use by dealers in connection 
with “Weekend with Fred Waring” pro- 
motion. Kit includes counter display to 
hold official entry cards, color window 
streamers, a series of newspaper ad mats 
and radio commercials, etc. 


Handy & Harman Produces 
Brazing Flux for Titanium 


Handy & Harman announces the develop- 
ment of a special brazing flux for use in 
the joining of titanium and zirconium, and 
their alloys. Silver brazing alloys readily 
wet the titanium which is protected by 
the flux. 

This new flux is being produced at -the 
Handy & Harman laboratory from reagent 
grade chemicals and is available in one- 
half pound jars. It is called Special Handy 
Flux for Titanium. 











"Wig Wag’ Display 
For Sheaffer Dealers 


SELECT YOURS TOD«AyY 





The Sheaffer Pen Co. has announced 
a new motion display designed for both 
counter and window use. The new “Wig 
Wag” display uses one dry cell battery to 
light the watch face and activate the TM 
pen replica behind it. The watch face 
lights every two seconds and the pen 
replica moves back and forth constantly. 

This display is offered to Sheaffer dealers 
at $10 with a Statesman fountain pen 
given free. 


Danecraf#t Ties-In 
With Florentine Lace 


Felch & Co., Inc., Providence, manu- 
facturers of the Danecraft line of sterling 
silver jewelry, have joined the Reed & 
Barton promotion of its Florentine Lace 
Pattern. Taking a full page in the Harper’s 
Bazaar April issue, Danecraft is featuring 
a pierced Florentine Lace grouping which 
includes necklaces, bracelets, a pin, and 
earrings. Reed & Barton will be showing 
its Florentine Lace flatware in a double 
spread. 


"Cradle Box’ Package 
Developed by Philips 

The new “Cradle Box” (patent pending), 
exclusive with Philips Mfg. Co., Brooklyn, 
N. Y., is used by the firm as gift packag- 
ing for its Judy Heart line of gold filled 
baby lockets, crosses and bangle bracelets. 
The two cradle ends are printed in full 
color on heavy cardboard, slotted for in- 
sertion at the narrow ends of the box. 





They 
plaque on which the merchandise is dis- 
played. The reverse side of one of the 
cradle ends bears a clever little presenta- 
tion poem with space provided to write in 
the baby’s name and that of the donor. 


are packaged beneath a _ pink 
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Everett Mayer 
Elected V.P. 
Of Longines 
Subsidiary 





An announcement that Everett Mayer 
has been named vice-president of the 
Vacheron & Constantin-LeCoultre Watches, 
Inc., was made by John P. V. Heinmuller, 
president. The company is a subsidiary of 
the Longines-Wittnauer Watch Co. 


Advances for a number of Schick sales 
personnel were announced by Sy D. Moor- 
man, sales manager of Schick Inc. 

George D. Munger, former assistant 
to the sales manager in Stamford, has been 
advanced to senior sales supervisor of the 
New York State area, excluding New York 
City. Mr. Munger will make his head- 
quarters in Buffalo, in the Brisbane Bldg. 

Oscar Drumheller is being advanced 
from the post given to Mr. Munger by go- 
ing to the Chicago area, where he will assist 
Robert Lide, district sales manager, in 
handling chain accounts. He will make his 
headquarters in Schick’s Chicago office in 
the Palmer House. 

Frederick D. Crews, junior salesman 
in Chicago, has been advanced to senior 
salesman in Atlanta, Georgia, with head- 
quarters in the Forsyth Bldg. 


Kestenman Display Unit 
Features 'Jewelband' Series 





A velvet-backed counter display featur- 
ing 10 assorted ladies’ watch bands of the 
Kestenmade “Jewelband” series is now 
being offered to dealers by Kestenman 
Bros. Mfg. Co., Providence, R. I. Each 
model has stone-ornamented ends, so de- 
signed that it blends with the watch. 

The new display is given free with the 
purchase of this group of 10 “Jewelbands.” 
The unit is designated No. K39, priced 
at $40.70 to the retailer. 
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News of Personnel 








Jerry Carr has been named Ernest Borel 
watch representative for mid-western states 
by Jules Borel & Co., Kansas City, Mis- 


sourl. 





JERRY CARR 


Ernest Borel 


W. R. ECKHARDT 
Elgin 





DAVID D. LEVY 


Elgin 


C. B. MINTER 
Elgin 


Appointment of 3 new field representa- 
tives for Elgin National Watch Co. has 
been announced by W. D. Evans, general 
sales manager. 

Charles B. Minter, formerly of Rich- 
mond, Va., has been named representative 
in the Atianta territory to succeed Fred 
Board, recently appoined southeastern dis- 
trict sales manager. 

David D. Levy, has been appointed 
representative in the New York metropoli- 
tan area. William R. Eckhardt has been 
named Elgin representative in the territory 
headquartering at Grand Rapids. . 


-_ 





Appointment of William Sevy to the 
field sales staff of Arvin Industries, Inc.. 


WILLIAM SEVY 


Arvin 





has been announced by Raymond P. Spell- 
man, sales manager of the company’s radio 
and television division. 

















William E. Skinner has been ap- 
pointed operations manager for the Chicago 
and New York branch distributor offices of 
Arvin Industries, Inc., Harlan B. Foulke 
vice-president, announces. : 





Three appointments in the sales organi- 
zation of Telechron Department. General 
Electric Co., Ashland, Mass., were an- 
nounced by M. J. Dunn, clock sales mana. 
ger. Gilbert H. Carlson, formerly sales 
representative in the New York territory 
was appointed national accounts represen. 
tative with headquarters in New, York 
Roger A. Thomas, formerly assistant to 
the clock sales manager, was named sales 
representative in the New York territory. 
Robert D. Kokins was appointed sales 
representative in Baltimore and Washing. 
ton. 





G. H. CARLSON 
Telechron 


R. A. THOMAS 
Telechron 





JOHN DINGWALL 


Arrow 


R. D. KOKINS 
Telechron 
The Arrow Mfg. Co. announces the ad- 
dition of John Dingwall to its sales force. 
Mr. Dingwall, formerly with Scovill Mfg. 
Co., will cover the New York, New Jersey 
and Connecticut area for Arrow. 


Frank Rodolf has been appointed to 
the sales staff of Continental Jewelry Co., 
Buffalo, New York. Mr. Rodolf, who re- 
sides at 224 E. 13 St., New York, will 
cover the metropolitan New York area. 
This marks the first time Continental will 
have a salesman in this area. 


Alan Magary, representative in Ken- 
tucky, southern Indiana and southeastern 
Illinois for Elgin National Watch Co., has 
moved to a new home in Louisville, Ky. 
His address is now: 199 West Wind Road, 
Indiana Hills, Louisville. 
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wife’ Article on Winston 
Centers Attention on Gems 


Public attention was focused on dia- 
monds and_ colored gemstones recently 
through a timely and informative article 
that appeared in the March 17th issue of 
Life. Titled “Golconda on E. Slst,” the 
story concerned New York gem dealer 
Harry Winston, who it referred to as “the 
biggest individual operator in the U. S. 
gem business.” . : | 

According to the article, Winston is the 
second biggest collector of historic jewels, 
surpassed only by the British royal family. 
Four-color illustrations of the many world- 
famous gems in the Winston collection 
were shown. 

Anecdotes on human dramas sometimes 
encountered in the Winston business were 
related in the story. One concerned an old 
lady in Boston who wrote Winston, shortly 
after his purchase of the Hope diamond, 
to ask him if he would mind lending it to 
her some Sunday so she could make a 
nice appearance at church. 

In addition to a detailed account on 
Winston’s business, the story contained 
other interesting facts on diamond mining, 
cleaving, cutting and polishing. 


Elgin Electronic Watch 
(From page 203) 


He would not speculate on the price of 
the watch when marketed. Although con- 
ceding its construction is simpler than that 
of conventional timepieces, Shennan said 
the manufacturing problems are such that 
it would be some years before the watch 
can be sold at a price comparable to that 
of the average conventional watch today. 

Research on the watch was restricted 
during World War II but was expanded 
immediately thereafter. It was assisted 
by knowledge of new magnetic alloys and 
semi-conductive materials which were used 
to help miniaturize radar and other elec- 
tronic and electrical equipment. 

By using the materials in a new way, 
and by undertaking research in the electro- 
mechanical and_ electro-chemical _ fields, 
Elgin research men reached a commercial 
solution of their basic problem, that of 
reducing the principle of electronic time- 
keeping to microscopic size. 

A synchronously controlled motor, pow- 
ered by the capsule, replaces the main- 
spring and its associated parts. The winding 
mechanism is also eliminated. 

Shennan paid tribute to the Elgin re- 
search department, headed by George G. 
Ensign, for the “painstaking and tireless 
work” which made the new watch possible. 
He also cited the Armour Research Insti- 
tute of Chicago, which assisted in several 
developmental phases of the project. 

here has been much speculation in the 
trade as to the mechanical and electrical 
Principles employed in the Elgin electrical 
movement which is net explained in any 
technical detail in the Elgin release. 

The Washington News Bureau of JC-K 
made a search in the Patent Office and dis- 
covered 4 patent application on an elec- 
tronic timepiece, dated October 31, 1947, 
assigned to Hamilton Watch Co. 
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NACJ and ANRJA Urge 
Jewelry Price Decontrol 


Abolition or suspension of controls in 
the retail jewery industry has been re- 
quested by both the American National 
Retail Jewelers Association and the Na- 
tional Association of Credit Jewelers. 
Both associations filed statements recently 
with the Senate Banking and Currency 
Committee which is holding hearings on 
a possible extension of the Defense Pro- 
duction Act. 


The NACJ statement, filed by William 
Wagner, executive secretary, requested the 
removal of price control on adornment 
jewelry which, it was stated, has generally 
been selling below the ceiling prices 
established. In listing reasons for jewelry 
decontrol, Mr. Wagner pointed out that 
jewelry is perhaps the classic example of 
a “non-cost of living” item and, as such, its 
prices have little or no perceptible effect 
on the national economy. In addition, he 
said, supply is plentiful and no shortages 
are anticipated in the forseeable future. 

“Decontrol of some lines of goods would 
be meaningless to the seller,” said Mr. 








Wagner, “insofar as the record-keeping 
burden is concerned, since other lines sold 
by the same merchant would remain under 
control. The elimination of the control 
of jewelry, on the other hand, would be 
extremely beneficial to a large number of 
merchants whose sales are principally con- 
fined to jewelry.” 

In the ANRJA statement filed with the 
committee by Charles M. Isaac, executive 
vice president, it was pointed out that 
supply is more than ample in the retail 
jewelry field and that prices are down. 
Mr. Isaac said that today price controls 
are not effective and are not having a 
proper influence in the retail jewelry in- 
dustry. 

“As a result,” said Mr. Isaac, “we feel 
that conditions justifying decontrol or 
suspension of controls already exist in the 
retail jewelry industry. Therefore, we re- 
spectfully urge that the Congress direct 
the Office of Price Stabilization to decon- 
trol or suspend controls in the retail 
jewelry industry.” 

With regard to the so-called Herlong 
Amendment, Mr. Isaac stated that the as- 
sociation favors the continuation of this 
provision throughout the entire period that 
price and wage controls may be in effect. 





This patent, to quote, “relates to electric 
watches of the type in which the watch 
movement is driven by a periodically ad- 
vanced ratchet through the medium of an 
oscillating balance wheel which in turn is 
driven by an_ electromagnet.” Detailed 
description and drawings are contained in 
the papers. 

It is quite likely that other watch man- 
ufacturers are also working on_ similar 
projects. 


Washington Chosen as Site 
For Annual HIA Convention 


An instructive and interesting program 
has been planned for the annual conven- 
tion of the Horological Institute of America 
to be held May 10th to 12th in) Washing- 
ton, D. C. Preliminary details of the con- 
vention program reveal that many promi- 
nent horological leaders will address busi- 
ness sessions. 

On the first two days of the convention, 
delegates will attend sessions at HIA head- 
quarters, 817 14th St., N.W. The first day 
of the convention and the morning of the 
second day will be devoted exclusively to 
meetings of the HIA executive committee. 
An interesting business session for watch- 
makers and an entertaining social program 
for their ladies has been planned for 
Sunday afternoon, May IIth. 


All convention meetings on Monday, 
May 12th, will be held at the National 
Academy of Science, 2101 Constitution 
Ave. N. W. One of the outstanding fea- 
tures of the convention will be held that 
afternoon when leading horological trade 
journal writers will conduct a question and 
answer panel. New officers will be elected 
at the closing session. 

The convention will be climaxed by a 
banquet at the Empire and Colony Room 
of the Ambassador Hotel. 











Fair Trade Hearings End 
(From page 203) 


Committee on February 25th, the Inter- 
national Silver Co. went on record in 
favor of legislation to legalize the so-called 
“non-signer” clause with respect to State 
fair trade laws. Craig D. Munson, Interna- 
tional’s vice president and general sales 
manager who filed the brief, pointed out 
that the firm has made use of fair trade 
laws to maintain minimum resale prices 
for almost the full period of time that 
these laws have been available. 


HITS 'LOSS-LEADER’ SALES 


Loss-leader sales and their dire conse- 
quences to the small retailer were care- 
fully analyzed in Mr. Munson’s brief. 


“Truly, it can be said,” stated the brief, 
“that the retailer who cannot afford to use 
loss leaders, technically is at the mercy 
of the big outlets. They, through their 
mass buying, are enabled in fact to attract 
to their stores, through large volume loss- 
leader operations, such a disproportion of 
the available market for a_ nationally 
advertised product that they gain a monop- 
oly in sales for their area of operation. 
Loss leaders permit this, and loss leaders 
exist because of the present state of the 
fair trade laws. Fair trade does not en- 
hance monopoly, but lack of it may create 
a monopoly.” 


? 


“We can see no remedy,” he said in 
concluding the brief, “but the restoration 
of the fair trade laws and the legality of 
the non-signer clause by the enactment of 
H.R. 6367 for the amendment of the Sher- 
man Act, or whichever one of the several 
proposed bills is considered most advis- 
able by the Congress.” 
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Special Notices 


“Situation Wanted”—Regular type only $1.25 
Grst 25 words; additional words, S cents per 
word. Heavy type $5.00; additional words 20 
cents per word. 

“Help Wanted”——“Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words, Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. | 

Under all other headings—regular type $5.00 
first 25 words; additional words, 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 


Advertising matter addressed to classified ad- 


vertisers will not be delivered. 


Special notice forms close 10th of the pre- 
ceeding month, 


To avoid unnecessary correspondence men- 
tion your location in the advertisement. 


All answers will be directed care Jewelers* 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of re dations 


Jewelers’ Circular-Keystone 
100 E, 42nd St., New York 17 














Situations Wanted 





ENGRAVER; first class, experienced ; best 
references: Southern California pre- 
ferred. Address “C., 44,” care J C-K. 





JEWICLER, stone setter and engraver, 
long experience; best references; East 
preferred. Address “T., 83,’’ care J C-K. 


—= 





WATCHMAKER; 20 years’ experience in 
best stores in Europe, desires position 
in South or West. Address “L., 2650,” 
care J C-K. 








JICWELRY buyer and saleswoman; many 
years’ experience with chain organiza- 
tion and wholesale house: first class 
references. Address “J., 67,’’ care J C-K. 





BOOKKEEPER, full charge, accounting 
background; heavy experience; highly 
efficient, above average. Address “R., 
2926," care J C-K. 





DIAMOND buyer, expert, long experience, 
seeks position; European connections 
and background; AA-1 references. Ad- 
dress ‘‘M.B., 138,’ care J C-K. 





WOMAN; adaptable; experienced with 
wholesale ring concern, full charge of 
orders and general detail work; refer- 
ences. Address “T., 2071,” care J C-K. 





PARISIAN designer, outstanding creative 
ability in all kinds of jewelry, desires 
part time connections in New York; 
highest references. Address “A., 98,” 
care J C-K. 





MANAGER-SALESMAN, thoroughly ex- 
perienced in every phase of jewelry 


business; presently employed; willing 
to re-locate. Address “K., 86,’ care 
J C-K 





FIRST class watchmaker, veteran, Bulova 
graduate, very reliable; desires position 
in or near Jersey City, N. J.; now em- 
ployed in South. Address “N., 77,’’ care 
J C-lx. 





ENGRAVER; highly skilled, desires per- 
manent position in high class store: long 
experience, monogram and lettering; 
7 crc Address “L., 29,’ care 
J C-K. 


WATCHMAKER;; fine accurate workman, 
with 30 years of experience, who times 
closely, is seeking position with estab- 
ax concern. Address “C., 1035,” care 


BOOKKEEPER, experienced F/C ; stenog- 
rapher ; initiative, trustworthy ; manage 
office work on diamonds, desires, con- 
nection diamond concern; hours 9.30 to 
four. Address “R., 99,” care J C-K. 














WATCHMAKER, clock and jewelry re- 
pairman; chronographs; salesman; 20 
years’ experience ; capable of managing ; 
sober and reliable: first class stores 
reply only. Address “‘T., 92,’’ care J C-K. 


oe _ 


HEAD watchmaker, wants position in 
large fine store in warm climate; high- 
est references; Florida preferred; no 
seven jewel watchmaker. Address ‘“‘J., 
2991,”’ care J C-K. 








WATCHMAKER; capable of high quality 
workmanship on all types of watches; 
both store and factory experience ; com- 
mission basis; all tools; go anywhere 
for desirable position; fair engraver. 
Address “S., 63,” care J C-K. 








MANAGER-salesman; fully qualifies in 
creative and promotional credit jewelry 
operations; interested in profit sharing 


proposition; will make limited invest- 
ment if required. Address “F., 107,” 
care J C-K. 


PAWNBROKER, manager, buyer; 20 
years’ experience; 36 years old; college 
degree (night) wants interesting con- 
nection, preferably profit sharing, may 
‘s — line. Address “Y., 130,” care 

C-K. 











JEWELRY store manager, well qualified, 
18 years’ experience in credit sales, col- 
lections, window trims, promotions, thor- 
ough knowledge of diamonds, can do 
buying; Southeast preferred. Address 
‘S., 33," care J C-K. 





FIRST class watchmaker and plain en- 
graver; clean habits; age 57, married; 
can sell watch repairing; permanent 
position; $75 week; Kentucky, Ohio or 
surrounding States preferred. Address 
“E., 20,”’ care J C-K. 





WATCHMAKER, A-l_ executive’ type; 
jewelry store management and sales ex- 
perience, desires position; will consider 
investing in part or whole, in New York 
Sy hg vicinity. Address “V., 128,” care 





REGISTERED jeweler; wants position in 
Florida as salesman; minimum $100 
week ; only large fine stores will be con- 
sidered ; no borax; long experience; fine 
references. Address “A., 12,” care 
J Cok... 





MANAGER; cash or credit; jewelry store 
operator, experienced buyer, salesman, 
merchandiser, knowledge credit and col- 
lections; wishes to locate in Florida; 
best references; will be available after 
April 20. Address “L., 112,’’ care J C-K. 





YOUNG man, 28, stone setting, ring cast- 
ing experience; sales and personnel 
background, seeks opportunity trainee 
capacity, to utilize personality, initia- 
tive in retail, promotional sales, or pro- 
duction. Address “R., 118,’’ care J C-K. 





BOOKKEEPER.-accountant, office man- 
ager, correspondence, credits, collec- 
tions; extensive experience office, fac- 
tory: exceptionally capable, proven 
a: fe Address “B., 2937,” care 
e A. 


ee —— 





MANAGER; 14 years’ experience in 
credit jewelry business; thorough knowl- 
edge in sales, collections, promotions, 
window trimming and personnel super- 
vision; go anywhere; minimum guar- 
antee $7,000. Address “V., 35,” care 
J C-K. 


WATCHMAKER; middle age, would like 
position away from bench; capable of 
taking charge of repair department, tak- 
ing in repairs, estimating, selling; first 
class store; large city; East preferred ; 
will go anywhere. Address ‘“M., 113,” 
care J C-K. 














YOUNG, energetic salesman, with fing 
background in both cash and cregit 
sales; can handle repairs and specia] 
order work; capable of trimming Win. 


dows; desires position in Metropolitan 
New York. Address as 129,” care 
J C-K. 





a 


WATCHMAKER, desires permanent pogj. 


tion; fully experienced in repairing 
estimating and selling; sober and re. 
liable; age 3 married ; employed at 


present in one of the largest firms jp 
Pacific Area. Address “D., 19,” care 
J C-K. 





WATCHMAKER, fully experienced aj) 
time pieces; nine years’ experience re. 
tail and trade shops; own tools; Steady 
dependable; excellent references; {yj} 
time job in New York City area pre. 
ferred; will commute. S. Friedman, 247 
Wadsworth Ave., New York 33, N. y 











A-1 diamond setter and jeweler, specia] 
order work in gold and platinum; ex. 
perienced repair man; all around man: 
35 years’ at the bench; 51 years o 
single; presently employed; prefer to 
connect with a first class store. Address 
“P,, 116,” care J C-K. 








WATCHMAKER, wants permanent posi- 
tion where weather is warm all year: 
with present employer six years; mar- 
ried; sober and good worker; am now 
in charge of repair department; no 
reasonable offer refused; now located 
in Southern New Jersey. Address “H, 
26,” care J C-K. 








EXPERIMENTATION can _ prove very 
costly, disastrous; does your depart- 
ment store or lease operations warrant 
the productive services of this highly 
successful supervisor-merchandiser ; dia- 
monds, watches, silverware, jewelry; 
employed Midwest; will relocate. Ad- 
dress “D., 102,” care J C-K. 





JEWELRY executive, age 43, with 2) 
years’ experience in all phases of 
precious jewelry manufacturing, buying, 
mounting, desires connection with rep- 
utable jewelry concern that can use my 
vast experience in any capacity; best 
—, references. Address “R., 90,” care 
J C-K 





MANAGER-salesman, retail store; desires 
to change position; thorough knowledge 
of diamonds, buying, grading, apprais- 
ing; gem testing and _ identification; 
special order work; window dressing; 
28 years’ experience; high grade estab- 

lishment only. Address “P., 2934,” care 





GENERAL manager; large, reputable 
non-credit store; 25 years’ managerial 
experience; I will develop greater sales 
volume without harming your prestige; 
I am expensive but will make money 
for you; college graduate; associate 
gemologist. Address ‘“V., 2869,” care 














CHAIN store executive; experienced ad- 
ministrator, buyer, store supervisor, C- 
pable promotional and advertising man, 
now employed, desires proposition with 
better financial possibilities; starting 
salary $10,000 plus arrangement; only 
replies from well rated firms considered. 
Address “B., 2727,” care J C-K. 


MANAGER-salesman, under 35; over 18 
years’ intensive experience in New York 
City; cash and credit jewelry, pawn: 
broking; full knowledge all phases re 
tail credit including sales, promotions, 
collections, window trimming: will Te- 

Address “Ry 











locate; finest references. 
2935,” care J C-K. 

THINKING of retiring; young. mat, 
watchmaker, sober, sincere, _ honest 


jewelry store experienced, wishes to 
manage store, established jeweler; oP 
tion buy later; reasonable salary, com: 
mission; stay in business; treat your 
customers right; good appearance, 
married; family; appreciate and con 
sider all offers. Address “Johnson 24, 
care J C-K. 
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SITUATIONS WANTED—Continued 








DIAMOND buyer-assorter, seeks loose 
goods or bunch ring house requiring 
a top notch expert to fill an impor- 
tant position; appropriate salary 
essential; with present connection 
many years; only answers from 
principals considered, treated con- 
fidentially. Address “A., 2922,” 
care J C-K. 








MANAGER; top flight installment opera- 
tor, experienced in all phases of credit 
operations, including sales promotion, 
advertising, store personnel, inventory 
control, buying, etc.; will be available 
shortly ; seeks connection that has pos- 
sibilities above the ordinary; let me 
lighten the load on your shoulders ; con- 
tact me at once. Address “J., 55,” care 
J C-K. 7 





EXECUTIVE; 20 years’ thorough ex- 
perience in installment jewelry busi- 
ness; buyer, general manager, ad- 
vertising promotions, credit and col- 
lection; was with chain of 12 stores, 
volume running into seven figures; 
at present employed in above ca- 
pacity; best of references and fine 
appearance; will travel anywhere. 


Address “T., 65,” care J C-K. 





WATCHMAKER-jeweler ; position wanted 
with progressive firm in South or South- 
west; fine workman on Vacheron, Patek 
and complicated watches; 25 years’ ex- 
perience handling public repairing and 
supervision; well educated, American 
born; at present in charge of five-man 
shop; have valid reason for changing; 
available on short notice ; consider lease 
r department. Address “J., 85,” care 





CEMOLOGIST-SALESMAN ; 27, single, 
qualified for Certified Gemologist 
A.G.S., graduate gemologist G.I.A.; 
15 years’ sales experience; college 
graduate; presently USAF-PX 
officer; desires permanent sales posi- 
tion, with reputable, bonafide, dia- 
mond importer-cutter and/or dia- 
mond ring or mounting manufac- 
turer; prefers West Coast; impecca- 
ble references ; commission, plus 
traveling expenses; available June, 


1952. Address “V., 66,” care J C-K. 











FAMILY man, age 46, must make 
ange account of wife’s arthritis; 
need hot, dry climate; prefer west 
Texas, Arizona, Colorado; have 
operated my own business success- 
fully past seven years; I am school 
trained, want position as _ watch- 
maker-salesman; willing to accept 
responsibility; willing to invest in 
moderate way; good personality; 
top watchmaker, experienced in all 
phases of retail jewelry business; 17 
years’ experience. Address a 


139,” care J C-K. 


SRE oteret: nMOS RRR ee 
Lines Wanted 


(ee 





MANUFACTURERS’ representative, West 
en Pacific Coast, wishes costume and 
etal jewelry line selling to whole- 
1 CK only. Address “E., 105,” care 


enemies 





PACIFIC COAST salesman, well Known 
and established, desires line 14K jewel- 
ry, genuine stones, or platinum line for 
wi | Address “F., 2608,” care 

C-Kk. 





MANUFACTURER’S representative de- 
sires leading lines for Post Exchanges 
and Ship’s Service Stores; long estab- 
lished in this field; finest references. 
Service Exchange Distributors, 23 Grant 
Ave., San Francisco 8, Calif. 





SALESMAN, covering Middle West, East- 
ern Seaboard, New England, desires 
mountings, gold jewelry, platinum 
jewelry ; wholesalers, chain stores, re- 
tailers; share expenses. Address “S., 
82,”" care J C-K. 





DIAMOND salesman; top flight man, 20 
years’ selling best rated accounts 
through the entire South; large and 
loyal following ; experienced in mounted 
and loose goods; I can do a real job 
for you; available shortly. Address “K., 
56,”" care J C-K 





VIRGINIA and the Carolinas; experi- 
enced resident salesman can give 
concentrated coverage, and produce 
good business in above States; wants 
connection with top watch line or 
jewelry manufacturer. Address ‘°G., 


108,” care J C-K. 





WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address ‘“H., 2006,” 
care J C-K. 





MR. MANUFACTURER; are you desir- 
ous of complete jobber distribution 
throughout the South (Virginia to 
Texas); have car; 25 years’ jewelry 
experience; reside in territory and 
can promote good business. Address 


“C., 101° care J C-K. 








Side Lines 





SALESMAN, calling on Post Exchanges, 
to handle manufacturer’s line of gold 
military rings for every branch of ser- 
vice. Address “D., 137,” care J C-K. 





JEWELRY salesman with jobber and 
large retail chain following, covering 
Middle West, carry fine line of ladies’ 
14K gold watch attachments; commis- 
sion. Address “D., 123,” care J C-K. 





SALESMAN wanted to carry small line 
of men’s and ladies’ stone rings to job- 
bers and chain stores, in the Middle 
West and South; details in first letter, 
please. Address “M., 58,’ care J C-K. 





SALESMEN with retail following to 
sell jewelry service; several terri- 
tories open; liberal commission; 
write full particulars. Address “F., 


125.”’ care J C-K. 








MANUFACTURERS’ representative or 
salesman wanted to carry side line, for 
New York manufacturer of ladies’ 14K 
gold watch attachments and bracelets; 
commission basis only. Address “F., 
144,” care J C-K. 





SALESMEN: manufacturer of popular 
priced sterling silver hollowware wants 
experienced salesmen with following 
for Mid-West, Southwest, and Upper 
New York State; commission basis; 
side line: good opportunity; reference. 
Address “B., 135,” care J C-K. 








ALL you have to carry to handle our 
line, is three quarter size trays of sam- 
ples, men’s and ladies’ stone rings and 
Masonic rings and a price chart; pays 
20% commission; Mid-West and South 
West territories open; details in first 
letter, please. Address “A., 46,” care 
J C-K. 





COUNTRY’S oldest exclusive manu- 
facturer of ladies’ and men’s 10 and 
14K stone set and signet rings, de- 
sires salesmen with following among 
retail jewelers; New England, East- 
ern and New York to [Illinois terri- 
tory ; commission basis. Address “*P., 


80,” care J C-K. 





MANUFACTURER of beautiful line of 
14K earrings and crosses, seeKs three 
men; one, for the city of Chicago and 
vicinity ; one, for the city of Philadel- 
phia and vicinity ; and one, for the city 
of New York and vicinity ; we seek men 
with excellent retail following ; commis- 
sion basis. Address “‘B., 41,’’ care J C-K. 





JEWELRY salesman; ladies’ well known 
gold and platinum mounting manufac- 
turer has the Boston to Washington, 
D. C., territory open for a volume pro- 
duction salesman, with following among 
wholesalers and large users; no objec- 
tion to side lines ; commission basis. Ad- 
dress “L., 57,” care J C-K. 





SALESMAN wanted to call on established 
better retail jewelry accounts through 
Kentucky, Tennessee, Carolinas and 
Virginia, with a high grade gold and 
gold filled line; non-conflicting line ac- 
ceptable; car necessary; give full de- 
tails; replies confidential. Address “B., 
15,’ care J C-K. 





SALESMAN with following to represent 
long established manufacturer of ladies’ 
14K matched bridal sets (unmounted) 
to call on jobbers, wholesalers and large 
chain outfits in the Midwest area, South 
to Texas; we have established territory ; 
give full details of lines now carrying, 
references; inquiries confidential. Ad- 
dress “K., 74,’’ care J C-K. 





DIAMOND salesmen, jewelry salesmen, 
watch salesmen, carry a side line; 
we have a pocket size tray of fast 
selling diamond ring sets to stores; 
this little line has proven very suc- 
cessful in sales and reorders; a real, 
small size side line moneymaker; 
commission; all territories open. 


Address **A., 97,”" care J C-K. 





SALESMAN, to represent manufacturer 
of popular priced gold jewelry consist- 
ing of crosses, cuff links, neck chains, 
anklets, charms and religious medals; 
with following among retail and depart- 
ment stores in New England States, 
New Jersey and Pennsylvania; com- 
mission basis; give full details in first 
letter. Address “C., 2677,” care J C-K. 


ee 


SALESMAN wanted to carry popular 
priced fast moving line of men’s and 
ladies’ luggage; commission basis; 
top earnings available as we have 
active accounts established national- 
ly; please give full details and ref- 
erences in first letter. Supreme Suit 
Case Co., 1271 W. 9th St., Cleve- 
land, Ohio. 





ED 





JEWELRY salesmen requiring companion 
line to cover, one, Mid-west ; two, Rocky 
Mountain States; three, Baltimore, 
Washington, Philadelphia, Boston, Nor- 
folk, Richmond; comprehensive line of 
cultured pearls and mounted cultured 
pearl jewelry; liberal commission: ac- 
tive accounts; office New York City. 
Address “K., 28,” care J C-K. 





Continued on page 250) 
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SIDE LINES—Continued 





THREE protected territories open; 
rare opportunity, by distributor of 
one of the industries’ most exten- 
sive filled and silver ring lines to 
jewelery, pawn, specialty and depart- 
ment stores; two additional affili- 
ated lines also available if desired; 
give full details in first letter. Ad- 
dress “H., 2686,” care J C-K. 





SALESMAN; long established Eastern 
manufacturer of gold rings, selling di- 
rect to better retail stores, has opening 
for experienced and competent man of 
high calibre, to carry with other highly 
rated non-conflicting lines; commission 
basis; give complete experience, details 
in letter; replies strictly confidential. 
Address “R., 61,’”’ care J C-K. 





ESTABLISHED sunglass manufacturer 
desires coverage in Washington, D. C., 
and Mid West areas; if you call on 
loan stores and the better jewelers, this 
is a real opportunity; sunglasses are 
now in demand and our complete line is 
priced competitively ; straight commis- 
sion; territory protected; state age, ex- 
perience and references. Address “V., 
93,” care J C-K. 





SALESMEN; want $25—20% on a 
$125 item; in your territory we need 
a man with retail jewelry following 
to carry as a side line a nationally 
advertised item, not competitive, re- 
gardless of what you are handling; 
item is in demand, and you can 
make an extra $25 often, simply by 
presenting it to retailers or repair 
shops who don’t have it; tell us your 
territory, lines handled, etc.; replies 
held confidential. Address “T., 
119,” care J C-K. 





WELL established manufacturer of gold 
rings offers excellent opportunity to 
promotion-minded salesmen with follow- 
ing retail, credit, and chain stores: sell 
Crown Jewel Tru-Fit stone rings: a 
patented ring that automatically ad- 
justs to fit the finger perfectly through 
a built-in hidden spring unit: tested 
and proven by leading jewelers; line 
consists of two trays beautifully pre- 
sented and backed by advertising and 
display material; in conjunction with 
another line can become major source 
of income; four territories open: one, 
Michigan, Indiana, Illinois: two, West- 
ern Pennsylvania, Ohio, West Virginia, 
Kentucky; three, New York, New Jer- 
sey; four, California, Arizona, New 
Mexico, Nevada; adjustments can be 
made to fit your present territorv: car 
necessary ; confidential: give all details 
first letter. Address “L., 75,” care J C-K. 








Help Wanted 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address “‘T., 1460,” 
care J C-K. 





WANTED; A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” 
care J C-K. 





JEWELER, who is able to do some stone 
setting; $2 per hour and bonus: give 
information in detail. Address ‘Z., 70,” 
care J C-K. 





WATCHMAKER, with knowledge _ of 
jewelry repair; permanent position, Re- 
ply giving full details to, R. H. Joel, 
Hopewell, Va. 





MATERIAL man for California; state 
qualifications, years’ experience, salary 
expected ; permanent. Address ‘'M., 32,” 
care J C-K. 





JEWELER, with 15 or more years’ ex- 
perience; a very fine opportunity for a 
capable man, with advancement. Ad- 
dress “J., 69,” care J C-K. 





HAVE a good steady position open for 
all around jeweler; state full particulars 
in first letter; Cleveland, Ohio. Address 
“B., 53,” care J C-K. 





WANTED; watchmaker, fully experi- 
enced on all types of watches, per- 
manent position. Apply, Hillman’s, 
612 Wabash Ave., Terre Taute, Ind. 





WANTED; combination watchmaker and 
engraver; in city of 50,000; good living 
conditions and environment. Write or 
wire qualifications, Phillip’s Bros., Inc., 
Lynchburg, Va. 





WATCHMAKERS, wanted with experi- 
ence and high quality workmanship for 
Camp Polk, Louisiana Shops. Write, 
Kronfeld Watch Repair, 623 Texas St., 
Shreveport, La. 





ONE man store requiring experience, not 
high pressure ; 60 miles from New York, 
rural, small farming town; fair salary 
and bonus: bondable; replies confiden- 
tial. Address “N., 31,” care J C-K. 





EXPERIENCED diamond setter: one who 
can do some sizing preferred; steady 
position ; good conditions ; 75 miles from 
i. Address ‘“S., 117,’ care 
J C-K. 





COMPACT salesmen with retail following 
for nationally known manufacturer ; ex- 
tensive line including novelties; state 
experience and territory covered. Ad- 
dress “G., 145,” care J C- 





SALESMAN, thoroughly experienced, to 
take full charge of retail credit store 
in Ohio; $7,000 plus bonus arrange- 
ment; send photo and full details. Ad- 
dress “C., 136,” care J C-K. 





SALESMAN wanted for Chicago and sub- 
urban territory, representing established 
manufacturer of gift boxes for gift and 
jewelry stores; all replies held con- 
fidential. Address ‘“‘V., 120,” care J C-K. 





ENGRAVER, stone setter, jeweler; spe- 
cial order and manufacturing shop; 
steady work, top wages: will consider 
percentage bonus. Address “E., 2973,” 
care J C-K. 





SETTER; stone, diamond, jeweler or en- 
graver: combination man _ preferred; 
trade shop and manufacturing: advise 
age, experience and wages desired. Ad- 
dress “C., 2972,”’ care J C-K. 





MANUFACTURERS’ representative; ster- 
ling silver hollowware, popular price 
line: excellent territories available: 
drawing against commission. Address 
““T.. 2965,” care J C-K. 





SALESMAN wanted, to cover Middle 
West; our specialty is hand painted 
cloisonne enamel jewelry; to work 
on percentage basis. F. A. Hermann 


Co., Box 74, Melrose 77, Mass. 








SALESMAN - manager; credit jewelry 
store in Eastern Pennsylvania city; ex- 
cellent opportunity for capable man; 
starting salary $5,000 yearly, plus com- 
mission and bonus. Address “L., 146,” 
care J C-K. 





WATCH strap salesman, with retail fol- 
lowing in greater Chicago area; Mid- 
west’s most complete line of quality 
straps and associated items; excellent 
commission. Sid Dopnelt Co., 22 W. 
Madison St., Chicago, Ill. 


SALESMAN; commission basis; exp 
tional opportunity for right ‘ma, 
carry a 14k well-known watch cage lina. 
give full particulars in first letter. .: 
objection to non-conflicting other ag 
Address “K., 141,” care J C-K. ™ 





—————_______ 


AUTO traveling representative wanted. 
for fine imported china dinnerwara' 
territory Arkansas, Louisiana, Ney 
Mexico, Oklahoma and Texas; inter 
view can be arranged by correspondence 
Address “W., 36,” care J C-K 








cs 


DIAMOND ss setter-jeweler ; combination 
workman with factory experience 6) 
die struck and case rings; give experi. 
ence, references and salary desired {p 
first letter. Clein Bros., 74% Edgewoog 
Ave. S.E., Atlanta, Ga. 








SALESMAN, West Coast or South, 
carry established manufacturer’s line 
of ladies’ gold mounting sets to whole. 
salers and chain stores, on commission 
basis; no objection to non-conflicting 
line. Address “H., 109,” care J C-K, 








THOROUGHLY capable man with knowl. 
edge of every phase of retail credit 
jewelry business; state age, qualifica. 
tions, references and salary expected in 
first letter. Address, Salmensons Jewel. 
ers, Great Falls, Mont. 





ee 


WATCHMAKER, experienced; five day 
week; ideal working conditions, in 
Northern Ohio city; permanent job: 
state age, experience, salary expected in 
rat eee Address “R., 2165,” care 





a ee 


METAL and rubber mold maker, who can 
take charge of casting department and 
file up cast rings and assemble die 
struck rings; give references, experi- 
ence and salary desired in first letter, 
Clein Bros., 7% Edgewood Ave. SE, 
Atlanta, Ga. 





SALESMAN, with a non-conflicting line, 
to represent a manufacturer of wedding 
rings, emblems, diamond engagement 
rings, etc.; a fast and fine selling line; 
strictly commission basis: state terri- 
tory you cover. Address ‘T., 71,” care 





BECAUSE of expanded facilities, one of 
the foremost manufacturers in his field 
has available one New England anf 
two Midwest territories; products sold 
by most department and jewelry stores; 
protected territories. Write fully to, “B, 
100,” care J C-K. 


————,- 





ALERT young man with jewelry exper! 
ence, to assist owner in management 
and detail of well established store; 
splendid opportunity for right person 
who wants permanent position with 
promising future. Write giving full de 
tails to, R. H. Joel, Hopewell, Va. 


nn —=eeeee 





A NATIONALLY known diamond ring 
house has several territories open for 
active salesmen with established follow: 
ing; very liberal drawing against com 
mission: all information kept in strict 
confidence: our salesmen know of t 
ad. Address “A., 122,” care J C-K. 


—— nd 





SALESMEN; to sell manufacturer's 
line of ladies? diamond set g0 
rings; a $100 draw against com 
mission will be considered for the 
right man; give personal and bus: 
ness history in first letter. Address 
“*A., 16,” care J C-K. 
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HELP WANTED—Continued 


——_—_ 


WATCH salesmen with good retail fol- 
lowing wanted in Texas, West Coast, 
and Michigan; (existing accounts will 
be turned over) by established importer 
with complete low priced fine Swiss 
watch line; commission basis; no ob- 
jection to non-conflicting line. Address 
“N., 114,” care J C-K. 











WATCH salesman; experienced watch or 
jewelry salesman_ with following in 
Texas, Arkansas, Tennessee, Alabama ; 
write in detail giving past experience, 
qualifications and other detailed _ in- 
formation; your reply will be held 
strictly confidential. Croton Watch Co., 
Inc., 48 W. 48th St., New York, N. Y. 





SALESMAN with following in Mid- 
west territory to represent long 
established manufacturer of gold 
watch cases; attachments for dia- 
monds, to the wholesale trade; no 
objection to non-conflicting lines; 
all replies confidential; commission 


only. Address “E., 124,” care J C-K. 





—_—_——_—_—_—_—_— 


SALESMEN, with following, by long es- 
tablished wholesale jewelers and watch 
importers selling popular priced mer- 
chandise, nationally advertised brands; 
covering Southern and Western terri- 
tories; residing in vicinity; travel by 
car; drawing against commissions; ref- 
erences. Address “‘R., 2622,” care J C-K. 





OPPORTUNITY for ambitious man- 
ager who will make 10% profit 
sharing plan pay off for him; nice 
installment store with $4,500 annual 
starting salary; perfect for aggres- 
sive man who wants to build a future 
in Florida. Address “*E., 2222,” care 
J C-K. 





SALESMAN, with established following 
among department stores, jewelers and 
gift shops, to represent well known 
manufacturer of silver plate and chrome 
hollowware and electric coffee makers 
for West Coast, on commission basis ; 
give full details in strict confidence, Ad- 
dress “S., 2961,” care J C-K. 





SALESMAN, with established following 
among department stores, jewelers and 
gift shops, to represent well known 
manufacturer of silver plate and chrome 
hollowware and electric coffee makers, 
in Ohio and Michigan, on commission 
basis; give full details in strict con- 
fidence. Address “P., 2959,” care J C-K. 








FACTORY superintendent; well known 
progressive gold ring and jewelry fac- 
tory in Providence, R. I.; must have 
very practical experience and ability to 
take full control; starting salary $8,000 
to $10,000, and later profit sharing; ex- 
cellent life-time position; give full par- 
ticulars in confidence. Address “V., 
2966,” care J C-K. 





ne 
—_— = —+—_— 





SALESMAN, with ®@stablished following 
among department stores, jewelers and 
gift shops, to represent well known 
manufacturer of silver plate and chrome 
hollowware and electric coffee makers 
In New York State and part of Metro- 
potitan area, on commission basis; give 
full details in strict confidence. Address 


R., 2960,” care J C-K. 
“sana ncesreesisinueutisieneninnseseiseieeemesens<o 











SALESMAN, with following among the 
finest stores in the Mid-West, to take 
over active accounts of a leading New 
York manufacturer of 14K novelties, 
including men’s jewelry, compacts, 
cigarette cases, lipsticks, pill boxes, keys, 
etc.; this is an extremely desirable line 
for a top-flight man. Address “G., 2977,” 
care J C-K. 





WANTED; salesman with following to 
represent distributor of nationally ad- 
vertised flatware, clocks, electrical ap- 
pliances, jewelry and other lines for 

aryland, District of Columbia, Virginia, 
West Virginia, North Carolina and 
South Carolina ; drawing account 
against commission; answer, giving ex- 
perience. Address “G., 2694,” care J C-K. 





STERLING hollowware; nationally 
known manufacturer making an 
outstanding line of sterling silver 
items wants representative for South- 
Southeast; must have following 
jewelers, gift shops and department 
stores; no objection if carrying non- 
conflicting line; commission, terri- 
torial rights; state full details first 
letter. Address **T., 34,” care J C-K. 





MANAGER-salesman, assistant to owner, 
to take over management as soon as 
ability is proven, for well established 
credit jewelry store, selling all the top 
lines of watches, sterling silver, etc.; 
located in Connecticut, 50 minutes from 


New York; excellent opportunity for 
aggressive man; send past earnings and 
— Address “W., 2870,” care 





SALESMAN wanted to represent lead- 
ing New York diamond ring house 
in the Middle West, over well estab- 
lished territory, starting July 1 or 
sooner; fine opportunity for experi- 
enced man who is used to large 
earnings and has own following; 
would also consider man who was 
formerly connected with nationally 
known watch house; all informa- 
tion will be kept strictly confidential. 
Address “J., 73.”? care J C-K. 





TWO salesmen wanted; large manufac- 
turer of a popular priced line of silver 
plate and sterling hollowware, includ- 
ing electrical table appliances, is open 
for good representation for complete 
southern territory from Virginia to 
Texas including Florida; only those who 
have a following and who can produce 
results need apply; drawing account or 
straight commission basis; no objection 
to one side line. Address ‘“A., 2837,” 
care J C-K. 





SALESMAN; for New England terri- 
tory, with good following among 
wholesale jewelers and jobbers to 
represent a well established manu- 
facturer of an excellent line of 
men’s and ladies’ low-priced, gold 
filled and stainless steel watch at- 
tachments; generous commission; 
no objection to carrying non-con- 
flicting side line; please give full 
details; replies confidential. Ad- 
dress *“A., 133,” care J C-K. 











TWO opportunities for two good men; 
highly regarded four-store New York 
State chain is looking for two good 
men to groom as managers for 
future expansion; must be top 
notch salesmen with managerial and 
credit experience; excellent starting 
salary; write at once in strictest 
confidence, stating full experience, 
as well as past and present earnings. 
Edwin Freed Advertising Corp., 1233 
Sixth Ave., New York 19, N. Y. 





WATCHMAKING and engraving may 
now be learned advantageously by 
home study; to meet the demand to 
learn these trades at home in spare 
time, the Kansas City School of 
Watchmaking has adapted its out- 
standing course in watchmaking 
and engraving to home study train- 
ing. Write for information: Kan- 
sas City School of Watchmaking, 
Dept. C, Admiral & Tracy, Kansas 
City 6, Mo. 


For Sale 


Steres, Stocks and Businesses 








FINE jewelry store, best location, city of 
1,000,000 population ; merchandise of the 
finest, about $50,000 inventory; must 
sell immediately, reason health. Ad- 
dress “K., 147,” care J C-K. 





CASH business, established 27 years, be- 
tween San Francisco and Los Angeles; 
inventory $40,000 to $50,000; long lease; 
injury, age, forces sale. Address “N., 
59,” care J C-K 





SMALL modern store in Montana; Mil- 
waukee railroad watch inspection; good 
volume growing; health, reason for 
selling; $30,000; can reduce. Address 
“*H., 2915,” care J C-K. 





JEWELRY store for sale; modern stock ; 
good repair trade: Brooklyn business 
section ; good following ; low rent; large 
store; selling account death; sacrifice. 
Evergreen 8-0917, New York. 





RETAIL jewelry store, northern New 
Jersey; main street; modern front; 
leading sterling and watch franchises ; 
excellent repair income; $5,000; inven- 
tory optional. Address “N., 148,” care 
J C-K. 





THE most beautiful jewelry store in the 
South for sale, with stock or without 
stock: 100% location, on Lincoln Road, 
Miami Beach, Florida; retiring from 
business because of ill health. Address 
“G., 25,” care J C-K 





ESTABLISHED, suburban jewelry store, 
Memphis, Tenn. ; located in active shop- 
ping center surrounded by three income 
groups; established lines; clean stock ; 
$8,500: owner must leave. Address “D., 
49,” care J C-K. 





(Continued on page 252) 
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FOR SALE—Continued 





JEWELRY and appliance discount opera- 
tion ; will reduce inventory to suit; cen- 
trally located downtown Los Angeles, 
California; health, other interests pre- 








vent giving this proper attention. Ad- 
dress “E., 50,’”’ care J C-K. 
JEWELRY store for sale; due to ill 


health, I must sell my store; very mod- 

ern and well established; selling price 

reasonable. Michael Mignella, Santa Fe 

— Inspector, 135 N. Cortez, Prescott, 
riz. 





WATCH and jewelry shop, California 
Coast town, 12 miles from Los Angeles; 
ideal climate; low rent, lease; well es- 
tablished, small store carrying leading 
brands watches, jewelry, etc. A. Gilman, 
1410 Montana Ave., Santa Monica, Calif. 








WELL established, modern jewelry store; 
new front and remodeled in 1949; lo- 
cated in eastern Iowa’s richest farm 
community; city’s leading store, located 
in heart of business district; can be 
purchased with or without stock. Ad- 
dress “L., 30,” care J C-K. 








MODERN jewelry store in Southern Cali-. 


fornia, near Los Angeles; 19 years in 
same location; stock, fixtures and ac- 
counts receivable, about $30,000; popu- 
lation 52,000 ; 100% location, good lease; 
some terms; wish to retire. Address 
“C., 17,” care J C-K. 





RETAIL jewelry store in central Pennsyl- 
vania established over 100 years; fine 
fixtures, clean stock, or good manager, 
will share profits to right man, by a 
customer of ours. The Claude R. Rob- 





bins Co., Wholesale Jewelers, Harris- 
burg, Pa. 
FOR SALE; long established jewelry 


store; cash and partly credit; on main 
street in Wilmington, Delaware; mod- 
erate inventory with nationally adver- 
tised lines; moderate rental; price, the 
cost of the inventory plus the fixtures: 
selling due to illness. Address “Y., 39,” 
care J C-K. 





ESTABLISHED and going jewelry busi- 
ness in 75 year old location, in the 
heart of Newark, N. J.; the fixtures are 
of fine walnut; the store layout is de- 
signed for economical operation and the 
lighting arranged to the best merchan- 
dising advantage; all inquiries in strict 
confidence. Address “‘A., 40,” care J C-K. 





MODERN jewelry store, air conditioned, 
located in fine Missouri town, about 15,- 
000 population; large trade area: have 
fine business, over $75,000 last year; 
very clean stock; will invoice about $60,- 
000; sell for $15,000, less than inven- 
tory; can arrange terms; no auction- 
eers. Address “B., 48,” care J C-K. 





MODERN, family owned and operated 
jewelry store, in heart of prosperous, 
industrial Connecticut city; air condi- 
tioned, reasonable rent, lease, fine clean 


stock; reputable repair business; in 
perfect financial condition: owners re- 
tiring; princinals only. Address “P., 


89,”" care J C-K. 


| 








JEWELRY shop; fully equipped for pro- 
duction manufacturing; doing large 
special order and repair business; also 
class rings, medals and manufacturing ; 
well staffed and stocked; inventory can 
be reduced; owner retiring; would con- 
sider capable managing partner. Ad- 
dress “‘A., 2971,” care J C-K. 





MUST sell: Navy town near San Fran- 
cisco; terriffic location; modern, com- 
pletely equipped store situated between 
chains; with or without small stock 
and receivables; can be _ negotiated; 
uniquely low, no-percentage, long lease. 
Wire, write or phone, Nelson’s Jeweters, 
— St., Vallejo, Calif. Phone 





THE Charles M. Thomas beautiful jewelry 
store, Wilkes-Barre, Penna., for sale as 
going business; nationally advertised 
merchandise; custom built fixtures, two 
years old; completely equipped and 
A.D.T. alarm system: opportunity for 
chain or individual ownership. Write, 
wire, or phone, Bernard Bartikowsky, 
Wholesale Jeweler, 28 Public Square, 
Wilkes-Barre, Penna. 


eee a 


ABOUT $7,500 cash (inventory cost), will 
buy, with lease after July 15, an at- 
tractive jewelry store, fine location, es- 
tablished one price, plain figure system ; 
fine repair trade; in County Seat, pro- 
gressive cotton, corn and cattle, East 
Texas county, having natural gas and 
good oil field prospects: owner retiring 
account of age and health. Address 
“Bonanza 111,” care J C-K. 





TRADE Orange Grove for jewelry store; 
18 acres top Valencia orange grove in 
Orange County, California, with large 
modern colonial house, three baths, all 
conveniences; no experience required: 
competent help now operating grove will 
remain; current appraisal $90,000; will 
trade $60,000 equity for old established 
cash store in town 25,000 to 200,000 
population. Address “R., 81,” care J C-K, 








FOR SALE; established jewelry store, 
stocked with nationally advertised 
franchised lines; modern display win- 
dows and fixtures; fully equipped repair 
department doing volume business: best 
location in busy town, located north- 
western corner, state of Connecticut: 
price $24,000 cash, including accounts 
oe Address “B., 2886,” care 





JEWELRY store for sale, same location 
for over 30 years, on main street in 
town 12 miles from Seattle; carry com- 
plete line of watches, diamonds, gift 
items of many varieties, small electrical 
appliances and also sell television sets 
on small scale: complete watch depart- 
ment: employ three persons besides my- 
self; $40,000 yearly business and grow- 
ing. For further information address, 
“EB. S81, Care J C-K. 





FOR SALE: best equipped jewelry store 
in Hot Springs; three doors from Post 
Office: established two years; all the 
repairs you can do; new Watchmaster ; 
new 18 drawer G.S. crystal cabinet, lat- 
est American and Swiss cabinets, beau- 
tiful stock of watch bands: with most 
modern living quarters in store, air con- 
ditioned: a real money mint for man 
and wife or small family: price $4,000 
cash or terms. Address “W., 96,’’ care 
J C-K. 





JEWELRY store, established 1900, in 
Greensboro, N. C., industrial city of 
80,000 including five major colleges; 
ideal opportunity for right person; must 
see to appreciate; repair 4000 watches 
yearly ; accounts receivable top quality ; 
will adjust inventory to suit; four addi- 
tional years on current lease; reason- 
able rent; solid walnut fixtures; bur- 
glar alarm system: watch inspectors 
for Southern Railway since 1927. Write, 
Neese Jewelers, 325 South Elm St. 





RARE opportunity to purchase 
well established modern Michigan joo 
ry store; located 35 miles from Grant 
Rapids, in a thrifty manufacturin 
town of 5000, with large drawing ar my 
other business interests forces aan 
to sell instantly; best business location 
in town; reasonable rent, new modern 
store front, fixtures and equipment: 
well selected stock of nationally known 
watches, jewelry, silver, diamonds tn: 
this store has wonderful future for ar 
individual jeweler; the store wil] sell 
at inventory near $20,000 with fixtures - 
terms to one who can give satisfactory 
references. For full particulars tele 
graph or write, “L., 60," care J C-K : 
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For Sale 


Tools, Equipments 








a, 


USED tools, benches, lathes, cleaning 
machines, staking tools, ete. R. p 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 








ae 


FIVE wall cases, nine floor cases, light 
oak; two safes, etc.; available June 1, 
Stearns Jewelers, 180 Main St., Annap- 
olis, Md. 





JUST arrived from England; Salter hand 
scales, 50-100-200 ounce’ capacities: 
limited quantities, $7.95 each. J. Ort- 
man, 10 E. 47th St., New York City. 


NEW Hermes engraving machine for sale: 
complete with diamond cutter, flatware 
holder and two sets type; like new; 
cash $300. Wood Jewelers, P.O. Box 
997, Del Rio, Texas. 





JEWELRY store fixtures for sale; four 
mahogany wall cases with alcoves, and 
four mahogany jewelry show cases: one 
diamond show case; two pen cases; 
cash register and various other jewelry 





store eases. Address “C 13,” care 
J C-K. 
WATCHMASTER:; slightly used, also 


complete line of B B watch crystals in- 
cluding rock cylinders, flat tops: Wal- 
tham Master material cabinet; Bulova 
material cabinet with small bench 
cabinets; complete Newall material 
Swiss cabinet and mainsprings:; one 
watchmaker’s bench. Answer to, EF. E. 
Steele, care Dothan Jewelry Co., Dothan, 
Ala. 


GEN oe PRESET: ROOTS AS ERAN 





Business Opportunities 


OE 











EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular 
Keystone. 


el 





HIGH class salesman executive, thorough, 
efficient, desires affiliation with progres 
sive organization in New York or L0 
Angeles: will make investment 
deemed advisable; A-1 references. At 


dress “T., 127,” care J C-K. 
. EE 
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BUSINESS OPPORTUNITIES—Cont. 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 
15. 





__—————— 


\MUEL GANSBERG will buy your sur- 
‘plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices ; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 


S 








M. C. MAXWELL, exclusive jewelers 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phones 5-2920, Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. 








AMERICA’S foremost jewelry auc- 
tioneer; kindly review our classified 
advertisement in March issue of this 
magazine, if you contemplate going 
out of business. Thomas J. Faus- 


sett, Howell, Mich. 





CORDON BROTHERS, oldest § and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 33. 





AUCTIONEER; 10. successful sales 
conducted in 1951; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26. Briargate 4-7303. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 


_ 





PARTNERSHIP wanted; young man, 
39, single, desires opportunity to 
invest in retail jewelry concern; now 
active as manager of like organiza- 
tion; experienced credits and col- 
lections. Address “H., 54,” care 


J C-K. 





CASH buyers and liquidators of jewel- 
ry stores, wholesalers, manufactur- 
ers; we will buy outright or run a 
dignified auction or sale; for more 
money for yourself contact us im- 
mediately; interview arranged at our 
expense, Kanigel & Schechter, 32 


_W. 47th St., N. Y. C. Plaza 7-6614. 





ROBERT E. JONES Sales Co., auc- 
tioneers, appraisers, liquidators for 
estates, trustees, stores; special sales 
conductors for reducing stock, rais- 
ing cash, ete.; sales in over 500 
stores in U. S. and Canada. 702 E. 
185th St. Telephone KE 1-8683, 
Cleveland, Ohio. We buy surplus 
stock. 





WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auction 
sale for you and finance any neces- 
sary funds needed for a successful 
sale; our long record in conducting 
auction sales is well-known in the 
trade. Louis Colmes, 637 Scranton 
Ave., Lynbrook, N. Y. Tei: Lyn- 
brook 3-8044., 





CASH for you immediately; R. A. Zan- 
one & Co. will solve your problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience; your reply held in strict 
confidence; references: Dun & 
Bradstreet; Union & Planters Na- 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 5-0660. 








WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 





DO YOU need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished this 
amazing result for over 200 jewelers 
in the past two years alone; their 
thankful letters are in our files for 
your inspection. Wire, write or tele- 
phone, Manny Silverman, of Silver- 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
Pl. 7-4693. 





I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
1309, New York, N. Y. 





AMERICA’S foremost jewelry auc- 
tioneer will conduct your auction 
ethically, in a way that will build 
good will, new customers for your 
store, and protect your merchan- 
dise; if you are overstocked, want 
to sell old stock, pay bills, moving 
or liquidating, I have a guaranteed 
plan; your correspondence strictly 
confidential; you may have list of 
auctions I have conducted only re- 
cently for legitimate, good jewelers, 
without obligation; I will go any- 
where in America, or Canada, at my 
expense; American and Canadian 
Bank references, upon request; 
write, wire, phone, will see you in 
person. Louis Lenhoff, 3010 W. Chi- 
cago Blvd., Detroit 6, Mich. Phone 
Tyler 6-0439. 


hE + TTP LOPE LEI IEE S IOE  ES 
Wanted to Purchase 








WANTED; one to 10 automatic Elgin 
watches: must be #6802G. Contact, 
William J. McCormick, 2902 Lewis 
Tower, Philadelphia 2, Penna. 


aE 


CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 


———__—___— 








WANTED: small established jewelry 
store; prefer Southeastern States; town 
of 6000 to 45,000 population: replies 
confidential. Address “J., 110,” care 
J C-K. 





CHAIN store operator will purchase for 
cash, a reputable cash, credit store 
doing yearly volume of $30,000 or bet- 
ter: North Carolina only. Address “C., 
2839,” care J C-K. 








WANTED; small to medium retail jewelry 
business; state price, also location, size 
and business in the city; reason for 
selling and possibility of financing; ex- 
tent of credit; extent of watch repair 
business done on premises. Address “E., 
143,” care J C-K. 














WATCHES wanted; all brands, any 
quantity; highest market spot cash 
prices paid; we buy surplus jewelry, 
rings, diamonds, etc.; correspon- 
dence invited; references: Houston 
National Bank, Houston, Texas, Dun 
& Bradstreet, Inc. Diamond Jewelry 
Co., 6th floor M & M Blidg., Houston 


2, Texas. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest prices ; 
we send you a check at once and 
hold shipment intact for your ap- 
proval; references: National Bank 
of Commerce, Memphis, Tenn.; 
Jeweler’s Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. K, 
108 Beale Ave., Memphis, Tenn. 
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Watch Work, etc., for 
the Trade 





EXPERT watchmaker, specializing in 
chronographs, automatics, calendars 
and all types of clocks. Louis Blum, 609 
Ninth Ave., N. Y. 18, N. Y. Circle 5-9285. 





THIRTY-FIVE years’ experience in watch 
repairing, and prices right, satisfactory 
work; guaranteed good service. M. J. 
Kruse, 7219 Lake St., River Forest, III. 





COMPLICATED and regular repairs ac- 
cepted for complete or partial work; 
trade price list on request. Howard 
~- Huron St., Lake Ronkonkoma, 








SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster ; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





COMPLICATED and plain watch repair- 
ing ; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





CLEANING and repair $2; cleaning and 
staff $2.50; stem and crown, main- 
springs 75¢; guaranteed watch repair, 
four days’ service. Sherry Trading Co., 
12 E. 31st St., New York 16, N. Y. 





BOSTON, Mass. ; guaranteed trade watch 
repairing; chronographs a _ specialty; 
excellent service; electronic timing; 
prices on request. Charles L. Birdsall, 
603 Jewelers’ Bldg., 373 Washington St. 





BOSTON, Mass.; expert and guaran- 
teed watch repairing; prompt ser- 
vice; prices on request; mail orders 
invited. David Migdal & Co., 109-B 
Summer St., Telep. Hu 2-9547. 





HIGH grade watch repairing; all makes, 
all models; five days’ service; all re- 
pairs Watchmaster rated: guaranteed 
dependable service; price lists upon re- 
quest. Bernard’s Watch Repairing, 921 
W. Wellington Ave., Chicago 14, IIl. 





KNOW your vibrator; mail direct; 
same day service; economical, de- 
pendable, vibrating service. Hair- 
spring Vibrating Co., 406 32nd St., 
Union City, N. J. 





ANY make or type watch repaired and 
timed on a Watchmaster; prices con- 
sistent with good workmanship; price 
list gladly sent. G. Curtis Sprang & 
Son, 607 S. Hill, Suite 401, Los An- 
geles 14, Calif. 


TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs, and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 











JEWELERS: build up your trade; give 
your customers quality watch repairs ; 
we employ only master craftsmen ; all 
kinds of watches speedily repaired ; 
Watchmaster checked and rushed back 
to you; chronographs, calendars, auto- 
matics and timers our specialty ; no 
order too small or too large; if we don’t 
have the part, we are equipped to man- 
ufacture it; send us your watch repairs 
today: estimates cheerfully given. Our 
Shop, The Jewelers’ Watchmaker, 40 W. 
66th St., New York 23, N. Y 


ALARA PAA AIRE A GALLEN NL ALE LEBEL EEL AEN 


Special Order Work and 
Repairs for the Trade 








DIAMOND repairing and recutting. Joseph 
Hunt, 74 W. 46th St., New York City 36, 
N. Y., specialist diamond cutter, using 
good commercial judgment. 





PHOTOGRAPHY, on gold, silver, or plati- 
num: book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 





ALL style beads restrung, plain or 
knotted; prompt service; reasonable 
prices. Mrs. Helen E. Stump, 202 State 
St., Shillington, Pa. 





APOLLO & Son, established 1910; dia- 
mond setting, stone setting, all types; 
finest workmanship and quality: satis- 
faction guaranteed. 185 Canal St., New 
York City. 





EASY profits; ring stone replacements ; 
send the ring we will furnish the stone 
and have it set; also Titania and Opal 
loose or mounted. Ace Lapidary Co., 
Jamaica, N. Y. 





PEARL and bead wrestringing; plain, 
knotted, simulated, cultured; quality 
work at lowest cost, 35¢ up; mail orders 
promptly filled. Rubee, 68 Nassau St., 
New York 38. 





SPECIAL orders; diamond setting, jew- 
elry repairs, sizing, watch repairing, 
quality workmanship, quick service; 29 
years’ experience. John G. Cronin, Coal 
Exchange Bldg., Scranton, Penna. 





ENGRAVING; monogram, lettering; fine 
inscription work a specialty; 30 years’ 
experience; quick service. C. W. Do- 
enges, 921 S. W. 17th St., Ft. Lauder- 
dale, Fla. 








JEWELRY casting and assembling; gold, 
platinum and paladium; rings, brace- 
lets, watch cases; production work, also 
special order work of every description. 
— Jewelry Co., 93 Nassau St., New 

ork. 





COLORED STONES; direct importe 
at your service; replacing, recutti 7 
encrusting, repolishing, drilling’ 
specializing in diamond melee Ry 
tile (Titania), all sizes, cameos, af 
colors and_ sizes; also cultured 
pearls, genuine pearls, synthetic all 
colors, sizes and shapes; enuine 
rubies, sapphires, emeralds, ame. 
thyst, topaz, etc.; servicing the 
jeweler for over 35 years, Max 
Stern & Co., Inc., 17-23 John St 
New York 38. . 





ee 


PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinished: 
right prices, prompt service, monthly 
billing; we specialize on mail orders: 
our business is nation-wide. Woodman’s 
55 B. Eddy St., Providence, R. "5 





tlt re 


SILVERWARE replated, repaired like 
new; also gold, copper, brass plat. 
ing; the same high quality tha 
made our baby shoe bronzing fg. 
mous; send your next job to The 
Bron-Shoe Co., 262 E. Broad, Co. 
lumbus, Ohio. 





a 


JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on siding and minor 
repairs; mail orders accepted, 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 
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STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge emblems encrusted and 
engraved; coats of arms; mono 
grams and initials; military insig- 
nias; fraternal emblems; _ stone 
cameos up to 50 mm size; onyx 
crosses; special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St. 
New York City. 








To Let 





PART of store for rent, suitable for silver- 
ware, costume jewelry, watch cases. A. 
Goldstein, 159 Canal St., New York City. 





FULLY equipped shop or bench space; 
excellent North light ; suitable for jewel- 
er, setter and engraver; repairing, spe 
cial order and new work available. 
Call LE 4-0574, New York. 


Se MRE RER A EINE LD SEITE SS EAE TOTTI 





Miscellaneous 








WATCHMAKERS’ JOURNAL; contains 
valuable information for watchm ) 
and students: $1 year; sample copy 2 ¢. 
Dean Co., 74% N. Atlantic Avenue, ay- 
tona Beach, Fla. 


—— 





A COMPLETE design and model service 
is available on a part time basis to an 
organization desiring the help of 10 
experience in planning, developing 4? 
production of sterling and plated lines. 
Address “J., 27,” care O. J. 
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CURRENT FASHION TIP: SILVERWARE 


Most industries recognize the importance of fashion 
as a selling tool. Fashion is a factor in foods—even 
medicine. 

In fact, it is the application of this magic word to the 
design of automobiles which enables the manufacturers 
to capture the public attention to their new models. Once 
captured on this basis, the prospect’s attention is then 
directed to the utilitarian improvements embodied in the 
“merchandise. ” 

Thus it is that the automobile has become the focal 
point, outside the home, which identifies the owner of a 
new car as being fashionable and having the wherewithal 
to possess the latest. 

It is to further develop a similar public fashion con- 
sciousness (or pride) in things for the home, that “house- 
beautiful” magazines, as well as manufacturers of home 
furnishings, are conducting their current, continuing 
campaigns. These are designed to focus attention on their 
products as the focal point on which to build a fashion- 
able home. 

It is the purpose of the J.I.C. and the silverware manu- 
facturers, through “The Silver Fashion Parade,” to show 
the public, how the dining table—and silverware in par- 
ticular—can be the hub of fashionable indoor living, 
how the surrounding furnishings can be supplemented to 
fine silverware and benefit therefrom. 

This fashion phase of silverware ownership and use is 
employed in the J.I.C. drive as an avenue of approach to 
direct the public’s attention to the beauty and usefulness 
of fine table silverware. Thus, the already accepted pres- 
tige and joy of ownership associated with fine plated and 
sterling is being dramatized to get customers to come 
into your store now. Now, instead of waiting until later. 
For, if you don’t get them into your store today, some 
other industry might capture their interest tomorrow and 
get your share of the consumers’ expendable surplus. 

That then is the purpose of the J.I.C.’s “Silver Fashion 
Parade.” Its success nationally depends upon how you 
profit from it locally. Consumer advertising by manu- 
facturers, sales aid by J.I.C., merchandising helps by 
JC-K (in this issue) all can provide a program which will 
direct the nationally created interest in silverware to your 
store. If—you do the things necessary to attract it. 


SOMETIMES IT'S THE LITTLE THINGS 


Last month in introducing a new dealer promotion 
plan, Gordon T. Ritter, of Arvin Industries said, “Ap 
automobile salesman who doesn’t drive a car will not roll 
up many sales in this day and age.” How true. 

Yet we have seen jewelers sporting bow ties—which 
preclude their wearing a tie pin, a collar pin or a tie 
holder. We have seen jewelers showing cuff links to a 
prospect, while they themselves are wearing barrel cuffs 
with glass buttons. We have seen jewelers with bare 
fingers, trying to interest a prospect in a ring. 

Aside from the fact that the jeweler should be a living 
model for his own merchandise, we can’t see how he can 
generate a desire for jewelry in his prospect’s mind when 
he obviously has no personal interest, derives no personal 
pleasure from it himself. 


THE ODDS ARE WITH YOU 


One thousand eight hundred and sixty-five to 1. That 
was the payoff for the daily-double one day last month 
at an English race track. The item was published in ~ 
newspapers all over the world. This was dramatic. Edi- — 


‘tors knew how many frustrated people would look at the 


item, sigh—and imagine it was they who had won sucha 
large sum for so small a risk. 

Yet many of the people who day-dreamed over this © 
item were probably overlooking just as dramatic profits 7 
right in their own businesses; sizable profits which could © 
be obtained without any financial risk. j 

It made us think of those jewelers who have stocks of | 
colored stone, signet and emblem rings who, without any 7 
further investment, could double, triple their ring busi ~ 
ness—earn themselves thousands of dollars a year by” 
merely devoting a normal amount of attention to this line. © 

The March issue of JC-K, the plan book of the JIC” 
(just released) the literature of your resources, the advice ~ 
of the manufacturers’ salesmen—all these are available ” 
to you; all provide sources for information which, ap- — 
plied, must increase your ring volume. 

Why sigh over someone’s good luck with a gamble. 7 
Make your own good fortune—at better odds—right in | 
your own fine store. : 
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